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Introduction  ~ 


® Survey  of  members  conducted  in  December 

• 263  respondents  from  133  member  companies 

• 392  member  companies  invited  to  participate  - 
34%  response  rate 


INPUT  - Ihe  authority  on  government  business 
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® Introduction 

® Overall  Importance  vs.  Satisfaction 

• By  Segment 

• By  Federal  vs.  S&L 

® Likelihood  to  Recommend  INPUT 
® Trend  in  Satisfaction  Ratings 
® Importance  vs.  Satisfaction 

• By  Size  of  Company 

• By  Type  of  User 

® Rating  vs.  Competition 

• Ratings  vs.  competitors  mentioned 

• FSI  Competitive  Rating  Trend 

® Level  of  Interest  in  New  Product/Offering  Concepts 


INPUT  - Ihe  authority  on  government  business 
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Member  Satisfaction  Results  - Q4  2009 


Confidential  & Proprietary 
For  Internal  Use  Only 
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Lunch  for  Client  Party  Volunteers 

Decorations  for  Client  Holiday  Party 


2010  Client  Holiday  Party  - Additional  Expenses 

B&B  Music-  Holiday  Party  Band 
Invitations  & Envelopes 
Name  badge  holders  and  inserts 


C 


9 


INPUT 


INPUT 

1 1 720  Plaza  America  Drive 
Suite  1200 
Reston,  VA  20190 


Purchase  Order 

Date  Issued  PO  # 

1/13/2010  POIO-12923 


To: 

The  Ritz-Carlton,  Tysons  Corner 
P.O.  Box  759098 
Baltimore  MD  21275-9098 
United  States 


Good  Thru 


Ship  Via 


Account  Number 


Item 

Events 

Department 

Costs 


Quantity 


Description 

1 Client  Holiday  Party  2010  - Hotel 
Expenses 


Unit  Cost 


Terms 


Extension 

150,000.00 


Options 


Total 


$150,000.00 


INPUT 


INPUT 

11720  Plaza  America  Drive 
Suite  1200 
Reston,  VA  20190 


Purchase  Order 

Date  Issued  PO  # 

1/13/2010  POI 0-1 2925 


To: 


Good  Thru 

Ship  Via 

Account  Number 

Terms 

Item 

Quantity 

Description 

Unit  Cost 

Extension 

Options 

Events 

Department 

Costs 

1 

Additional  Holiday  Party  Expenses 

10,000.00 

Total 

$10,000.00 

The  Ritz-Carlton® 

CATERING  CONTRACT 

The  Ritz-Carlton,  Tysons  Corner 
1700  Tysons  Boulevard 
McLean,  Virginia  22102 
Phone:  703-506-4300 
Fax:  703-506-4305 

Date:  Thursday,  14  January,  2010 


Description  or  Event 


The  following  represents  an  agreement  (herein  also  called  “contract”)  between  The  Ritz-Carlton,  Tysons  Comer, 
(herein  called  “Hotel”  or  “our”)  and: 


Organization: 

Contact:  Name: 

Job  Title: 

Street  Address: 

City,  State/Province: 
Postal  Code: 
Country: 

Phone  Number: 

Fax  Number: 

E-mail  Address: 


INPUT 

Ms.  Claire  Carlin 

Director,  Events 

1 1720  Plaza  America 

Ste  1200 

Reston,  VA 

20190 

USA 

703-707-3685 

703-707-6201 

ccarlin@input.com 


herein  called  “Client”,  or  “You”,  “Your”  and  outlines  specific  conditions  and  services  provided  by  Hotel  and  utilized 
by  Client.  Client  above  personally  accepts  responsibility  for  all  charges  arising  from  this  Contract. 


Name  of  Event: 


INPUT  Holiday  Party 


Official  Event  Dates:  Wednesday,  December  1 - Thursday,  December  2, 2010 


EVENT  Ln  formation 

Based  on  the  requirements  outlined  by  Client,  the  Hotel  has  reserved  the  function  space  set  forth  as  follows: 


Date 

Start 

Time 

End  lime 

Description 

Setup 

Exp 

Room 

Room 

Rfntxl 

Wed,  Dec.  01, 
2010 

8:00  AM 

12:00  AM 

OfficeVStorage 

Special 

Set 

10 

Appropriate 

Space 

Waived 

Thu,  Dec.  02, 
2010 

5:00  AM 

12:00  AM 

Office\Storage 

Special 

Set 

10 

Appropriate 

Space 

Waived 

Thu,  Dec.  02, 
2010 

3:00  PM 

6:00  PM 

VIP  Reception 

Special 

Set 

100 

Old  Dominion 

Waived 

Thu,  Dec.  02, 
2010 

5:00  PM 

9:00  PM 

Holiday 

Reception 

Special 

Set 

800- 

1200 

Ballroom  & 
Pre- Function 

Waived 

Deposit  Type 

Due  Date 

SAMOiNT  Di  e | 

| Initial  Deposit 

29-J  AN-20 10 

$10,000.00  1 

The  room(s)  designated  for  Your  Event(s)  require(s)  a food  and  beverage  revenue  minimum  of  $78,000.00,  exclusive 
of  service  charge  and  applicable  sales  tax.  If  your  actual  food  and  beverage  total  is  lower  than  this  minimum,  the  Hotel 
reserves  the  right  to  charge  the  difference.  The  Hotel  reserves  the  right  to  transfer  your  group  to  a more  suitably  sized 
meeting  room  based  on  the  final  guarantee. 

Catering  Requirements 

All  reservations  for  private  banquet  services  are  made  upon  and  subject  to  the  rules  and  regulations  of  The  Ritz- 
Carlton,  Tysons  Corner  and  the  following  catering  requirements: 

The  menu  and  all  other  details  of  Your  Event(s)  are  to  be  finalized  a minimum  of  2 weeks  prior  to  the  date  of  Your 
Event(s). 

A twenty  two  percent  (22%)  service  charge  and  current  state  sales  tax  will  be  added  to  all  food  and  beverage  charges. 

The  Hotel  requires  the  final  guaranteed  number  of  attendees  be  communicated  by  Client  to  the  catering  office  no  later 
than  12:00  p.m.,  three  (3)  business  days  prior  to  the  date  of  Your  Event.  If  the  guaranteed  number  is  not 
provided,  the  billing  will  be  for  the  greater  of  the  following:  (i)  The  number  of  persons  for  which  the  Event  was 
originally  booked,  or  (ii)  The  number  of  persons  in  attendance.  The  Hotel  will  prepare  for  three  percent  (3%) 
above  the  guaranteed  number  of  attendees,  if  requested  by  Client  in  advance. 

An  established  duration  of  time  for  Your  Event  is  noted.  If  Your  Event  exceeds  the  time  noted  above,  a $25.00  per 
hour  charge  will  apply  pending  confirmation  of  space  availability  from  your  Meetings  & Special  Events  Manager 
and/or  your  Banquet  Captain.  In  addition,  all  alcohol  sales  will  conclude  at  2:00a.m.  in  accordance  with 
licensing  and  Virginia  State  law. 

All  displays,  exhibits  and  decorations  must  conform  to,  and  comply  with  the  rules  and  regulations  of  the  Hotel,  the 
Fairfax  Building  Codes,  and  Fire  Ordinances,  and  should  be  free  standing  without  attachment  to  walls,  ceilings  or 
floors. 

All  displays,  exhibits,  decorations,  equipment  and  musicians  must  enter  through  the  Hotels  receiving  entrance  and/or 
Loss  Prevention  Office.  Delivery  time  must  be  coordinated  with  the  Hotel  in  advance.  Outside  vendors  and  their 
employees  must  enter  the  Hotel  through  the  loading  dock  area,  register  with  Loss  Prevention,  and  obtain  the 
mandatory  vendor  ID  badge.  No  one  will  be  admitted  to  the  Hotel  without  proper  ID.  All  outside  vendors 
contracted  by  the  client  must  review  and  sign  the  hotel’s  established  vendor  guidelines  prior  to  the  event  date.  If 
your  organization  wishes  to  hire  outside  vendors  to  provide  any  goods  or  services  at  the  Hotel  for  your  event,  the 
Hotel  may,  in  its  sole  discretion,  require  that  such  vendor  provide  Hotel,  in  form  and  amount  reasonably 
satisfactory  to  Hotel,  an  indemnification  agreement  and  proof  of  adequate  insurance. 

In  the  event  that  you  choose  to  utilize  an  off  premise  audio  visual  company,  all  vendors  must  be  approved  by  the  Hotel 
and  agree  to  the  terms  of  the  Vendor  Guidelines.  In  the  event  that  an  outside  company  is  contracted  to  provide 
audio  visual  services,  a daily  fee  of  $350.00++  will  be  applied  for  electrical  use  and  mandatory  technical  support. 
The  Hotel  assumes  no  liability  or  responsibility  for  equipment  or  services  not  provided  by  the  Hotel. 

Client  agrees  that  on-site  re-sets  will  be  charged  labor  fees  as  follows: 

a.  Groups  of  0-25  people  = $75.00  per  re-set 

b.  Groups  of  26-100  people  = $125.00  per  re-set 

c.  Groups  of  101  -500  people  = $300.00  per  re-set 

Packages  should  not  be  delivered  to  the  Hotel  more  than  (3)  business  days  prior  to  the  Event.  The  first  (5)  five 
packages/boxes  received  by  the  Hotel  for  your  event  will  be  handled  on  a complimentary  basis.  After  the  receipt  of  the 
first  (5)  packages/boxes  each  additional  one  received  by  the  Hotel  will  be  assessed  a $5.00  handling  fee.  Additionally, 
each  crate  received  is  assessed  at  $20.00  and  each  pallet  at  $100.00.  These  charges  will  be  billed  to  your  Master 
Account  or  guest  room. 


All  packages/boxes  should  be  labeled  as  follows: 

The  Ritz-Carlton,  Tysons  Comer 

1700  Tysons  Boulevard 

McLean,  Virginia  22102 

Attention:  Name  of  your  MSE  Manager 

Hold  for  Name  of  Client 

Group  Name 

Event  Date 

No  outside  food  or  beverages  of  any  kind  may  be  brought  into  the  Hotel  by  Client  or  attendees. 

A handling  fee  may  be  charged  on  all  equipment  rentals  contracted  by  the  client  independently  of  the  hotel  for  purpose 
of  this  event  A schedule  of  charges  is  available  through  your  Catering  Sales  Manager.  Additionally,  all  lighting 
and  electrical  requirements  must  be  contracted  directly  through  the  Hotel.  Any  items  provided  by  third  parties 
other  than  the  Hotel  may  be  subject  to  additional  handling  fees.  Floral  arrangements  and  centerpieces  provided  by 
contractors  other  than  the  Hotel  may  be  subject  to  additional  handling  fees. 

This  Contract  is  subject  to  all  applicable  federal,  state,  and  local  laws,  including  health  and  safety  codes,  alcoholic 
beverage  control  laws,  disability  laws,  and  the  like.  Hotel  and  the  Client  agree  to  cooperate  with  each  other  to 
ensure  compliance  with  such  laws. 

Virginia  law  requires  that  persons  consuming  alcohol  beverages  be  21  years  of  age.  Our  service  staff  may  require 
government-issued  identification  as  proof  of  legal  age.  Management  reserves  the  right  to  discontinue  the 
service  of  alcoholic  beverages  if  it  deems  that  any  state  law  pertaining  to  alcoholic  beverages  has  been 
compromised. 

The  Ritz-Carlton  Hotel  Co.  L.L.C.  is  not  responsible  for  the  personal  property  left  in  meeting  rooms  and/or 

Foyers/Registration  areas.  This  includes  computers,  cameras,  equipment,  purses  and  coats.  The  ballroom(s) 
can  not  be  secured.  However,  meeting  rooms  can  be  secured  with  notification  to  the  Loss  Prevention 
Department.  The  Ritz-Carlton  Hotel  Co.  L.L.C.  will  not  be  held  responsible  for  any  personal  property  left  in, 
but  not  limited  to,  the  following  areas:  rooms,  foyers,  restrooms,  and  ballrooms. 

Any  changes,  additions,  stipulations,  or  deletions,  including  corrective  lining  out  by  either  Hotel  or  the  Client,  will 
not  be  considered  agreed  to  or  binding  on  the  other  unless  such  modifications  have  been  initialed  or  otherwise 
approved  in  writing  by  the  other. 

The  Client  will  be  solely  responsible  for  obtaining  any  necessary  licenses  or  permission  to  perform,  broadcast, 
transmit,  or  display  any  copyrighted  works  (including,  without  limitation,  music,  audio,  or  video  recordings, 
art,  etc.)  that  the  Client  may  use  or  request  to  be  used  at  the  Hotel. 


Impossibility 

The  performance  of  this  Contract  is  subject  to  termination  without  liability  upon  the  occurrence  of  any  circumstance 
beyond  the  control  of  either  party  - such  as  acts  of  God,  war,  acts  of  terrorism,  government  regulations,  disaster, 
strikes  (except  those  involving  the  employees  or  agents  of  the  party  seeking  the  protection  of  this  clause),  civil  disorder, 
or  curtailment  of  transportation  facilities  - to  the  extent  that  such  circumstance  makes  it  illegal  or  impossible  for  the 
Hotel  to  provide,  or  for  groups  in  general  to  use,  the  Hotel  facilities.  The  ability  to  terminate  this  Contract  without 
liability  pursuant  to  this  paragraph  is  conditioned  upon  delivery  of  written  notice  to  the  other  party  setting  forth  the  basis 
for  such  termination  as  soon  as  reasonably  practical  - but  in  no  event  longer  than  ten  (10)  days  - after  learning  of  such 
basis. 


RITZ-CARLTON  RIGHTS  AND  EVENT  LITERATURE 


You  expressly  recognize  and  acknowledge  that  your  rights  under  your  contract  shall  not  confer  upon  you  any  right 
in,  or  the  right  to  use  the  Hotel’s  trademarks,  the  name  “Ritz-Carlton”,  or  the  lion  and  crown  logo  associated  with 
such  trademarks.  Any  use  of  the  name  “Ritz-Carlton”  for  location  identification  purposes  shall  only  be  done  with 
the  express  prior  written  consent  of  the  Hotel.  You  further  acknowledge  that  “Ritz-Carlton”  is  a federally  registered 
trademark  of  The  Ritz-Carlton  Hotel  Company,  L.L.C.  Any  printed  forms  or  communication  tools  pertaining  to  the 
Hotel  or  the  use  of  The  Ritz-Carlton  logo  must  have  prior  approval  from  the  Hotel.  This  approval  includes  print 
media  (newspapers  and  magazines),  broadcast  media  (radio,  television/cable),  electronic  media  (internet,  electronic 
communications),  collateral  (printed  tickets,  newsletters)  or  any  other  form  of  advertising  or  marketing. 

Payment  Information 

Full  payment  of  the  estimated  balance  of  charges  is  due  10  working  days  prior  to  the  date  of  your  event  via  credit  card, 
cashier’s  or  certified  check. 

If  a credit  card  is  to  be  used  as  the  form  of  payment.  The  Ritz-Carlton  Tysons  Comer  Finance  Department  will  charge  the 
credit  card  on  file  for  the  estimate  of  charges  due  10  business  days  PRIOR  to  the  date  of  the  event.  Following  the  event  your 
card  will  be  charged  for  any  remaining  balance  due  or  additional  charges  incurred  the  day  of  the  event. 

If  you  wish  to  pay  by  credit  card,  a credit  authorization  form  is  enclosed.  Please  complete  and  return  with  the  signed 
contract. 

Cancellation 

Client  is  required  to  notify  the  Hotel  in  writing  of  any  cancellation  of  the  Event.  Client  acknowledges  that  if  it 
cancels  its  planned  Event,  this  action  constitutes  a breach  of  Client’s  obligation  to  the  Hotel  and  the  Hotel  would  be 
harmed.  Client  therefore  agrees  to  pay  the  Hotel,  within  thirty  (30)  days  after  any  Cancellation,  as  liquidated 
damages  and  not  as  a penalty,  a percentage  of  the  Event’s  Estimated  Revenue  (a  percentage  of  the  estimated  Food 
and  Beverage  Revenue  plus  a percentage  of  the  estimated  Facility  Fee  Revenue)  based  on  the  following  schedule: 

Cancellation  Fee  Schedule 


NUMBER  Of  DAYS  PRIOR  TO 

Event  Written  Notice  of 
Cancellation  b Received 

PEWSfrAGEO^DAhlD 

. . i ' . 

Facoxty  Fee  Revenue 

0-07  days 

100% 

100% 

08  - 60  days 

75% 

75% 

61-90  days 

50% 

50% 

contract  signature-91  days 

25% 

25% 

Acceptance 


Please  sign  and  return  a copy  of  the  Contract  by  Friday,  January  29,  2010  along  with  the  required  deposit.  This 
deposit  is  non-refiindable  and  may  be  made  by  organization  check,  cashier’s  check,  or  by  filling  out  the  attached 
credit  card  authorization  form.  Once  signed  by  both  parties,  this  Contract  will  constitute  a binding  contract  between 
the  parties.  The  Contract  may  not  be  modified,  amended  or  changed  except  by  a written  document  executed  by  the  all 
parties  to  the  Contract.  By  executing  below,  each  party  warrants  and  represents  that  it  is  duly  authorized  and  has  the 
requisite  approval  to  bind  the  entity,  which  it  represents.  If  this  Contract  is  not  received  by  the  date  above  all  space 
referred  to  herein  will  be  released,  and  neither  party  will  have  any  further  obligations  under  this  Contract. 

At  any  time  prior  to  the  contract  due  date  of  Friday,  January  29,  2010,  should  another  organization  request  your  space, 
you  have  the  right  of  first  refusal  for  two  (2)  business  days  to  sign  the  contract,  or  the  Hotel  has  the  right  to  change  the 
status  of  this  booking  to  a second  option. 

Upon  receipt  of  the  signed  contract  and  the  required  deposit,  the  Hotel  will  accept  this  as  your  acknowledgement 
that  all  details  are  correct  and  in  order  as  outlined.  The  Hotel  will  return  a countersigned  copy  of  the  Catering 
Contract  to  Client.  Signing  of  this  letter  will  serve  as  a Contract  to  all  published  Ritz-Carlton  policies,  procedures,  and 
cancellation  clauses. 


Hotel  and  the  Client  have  agreed  to  and  have  executed  this  Contract  by  their  authorized  representatives  as  of  the 
dates  indicated  below. 


Signatures 

Approved  and  authorized  by  INPUT 
Name:  (Print) 

Title:  (Print) 


Approved  and  authorized  by  Hotel: 

Name:  Aislynne  Morris 

Title:  Senior  Catering  Sales  Manager 

Signature: 


Signature: 


Date: 


Date: 


The  Ritz-Carlton* 

Tysons  Corntk 


INPUT  Holiday  Parti) 

The  Ritz-Carlton  Tysons  Corner 
Thursday,  December  2, 2010 

VTP  Reception  — Old  Dominion  Room  (500PM  — 500PM) 

Approximately  100  Guests 

General  Reception  - Tke  Riti-Carlton  Ballroom  (300PM  — 900PM) 
Approximately  800  - 1200 Guests 

VTP  Reception 

1 Hour  and  15  Minutes  Name  Brand  Bar  (4O0FM  - 5:13PM) 

Tke  Bartenders  will  pour  Name  Brand  Cocktails,  Imported  and  Domestic  Beer,  House  Wines, 
Soft  Drinks,  Mineral  Waters,  and  Juices  lor  One  Hour  and  Fifteen  Minutes 

Name  Brand  Liquor  Selections  Include: 

Absolut  Vodka,  Tangueray  Gin,  Dewars  Scotch,  Jack  Daniels  Bourbon, 

Canadian  Club  Wkiskey,  Bacardi  Rum  and  Jose  Cuervo  Tequila 

Wines  to  be  Served  on  Tke  Bar 

Steven  Kent  Ckardonnay  and  Steven  Kent  Cabernet  Sauvignon 

VIP  Reception  (400PM  - 5.15PM) 

To  be  Butler  Passed  from  Silver  Trays  by  White-Gloved  Servers: 

(Client  to  Pre  Select  Seven  Hors  d oeuvres  from  tke  Following) 

California  Roll,  Ginger,  Wasabi  and  Soy  Sauce 
Grilled  Baby  Lamb  Ckop,  Mango  Peack  Ckutney 
Smoked  Salmon  and  Crepe  Roll  witk  Creme  Fraicke  and  Caviar  Garnisk 
Silver  Spooned  Rolled  Eggplant  witk  Brie  Ckeese  and  Fry  Carrot  Spirals 
Moo  Skoo  Duck  Rolled  in  Rice  Pancake,  Hoisin  Sauce 
Miniature  Maryland  Crab  Cake,  Remoulade 
Tkai  Vegetable  Roll  witk  Ckili  Dipping  Sauce 
Miniature  Risotto  Cake  witk  Caponata 
Parmesan  Crusted  Artickoke  Heart  witk  Goat  Ckeese 
Seared  Beef  Tenderloin  on  Toast  Point  witk  Sour  Cream  and  Ckive 
Granny  Smitk  Apple  witk  Blue  Ckeese  Crumbles  in  Banquette 
Miniature  Beef  Wellington,  Brandy  Sauce 
(One  Piece  of  Eack  Selected  per  P erson) 

Baked  Brie 

Raspberry  Preserves  and  Slivered  Almonds 
English  Water  Crackers  and  Sliced  French  Bread 


The  Ritz-Carlton* 

Tyson*  Coax* 
General  Reception 


BeveraAe  Service 

4 Hour*  Beer  & Wine  Bar  (500PM  - 900PM) 
TTie  Bartenders  will  pour.  Imported  and 
Domestic  Beer,  House  Wines,  Soft  Drinks, 
Mineral  Waters,  and  Juices  lor  Four  Hours 


Wine*  to  be  Served  on  TLe  Bar 
Steven  Kent  Chardonnay  and 
Steven  Kent  Cabernet  Sauvignon 


Reception 
500PM  -600PM 


To  be  Butler  P asaed  from  Silver  Trays  by  White-Gloved  Servers: 
(Client  to  Pre  Select  Tbree  Hors  d oeuvres  bom  the  Following) 

Miniature  Reuben 

Smoked  Salmon  and  Crepe  Roll  with  Creme  Fraiche  and  Caviar  Garnish 
Dijon  Chicken  in  Pull  Pastry 
Chicken  Quesadilla  trumpet  with  Pico  De  Gallo 
Crispy  Vegetarian  Spring  Roll 
P armesan  Crusted  Artichoke  Heart  with  Goat  Cheese 
Wild  Mushroom  and  Walnut  Profiterole 
Miniature  Beel  Wellington,  Brandy  Sauce 
(One  Piece  ol  Each  Selected  per  Person) 


The  Ritz-Carlton* 

tyscnsCoww 


Reception  Stations 


!>30PM- 730PM 

Breads  <5"  Spreads 
Select  Three  o f the  Following: 

Calamata  Olive  Tapenade,  Crab  and  Spinach  Dip,  Spinach  and  Artichoke  Dip 
Bata  Ganoush,  Hummus,  Tomato,  Basil  <5"  Garlic  Bruscketta 
Pita  Chips,  Focaccia  and  Rustic  Breads 


Vegetable 

Fresk,  Grilled  and  Marinated  Vegetables 
Olive  Tapenade,  Sun-dried  Tomato  Cream,  Lemon  Ckive  Dip 

Cheese  Displau 

Assorted  Domestic  and  Imported  Ckeeses 
Grapes,  Dried  Fruits  and  Nuts,  English  Crackers,  French  Baguette 

Paata 

Choice  of  two  Pastas: 

Four  Cheese  Agnolotti  Herb  Chicken,  Spinach,  Pine  Nuts,  Parmesan  Alfredo  Cream 
Pomodoro  Penne  Pasta  Roasted  Garlic,  Plum  Tomato,  Basil,  Virgin  Olive  Oil 
Wild  Mushroom  Ravioli,  Sauteed  Mushroom,  Candied  Butternut  Squash  6"  Walnuts,  Sage  Jus 
Spinach  Tortellini,  P rovencal,  Baby  Zuchini,  Sundried  Tomato,  Olives,  Pesto  Sauce 

Garlic  Toast  with  Red  Pepper  Tapenade 
Toasted  Pine  Nuts  and  Freshly  Shaved  Parmesan  Cheese 


Carvlnrt  Stations 
Roasted  Steamship  of  Beef 
Hickory  Au  Jus, 
Creamy  Horseradish  Sauce 
Grain  Mustard 
Petite  Rolls 


Roasted  Potatoes 

(1  Steamship  Per  100  Guests  Guaranteed) 


The  Ritz-Carlton* 
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Roasted  Wkole  Turkey 
Cranberry  Orange  Marmalade 
Sage  Gravy  & Masked  Potatoes 
Combread  Stuffing 
Assorted  Gourmet  Dollar  Rolls 

(3T  urkey s P er  100  Guests  Guaranteed) 


Honey  Glased  Ham 

Peppery  Pineapple  Sauce, 
Roasted  Sweet  Potatoes 
Miniature  Rolls  witk  Selection  of  Mustards 

(2  Hams  Per  100  Guests  Guaranteed) 


Dessert  Station 
7O0PM-OO0PM 

Melange  of  Miniature  Pastries  and  Holiday  Cookies 

Display  of  Seasonal  Fresk  Fruits  and  Berries  witk  Ckantilly  Cream  and  Ckocolate  Fondue 

Freskly  Brewed  Coffee,  Decaffeinated  Coffee,  and  Tke  Ritz-Carlton  Tea  Selection 

Summam  of  Ckarrtex 
Menu  Price  of  $183.00 

Special  Price  of  $107.00  per  person,  plus  service  ckarge  and  tax  — General  Reception 
Inclusive  of  4 Hours  Beer  & Wine  Bor,  3 Hors  d oeuvres,  Breads  & Spreads,  Ckeese  Display, 
Vegetable  Display,  Pasta  Station,  Carving  Stations  - Beef,  Ham  & Turkey,  Dessert  Station, 
Coffee  and  Tke  Ritz-Carlton  Tea  Selection 

Special  Price  of  $60.00 per  person,  plus  service  ckarge  and  tax  - VIP  Reception 
Inclusive  of  1 Hour  and  Fifteen  Minutes  Open  Name  Brand  Bar,  7 Hors  d oeuvres  and  Baked  Brie 

‘A  22%  Service  Ckarge  and  a 3%  Sales  Tax  must  be  added  to  all  Food  and  Beverage 

***  $78,000  Food  Beverage  Minimum  Expenditure  is  required  for  tke  Use  of  Tke  Ritz-Carlton 
Grand  Ballroom  and  Old  Dominion  Room  on  Tkursday,  December  2, 2010.  Tkis  Minimum  does 
not  Include  Service  Ckarge,  Tax,  or  Labor  Fees. 


The  Ritz-Carlton* 
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Additional  Information: 

Riser,  Cocktail  Tables,  Tall  Cocktail  Tables,  Votive  Candles,  Standard  White  Linens, 
Hotel  Banquet  Chairs,  Standard  White  China,  and  Silverware  are  Complimentary 

Sell-Parking  in  the  Hotel  Garage  is  Offered  Complimentary  on  Evenings  after  5PM 
V alet  P arking  is  offered  at  the  Rate  of  $15  Per  Car 

All  Bartender  Fees  and  Chef  Attendant  Fees  Complimentary 

(2)  Coat  Check  Attendants  Fee  Complimentary 

20  Complimentary  Self  Parking  Passes 

Complimentary  Internet  Connection  at  Registration  Table 

(1)  Complimentary  Suite  for  night  of  event 
(3)  Deluxe  Rooms  (for  Raffle  or  for  the  night  of  the  event) 

Hotel  Holiday  Dec  or 

Complimentary  Staff\Storage  Room 

(1)  Complimentary  Office \Board  Room 
(For  both  December  1 and  December  2, 2010) 

Menu  Prepared  by  Aisly  nne  Morris  of  the  Ritz-Carlton,  Tysons  Corner 
Executive  Chef  Gael  Cruchet 
Banquet  Chef  Ahmad  Masouleh 
P astry  Chef  David  Nol  an 
Garde  Manger  Chef  Phil  Skerman 
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INPUT 


MEMORANDUM 


DATE: 

January  14, 2010 

TO: 

INPUT  BOD 

FROM: 

Kevin  Gates 

SUBJECT: 

2010  Compensation  Plans 

A.  General  Staff  Compensation  Increase  (for  the  whole 
company) 

• Provide  for  an  overall  increase  in  non-executive  aggregate  base  salaries  of  three  percent. 

• The  increase  is  applied  to  each  department’s  aggregate  base  salary,  in  order  to  derive  a “pool” 
that  the  Company  (CEO)  can  judgmental ly  distribute  among  individual  employees  based  on  their 
managers’  recommendations. 

• Individual  awards  will  be  zero  (0%)  or  a minimum  of  two  percent  (2%)  to  a maximum  of  six 
percent  (6%)  absent  promotion. 

• Increases  will  be  implemented  on  April  1,  2010. 

• The  company  reserves  the  right  to  change  the  amount  of  the  increase  and/or  its  date  of 
implementation  based  on  business  conditions  and  company  performance 

• Cost  impact:  The  annualized  impact  of  an  April  1, 2010,  3%  across-the-board  increase  is 
approximately  $3 1 5,000  for  the  total  company  less  the  executives. 

B.  Sales  & Member  Services  Quota  Staff  Compensation 

• Member  Services  (Recommended  by  Management) 

o No  significant  changes  from  2009 

o Quota  is  determined  by  allocation  of  Company  Targets  for  Renewals  and  Upsell 

• Sales  (Recommended  by  Management) 

o No  significant  changes  from  2009 

o Quota  increases  are  in  the  range  of  7%- 1 0% 

*** 
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(see  attached) 
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2010  Budget 
Staffing  Report 


Number  of  Staff 

12/31/09 

12/31/10 

Change 

New  Business  Sales 

Executive  Management 

1.00 

1.00 

0.00 

Sales  & Support  Manaqers 

3.00 

4.00 

1 00 

Salespeople 

27.00 

32.00 

500 

Sponsorship  Sales 

1.00 

1.00 

000 

Channel  Sales 

1.00 

1.00 

000 

Sales  Support  (Includes  SLAs,  etc.) 

2.80 

5.00 

2.20 

Subtotal 

35  80 

44.00 

8 20 

Member  Services 

Executive  Management 

1 00 

1.00 

0.00 

Managers 

4.00 

4.00 

0.00 

Advisors  (includes  Strategic) 

25  00 

31  00 

6.00 

Upsell 

4 00 

5.00 

1.00 

Support  & FOIA 

6.00 

4.00 

(2  00) 

Subtotal 

40.00 

45.00 

5.00 

Marketing  & Product  Mgmt. 

Executive  Mgmt  (SVP  Product  Dev) 

0.00 

000 

0.00 

Product  Mgmt. 

300 

2.00 

(100) 

Marketing  & Events  Managers 

1.00 

300 

2.00 

Marketing  Staff 

1.00 

3.00 

2 00 

Events  Staff 

1.00 

2.00 

1.00 

Subtotal 

6.00 1 

10.00 

4.00 

Total  Sales,  MS,  & Marketing 

81.80 

99.00 

17.20 

Research  and  Analysis  Services 

Executive  Management 

1.00 

1.00 

000 

Manaqers 

9.00 

10.00 

1.00 

Federal  IS  Staff 

28  50 

34  40 

5.90 

S&L  IS  Staff 

12  50 

13.50 

1.00 

Industry  Analysis  Staff 

3.90 

3.90 

0.00 

Support  & Other 

1.00 

200 

1.00 

Subtotal 

55  90 

64  80 

8.90 

Research  & Development  and  IT 

Executive  Management 

1.00 

1.00 

0.00 

Project  Mgmt  and  BPM 

3.00 

3.00 

000 

Operations  & Support 

3.00 

3.00 

0.00 

Analysts  & Developers 

10  00 

12  00 

2.00 

Subtotal 

17  00 

1900 

2 00 

Finance  & Administration 

Executive  Management 

1 00 

1.00 

000 

Managers 

4.00 

4.00 

000 

Accounting 

5.00 

500 

0.00 

Administration 

400 

4.00 

0.00 

FIR 

1.00 

1.00 

0 00 

Subtotal 

15  00 

15  00 

000 

1/15/2010 
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20i  Jdget 
Staffing  Report 


Number  of  Staff 

12/31/09 

12/31/10 

Change 

Executive  Management  Corporate 

1.00 

1.00 

0.00 

Office  of  the  Chairman 

1.00 

1.00 

000 

Capture  Intelligence 

Executive  Management 

1.00 

1 00 

0.00 

Capture  Managers 

0.00 

1.00 

1.00 

Analysts 

2.00 

2 00 

0.00 

Salespeople 

0.00 

2.00 

2.00 

Subtotal 

3.00 

600 

300 

Institutional  Investors 

Executive  Management 

1.00 

1.00 

000 

Principal  Analysts 

3.00 

3.00 

0.00 

Research  Associates 

2 00 

2.00 

0.00 

Salespeople 

000 

L00^ 

1.00 

Subtotal 

600 

700 

1 00 

TOl 

fAL  INPUT  Staffing 

180.70 

212.80 

32.10 

Outsourced  Staffing 

SPi 

19.00 

22  00 

3.00 

FOIA 

3.00 

300 

000 

Total  Outsourced  Staffing 

22  00 

25  00 

300 

TOTAL  with  Outsourced  Staffing 

202.70 

237.80 

35.10 
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Printed:  1/15/2010 


12/31/2009 

12/31/2010 

Chanqe  (%) 

Assets 

1 

Current  Assets 

Cash  and  Cash  Equivalents 

$ 7,664,168 

$ 9,234,701 

20% 

Accounts  Receivable,  net 

3,855,341 

5,407,291 

40% 

Other  Current  Assets 

1,512,976 

1,938,859 

28% 

Total  Current  Assets 

1 1 

13,032,485 

16,580,851 

27% 

Fixed  Assets 

Fixed  Assets 

4,257,554 

6,575,405 

54% 

Less  Depreciation  & Amort. 

(2,537,326) 

(3,655,065) 

44% 

Net 

Fixed  Assets 

1 — — 

1,720,228 

2,920,340 

70% 

Other  Assets 

I ] — 

450,926 

450,926 

0% 

Total  Assets 

$ 15,203,639 

$ 19,952.117 

31% 

Liab 

ilities 

Accounts  Payable 

$ 167,299 

$ 188,191 

12% 

Other  Accrued  Liabilities 

2,976,091 

3,043,152 

2% 

Capital  lease,  current 

30,442 

13,685 

-55% 

Deferred  Revenue  (Net  of  Unbilled) 

12,158,102 

14,811,757 

22% 

Total  Current  Liabilities 

15,331,934 

18,056,786 

18% 

Non 

-Current  Liabilities 

r 

Capital  lease,  long  term 

15,582 

- 

-100% 

Deferred  Rent 

, — 

806,836 

787,932 

-2% 

Total  Liabilities 

16,154,353 

18,844,718 

17% 

Shareholders'  Equity 

Common  and  Treasury  Stock 

(156,970) 

18,030 

-111% 

Currency  gain  (loss) 

430 

430 

0% 

Retained  Earnings  - Accumulated 

(1,337,229) 

(794,174) 

-41% 

Retained  Earnings  - Current  Year 

543,055 

1,883,113 

247% 

Total  Shareholders'  Equity 

(950,714) 

1,107,399 

-216% 

total  Liabilities  & Shareholders'  Equity 

$ 15,203,639 

$ 19,952,117 

31% 

Cash  Pledged  as  Collateral  for  Personal 

Loan  to  Principal  Stockholders 

$ 1,862,093 

$ 1,917,956 

3% 
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Initiative  Details 


1 1 

Initiative  / New  Service 

Orders 

Revenue  (1) 

Costs 

Contrib  Margin 

Y/E  B Staff 

Capture  Intelligence 

1,382,500 

802,448 

1,156,505 

(354,057) 

6 

GovlA 

1,314,500 

411,125 

882,635 

(471,510) 

7 

t/ewiesv* 

Federal  Competitive' Intelligence  (3) 

303,000 

55,850 

11,058 

44,792 

uses  GovlA 

Task  Order  Aggregation  (2) 

504,770 

215,108 

32,266 

182,842 

n/a  -Software 

Teaming  Collaboration  (3) 

45,000 

2,917 

11,058 

(8,141) 

n/a  -Software 

Opportunity  Advisor 

376,023 

291,709 

74,750 

216,959 

i 

Total 

3,925,793 

1,779,157 

2,168,272 

(389,115) 

14 

(1)  Revenue  (estimated)  includes  2010  effect  of  2009  (prior  year)  sales,  plus  revenue  on  2010  Orders 

(2)  Task  Order  Aggregation  assumes  commissions  & maintenance  at  15%  of  revenue  | 

(3)  Federal  Competitive  Intelligence  and  Teaming  Collaboration  costs  are  Dev  time,  which  will  be  Capitalized;  both  are 
estimated  at  25  developer-days 

R-F  Budget  Draft  (7)  011510  KDG.xIsx 


Page  9 of  11 


Proprietary  / Confidential  - INPUT 


2010  Budget 

Income  Statement  by  Mo 


Printed  1/15/2010 


2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

2010  Year 

2009  Year 
Projected 

2009-2010 
% Change 

Or 

de 

rs 

Renewal  Base 

1,952 

2,081 

1,964 

1,763 

1,908 

1.896 

1,567 

2,184 

2,082 

2,082 

1,964 

4,402 

25.846 

21,920 

18% 

Subscriptions  - Renewal 

1,570 

1,676 

1,543 

1,406 

1,521 

1,498 

1,237 

1,796 

1,650 

1,623 

1,516 

3,703 

20,741 

17,726 

17% 

Renewal  Rale 

80.4% 

80  5% 

78,6% 

79  8% 

79.7% 

79  0% 

78  9% 

82  2% 

79.3% 

76  8% 

77.2% 

84  0% 

80  2% 

809% 

-0,6% 

Subscnptions  - New 

780 

777 

951 

983 

993 

925 

898 

1,099 

1,245 

1,112 

1,325 

1,818 

12,905 

9,081 

42% 

Sales  Teams 

628 

550 

698 

725 

666 

639 

661 

710 

826 

797 

806 

1,195 

8,900 

7,673 

16% 

Upsell 

132 

145 

140 

145 

152 

161 

142 

183 

182 

178 

174 

333 

2,067 

1,273 

62% 

Cl  and  GovlA 

21 

82 

113 

113 

175 

125 

95 

207 

237 

137 

345 

291 

1,938 

135 

1336% 

Events 

77 

85 

101 

96 

72 

52 

31 

76 

108 

124 

120 

56 

997 

898 

11% 

Reports  & Documents 

67 

67 

86 

86 

98 

98 

98 

98 

117 

117 

117 

98 

1,148 

687 

67% 

Advertising 

- 

- 

- 

- 

- 

- 

- 

- 

. 

30 

30 

40 

100 

0% 

Other 

- 

- 

- 

9 

2 

2 

2 

2 

2 

13 

3 

3 

37 

30 

20% 

Total  Orders 

2,494 

2,605 

2,682 

2,580 

2,686 

2,575 

2,265 

3,071 

3,123 

3,019 

3,111 

5,718 

35,927 

28,422 

26.41% 

1 

Re 

ver 

iue 

Subscnptions 

2,211 

2,250 

2,285 

2,327 

2,379 

2,440 

2,491 

2,549 

2,604 

2,687 

2,737 

2,802 

29,761 

24,181 

23% 

Reports  & Documents 

70 

70 

85 

85 

85 

85 

86 

86 

101 

102 

103 

90 

1,048 

700 

50% 

Events 

34 

85 

85 

118 

74 

71 

33 

29 

122 

93 

155 

84 

984 

936 

5% 

Advertising  & Other 

* 

- 

- 

9 

2 

2 

2 

2 

2 

13 

5 

8 

44 

54 

-18% 

Total  Net  Revenue 

2,315 

2,404 

2,455 

2,538 

2,539 

2,597 

2,612 

2,667 

2,830 

2,895 

3,000 

2,984 

31,837 

25,871 

23.06% 

i 

Op 

era 

tions 

Personnel 

537 

563 

558 

565 

553 

564 

550 

555 

543 

542 

529 

528 

6,587 

5,065 

30% 

Other  Expense 

42 

42 

73 

104 

62 

65 

43 

41 

77 

74 

123 

42 

787 

898 

-12% 

Op 

erations,  Total 

579 

605 

631 

669 

615 

629 

593 

596 

620 

616 

652 

570 

7,374 

5,964 

24% 

% of  Revenue 

25% 

25% 

26% 

26% 

24% 

24% 

23% 

22% 

22% 

21% 

22% 

19% 

23% 

23% 

Me 

mb 

er  Services 

Personnel 

253 

250 

274 

284 

286 

295 

305 

313 

316 

330 

333 

335 

3,574 

3,403 

5% 

Other  Expense 

18 

19 

19 

19 

19 

19 

19 

19 

19 

19 

19 

19 

226 

214 

5% 

Me 

mber  Services,  Total 

271 

269 

293 

302 

305 

314 

324 

332 

335 

349 

352 

354 

3,799 

3,617 

5% 

% of  Revenue 

12% 

11% 

12% 

12% 

12% 

12% 

12% 

12% 

12% 

12% 

12% 

12% 

12% 

14% 



Co 

St 

Df  Services,  Total 

850 

874 

923 

971 

920 

943 

917 

928 

955 

965 

1,004 

924 

11,173 

9,581 

17% 

% of  Revenue 

37% 

36%  ' 

38% 

38% 

36% 

36% 

35% 

35% 

34% 

33% 

33% 

31% 

35% 

37% 

Gr 

OSS 

Income  / (Loss) 

1,465 

1,530 

1,532 

1,567 

1,619 

1,654 

1,695 

1,739 

1,876 

1,930 

1,996 

2,060 

20,664 

16,290 

27% 

Gross  Profit  % 

63% 

66% 

66% 

62% 

64% 

64% 

65% 

65% 

66% 

67% 

67% 

69% 

65% 

63% 

2% 

Sal 

es 

Personnel 

440 

404 

418 

439 

447 

447 

452 

462 

454 

459 

486 

490 

5,399 

4,503 

20% 

Other  Expense 

26 

26 

26 

26 

26 

26 

26 

26 

26 

26 

27 

27 

317 

291 

9% 

Sal 

es,  Total 

466 

430 

444 

466 

473 

474 

479 

488 

480 

486 

512 

517 

5,716 

4,793 

19% 

% of  Revenue 

~1 

20% 

18% 

18% 

18% 

19% 

18% 

18% 

18% 

17% 

17% 

17% 

17% 

18% 

19% 
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2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

2010 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

2010  Year 

2009  Year 
Projected 

2009-2010 
% Change 

Ma 

rke 

ting  & Product  Mgmt. 

75 

58 

62 

64 

64 

64 

63 

63 

63 

63 

62 

62 

762 

958 

-20% 

Other  Expense 

71 

71 

71 

54 

54 

54 

54 

54 

54 

54 

54 

54 

700 

961 

-27% 

Mk 

ta. 

& Product  Mamt..  Total 

146 

129 

133 

118 

118 

118 

117 

117 

117 

117 

116 

116 

1,462 

1,919 

-24% 

% of  Revenue 

6% 

5% 

5% 

5% 

5% 

5% 

4% 

4% 

4% 

4% 

4% 

4% 

5% 

7% 

R& 

n 

R&D  Personnel 

276 

348 

367 

307 

243 

226 

227 

227 

226 

217 

214 

211 

3,089 

2,123 

45% 

Other  R&D  Expense 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

> s' 385 . 

r ^85% 

RS 

D. 

Total 

281 

353 

371 

312 

247 

231 

231 

231 

230 

221 

218 

216 

3,142 

2,509 

25% 

% of  Revenue 

12% 

15% 

15% 

12% 

10% 

9% 

9% 

9% 

8% 

8% 

7% 

7% 

10% 

10% 

Ge 

neral  & Administrative 

Personnel 

138 

141 

156 

159 

157 

1571 

157 

157 

156 

156 

155 

155 

1,845 

1,716 

8% 

Other  Expense 

267 

267 

267 

267 

267 

267 

267 

267 

267 

2671 

267 

267 

3,210 

3,082 

4% 

fie 

ne 

ral  & Administrative,  Total 

405 

408 

423 

427 

425 

425 

425 

424 

424 

423 

423 

423 

5,055 

4,797 

5% 

% of  Revenue 

18% 

17% 

17% 

17% 

17% 

16% 

16% 

16% 

15% 

15% 

14% 

14% 

16% 

19% 

i 

On 

raorate  ExDenses 

Personnel 

32 

35H 

35 

36 

34 

34 

34 

34 

34 

34 

34 

34 

411 

406 

1% 

Other  Expenses 

27 

27 

27 

27 

27 

27 

27 

27 

27 

27 

27 

27 

319 

298 

7% 

Or 

TD( 

arate  Expenses,  Total 

58 

62 

61 

62 

61 

61 

61 

61 

61 

61 

60 

60 

729 

704 

4% 

% of  Revenue 

3% 

3% 

3% 

2% 

2% 

2% 

2% 

2% 

2% 

2% 

2% 

2% 

2% 

3% 

T 

Total  Expenses 

2,207 

2,256 

2,357 

2,356 

2,243 

2,251 

2,229 

2,249 

2,266 

2,273 

2,334 

2,256 

27,277 

24,303 

12% 

— n 

Provision  for  Bonuses 

168 

168 

169 

169 

169 

169 

169 

169 

169 

169 

169 

169 

2,028 

1,158 

75% 

1 1 

EBITDA 

(60) 

(19) 

(71) 

13 

126 

177 

213 

248 

395 

453 

497 

559 

f'2,532 

) 410 

518% 

— 

% of  Revenue 

-3% 

-1% 

-3% 

1% 

5% 

7% 

8% 

9% 

14% 

16% 

17% 

19% 

2% 

6% 

D€ 

iDreciation  & Amortization 

41 

43 

45 

47 

48 

48 

49 

50 

49 

48 

49 

49 

567 

443 

28% 

Ol 

aerating  Income  1 (Loss) 

(101) 

(63) 

(116) 

(34) 

79 

129 

164 

199 

346 

404 

448 

509 

1,965 

(33) 

n/a 

-r* 

Other  Revenues  / (Expenses) 

4 

3 

3 

3 

3 

3 

3 

4 

4 

4 

4 

4 

42 

56 

-25% 

In 

c/(Loss)  Bef.  Income  Tax 

(98) 

(60) 

(113) 

(31) 

82 

132 

168 

202 

350 

408 

452 

514 

2,007 

23 

8610% 

IT 



N 

Capitalized  Dev  Costs 

155 

210 

239 

178 

113 

98 

98 

98 

98 

98 

98 

98 

) 916 

73% 

Depreciation 

14 

28 

28 

34 

42 

44 

44 

52 

59 

66 

69 

72 

^-S5T 

63 

771% 

1 1 

Pretax  Income,  GAAP 

44 

122 

98 

113 

153 

186 

222 

248 

389 

440 

481 

540 

3,037 

876 

247% 

| Provision  for  Income  Taxes 

17 

46 

37 

43 

58 

71 

84 

94 

148 

167 

183 

205 

1,154 

333 

247% 

Net  Income  / (Loss) 

27 

76 

61 

70 

95 

116 

138 

154 

241 

273 

298 

335 

1,883 

543 

247% 

\%  of  Revenue 

1% 

3% 

2% 

3% 

4% 

4% 

5% 

6% 

9% 

9% 

10% 

11%  | 6%  2%  1 

■TrLfl-iM 
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2010  Budget 

Income  Statement  Annual 


Printed  1/15/2010 


2010  Year 

2009  Year 

2009-2010 
% Change 

Orders 

Renewal  Base 

25,846 

21,920 

18% 

Subscriptions  - Renewal 

20,741 

17,726 

17% 

Renewal  Rate 

80  2% 

80.9% 

-0.6% 

Subscriptions  - New 

12,905 

9,081 

42% 

Sales  Teams 

8,900 

7,673 

16% 

Upsell 

2,067 

1,273 

62% 

Cl  and  GovlA 

1,938 

135 

1336% 

Events 

997 

898 

11% 

Reports  & Documents 

1,148 

687 

67% 

Advertising 

100 

- 

0% 

Other 

37 

30 

20% 

Total  Orders 

35,927 

28,422 

26.41% 

Revenue 

Subscriptions 

29,761 

24,181 

23% 

Reports  & Documents 

1,048 

700 

50% 

Events 

984 

936 

5% 

— 

Advertising  & Other 

44 

54 

-18% 

T otal  Net  Revenue 

31,837 

25,871 

23.06% 

Operations 

Personnel 

6,587 

5,065 

30% 

Other  Expense 

787 

898 

-12% 

Operations,  Total 

7,374 

5,964 

24% 

% of  Revenue 

23% 

23% 

Member  Services 

Personnel 

3,574 

3,403 

5% 

Other  Expense 

226 

214 

5% 

Member  Services,  Total 

3,799 

3,617 

5% 

% of  Revenue 

12% 

14% 

zn 

Cost  of  Services,  Total 

11,173 

9,581 

17% 

% of  Revenue 

35% 

37% 

Gross  Income  / (Loss) 

20,664 

16,290 

27% 

Gross  Profit  % 

65% 

63% 

2% 

Sales 

Personnel 

5,399 

4,503 

20% 

Other  Expense 

317 

291 

9% 

Sales,  Total 

5,716 

4,793 

19% 

% of  Revenue 

18% 

19% 

J 
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20 It,  -udget 

Income  Statement  Annual 


2010  Year 

2009  Year 

2009-2010 
% Change 

Marketing  & Product  Mgmt 

Personnel 

762 

958 

-20% 

Other  Expense 

700 

961 

-27% 

Mktg.  & Product  Mgmt,  Total 

1,462 

1,919 

-24% 

% of  Revenue 

5% 

7% 

R&D 

R&D  Personnel 

3,089 

2,123 

45% 

Other  R&D  Expense 

53 

385 

-86% 

R&D,  Total 

3,142 

2,509 

25% 

% of  Revenue 

10% 

10% 

1 

General  & Administrative 

Personnel 

1,845 

1,716 

8% 

Other  Expense 

3,210 

3,082 

4% 

General  & Administrative,  Total 

5,055 

4,797 

5% 

% of  Revenue 

16% 

19% 

Corporate  Expenses 

Personnel 

411 

406 

1% 

Other  Expenses 

319 

298 

7% 

Corporate  Expenses,  Total 

729 

704 

4% 

% of  Revenue 

2% 

3% 

Total  Expenses 

27,277 

24,303 

12% 

Provision  for  Bonuses 

2,028 

1,158 

75% 

EBITDA 

2,532 

410 

518% 

% of  Revenue 

8% 

2% 

6% 

Depreciation  & Amortization 

567 

443 

28% 

Operating  income  / (Loss) 

1,965 

(33) 

n/a 

Other  Revenues  / (Expenses) 

42 

56 

-25% 

lnc/(Loss)  Bef.  Income  Tax 

2,007 

23 

8610% 

Capitalized  Dev  Costs 

1,581 

916 

73% 

Depreciation 

551 

63 

771% 

Pretax  Income,  GAAP 

3,037 

876 

247% 

| Provision  for  Income  Taxes 

1,154 

333 

247% 

Net  Income  / (Loss) 

1,883 

543 

247% 

|%  of  Revenue 

6% ! 2% 
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2010  Budget 
Orders  by  LOB  Annual 


Printed:  1/15/2010 


2010 

2009 

% Change 

SUBSCRIPTIONS 

Available  Renewals 

25.846 

21,920 

18% 

Renewal  Subscription  Orders 

20,741 

17,726 

17% 

New  Subscription  Orders 

12,905 

9,081 

42% 

Sales  Teams 

8,900 

7,673 

16% 

Upsell 

2,067 

1,273 

62% 

Cl  and  GovlA 

1,938 

135 

1336% 

Total  Subscriptions 

33,645 

26,806 

26% 

1 

EVENTS 

Attendance 

659 

596 

11% 

Sponsorships 

339 

302 

12% 

Total  Events 

997 

898 

11% 

OTHER 

Reports  & Documents 

Opportunity  Advisor 

221 

78 

183% 

Capture  Intelligence 

488 

15 

3262% 

Other  Reports  & Documents 

440 

594 

-26% 

Total  Reports  & Documents 

1,148 

687 

67% 

Advertising 

100 

- 

0% 

Other 

37 

30 

20% 

Total  Other 

1,285 

717 

79% 

1 

Total  Orders 

35,927 

28,422 

26.4% 

Page  2 of  11 
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2010  Budget 
Orders  by  LOB  by  Month 


Printed:  1/15/2010 


Orders  by  Month  ($000) 

Jan 

Feb 

Mar 

1st  Qtr 

Apr 

May 

Jun 

2nd  Qtr 

Jul 

Aug 

Sep 

3rd  Qtr 

Oct 

Nov 

Dec 

4th  Qtr 

2010 

SUB 

5CRIPTIONS 

Available  Renewals 

1,952 

2,081 

1,964 

5,997 

1,763 

1,908 

1,896 

5,568 

1,567 

2.184 

2.082 

5,834 

2,082 

1,964 

4,402 

8,448 

25.846 

V 

Renewal  Subscription  Orders 

1,570 

1,676 

1,543 

C <789 

1 ,406 

1,521 

1,498 

4,426 

1,237 

1,796 

1,650 

4,684 

1,623 

1,516 

3,703 

6,842 

20,741 

New  Subscription  Orders 

780 

777 

951 

2,507 

983 

993 

925 

2,901 

898 

1,099 

1,245 

3,242 

1,112 

1,325 

1,818 

4,254 

12,905 

Sales  Teams 

628 

550 

698 

1,876 

725 

666 

639 

2,030 

661 

710 

826 

2,198 

797 

806 

1,195 

2,797 

8,900 

Upsell 

132 

145 

140 

417 

145 

152 

161 

458 

142 

183 

182 

507 

178 

174 

333 

685 

2,067 

Cl  and  GovlA 

(^2? 

82 

113 

215 

113 

175 

125 

413 

95 

207 

237 

5 38 

137 

345 

291 

772 

1.938 

T 

otal  Subscriptions 

2,351 

2,453 

2,494 

7,297 

2,389 

2,514 

2,424 

7,327 

2,135 

2,895 

2,896 

7,926 

2,735 

2,841 

5,521 

11,096 

33,645 

Prior  Year 

2,154 

1,964 

1,903 

6,021 

1,909 

1,912 

1,921 

5,743 

1,737 

2,149 

2,082 

5,968 

2,375 

2,099 

4,601 

9,075 

26.806 

Change  2010/2009 

21% 

28% 

33% 

22% 

26% 

F\l 

E 

NTS 

Attendance 

58 

63 

72 

194 

68 

46 

34 

149 

19 

53 

76 

148 

83 

64 

22 

169 

659 

Sponsorships 

18 

22 

29 

70 

27 

26 

18 

71 

12 

23 

32 

67 

41 

56 

34 

131 

339 

T 

otal  Events 

77 

85 

101 

263 

96 

72 

52 

220 

31 

76 

108 

214 

124 

120 

56 

300 

997 

Prior  Year 

17 

71 

81 

170 

52 

36 

46 

134 

103 

119 

93 

316 

171 

82 

25 

278 

898 

Change  2010  /2009 

55% 

64% 

-32% 

8% 

11% 

01 

rH 

ER 

Reports  & Documents 

Opportunity  Advisor 

18 

18 

18 

55 

18 

18 

18 

55 

18 

18 

18 

55 

18 

18 

18 

55 

221 

Capture  Intelligence 

(20I 

1 20 

39 

78 

39 

39 

39 

117 

39 

39 

59 

137 

59 

59 

39 

156 

488 

Other  Reports  & Documents 

29 

29 

29 

87 

29 

40 

40 

no 

40 

40 

40 

121 

40 

40 

40 

121 

440 

Total  Reports  & Documents 

67 

67 

86 

220 

86 

98 

98 

282 

98 

98 

117 

313 

117 

117 

98 

333 

1,148 

Advertising 

- 

- 

- 

- 

- 

- 

30 

30 

40 

100 

100 

Other 

_ 

. 

- 

- 

9 

2 

2 

12 

2 

2 

2 

6 

13 

3 

3 

18 

37 

T 

otal  Other 

67 

67 

86 

220 

96 

99 

99 

294 

100 

100 

120 

319 

160 

150 

141 

451 

1,285 

Prior  Year 

19 

15 

172 

206 

80 

62 

44 

185 

36 

36 

70 

142 

77 

59 

50 

185 

717 

Change  2010  /2009 

7% 

59% 

125% 

143% 

79% 

T< 

>t 

1 Orders 

2,494 

2,605 

2,682 

7,781 

2,580 

2,686 

2,575 

7,841 

2,265 

3,071 

3,123 

8,459 

3,019 

3,111 

5,718 

11,847 

35,927 

Prior  Year 

2,190 

2,050 

2,156 

6,396 

2,041 

2,010 

2,011 

6,062 

1,876 

2,304 

2,245 

6,425 

2,623 

2,239 

4,676 

9,538 

28.422 

Change  2010  /2009 

22% 

29% 

32% 

24% 

26.4% 

2009- 

quarter  as  0 

6 of  entire  yr 

23% 

21% 

23% 

34% 

2010  • quarter  as  % of  entire  yr 

22% 

22% 

24% 

33% 
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2010  Budget 

Assumptions  and  Pending 


1/15/2010 


Assumptions 

1 Added  Media  Relations  (relationship  with  Schwartz)  for  Q1  only. 

2 BPM  initiative:  placeholders  for  savings  of  approx  $300k  ($  1 00k  Ops  staff,  $200k  FOIA)  have  been 
reflected  in  the  Budget. 

3 A 3%  increase  on  the  salary  base  as  of  Apr  1 has  been  added  to  the  Plan. 

Pending 

1 Adjust  R&D  Capitalization  assumption  to  tie  to  latest  version  of  R&D  Plan  for  2010 


R-F  Budget  Oraft  (7)  011510  KDG.xIsx 


Page  1 of  11 


Confidential  - INPUT 


r 

9 


9 


c 


r 


c 


Printed:  1/15/2010 


INPUT  - ANNUAL  REPORT 


For  the  QTD  & YTD  Ending  December  31 , 2009 


Prepared  January  13,  2010 
PROPRIETARY  & CONFIDENTIAL 

INPUT 

Reston,  VA  20190 
(703)  707-3500 
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2009  Performance  Report 
Net  Contract  Value  - by  Product 


NCV  ($)  (1) 

# Member 
Companies  (2) 

NCV  ($)  (1) 

# Member 
Companies  (2) 

NCV  ($) 

NCV  (%) 

# Member 
Companies 
(%1  _ 

Existing  Products 

Federal  IS  Products  (Includes  OIS) 

Total  Federal 

17,915,606 

1574 

20,879,825 

1976 

2,964,219 

t 16.5% 

Total  Unduplicated  Members  Federal 

1463 

1773 

21.2% 

S&L  IS  Products  (Includes  GovEdqe) 

Total  S&L 

3,546,309 

535 

4,113,204 

570 

566,895 

f-  16.0% 

Total  Unduplicated  Members  S&L 

519 

553 

6.6% 

Industry  Analysis  Products  (Includes  IA  for 
Small-Mid  Market) 

Total  Industry  Analysis 

1,197,957 

88 

1,305,884 

100 

107,927 

■t  9.0% 

Total  Unduplicated  Members  Industry  Analysis 

71 

79 

11.3% 

New  Products 

Capture  Intelligence  (full  subscription) 

- 

0 

135,000 

4 

135,000 

- 

- 

Opportunity  Advisor  (full  subscription) 

- 

0 

25,640 

2 

25,640 

- 

- 

Total  New  Products 

- 

0 

160,640 

6 

160,640 

- 

- 

Total  Unduplicated  Members  New  Products 

0 

6 

- 

Total  Existing 

22,659,872 

2197 

26,459,553 

2652 

3,799,681 

If  16.8% 

Total  Unduplicated  Members  (Existing) 

1614 

1919 

18.9% 

Software 

Web  Services 

81,369 

143 

111,293 

178 

29,924 

If  36.8% 

24.5% 

Task  Order  Opportunity  Notification  System  (3) 

- 

0 

39,802 

15 

39,802 

- 

- 

Total  Software 

81,369 

143 

151,094 

193 

69,725 

t 85.7% 

Total  Unduplicated  Members  Software 

139 

175 

25.9% 

Total 

22,741,241 

2,340 

26,610,648 

2,845 

3,869,407 

it  17.0% 

Total  Unduplicated  Members  (4) 

1614 

1920 

19.0% 

Average  Subs/Mbr 

1.45 

1.48 

2.2% 

CV  as  of  January  1st  2010 

22,741,241 

Change  2010/2009 

17% 

Unrenewable  Products 

Economic  Stimulus  Portal 

13,628 

8 

Federal  Economic  Stimulus  Package 

- 

- 

S&L  Economic  Stimulus  Package 

- 

- 

Capture  Intelligence  Reports 

14,500 

2 

Total  Unrenewable  Products 

28,128 

10 

Notes: 

1)  Net  Contract  Value  (NCV)  is  equal  to  the  annualized  contract  value  of  active  subscriptions  as  of  the  date  specified.  NCV  for  non-subscription  products  is  the  contract  value  sold  for  the 
last  12  months. 


2)  Member  Companies  is  equal  to  the  total  number  of  active  subscriptions  at  the  product  level.  Total  Member  Companies  is  equal  to  the  number  of  Member  Companies  with  at  least  one 
active  subscription. 

3)  Pre-selling  began  in  May  2009 

4)  Unduplicated  Members  include  renewable  Existing  and  Software  products. ~ 
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2009  Performance  Report 
Orders  YTD  & QTD 


Pr,n..0:  1/15/2010 


Year-to-Date 

Quarter  Ending  December  31,  2009 

Actual 

$(000) 

2009 
Original 
Plan  $(000) 

Variance 
to  Plan  (%) 

Prior  Yr. 
$(000) 

Change 
2009/ 
2008  (%) 

Actual 

$(000) 

2009 
Original 
Plan  $(000) 

Variance 
to  Plan  (%) 

Prior  Yr. 
$(000) 

Change 
2009/ 
2008  (%) 

SUBSCRIPTIONS 

New  Business: 

Sales  Teams 

7,673 

7,750 

-1% 

6,256 

23% 

2,373 

2,316 

3% 

1,836 

29% 

Upsell  (Mbr  Svcs) 

(A) 

1,273 

2,000 

-36% 

1,367 

-7% 

442 

680 

-35% 

327 

35% 

Total 

8,946 

9,750 

-8% 

7,623 

17% 

2,816 

2,996 

-6% 

2,163 

30% 

Renewals: 

Renewal  Sales 

17,726 

16,418 

8% 

15,368 

15% 

6,160 

5,165 

19% 

5,115 

20% 

Renewal  Rate 

80.9% 

74.9% 

6.0% 

74.7% 

6.2% 

90.0% 

75.5% 

14.5% 

74.9% 

15.1% 

Total  Subscriptions 

26,671 

26,168 

2% 

22,991 

16% 

8,975 

8,161 

10% 

7,278 

23% 

EVENTS 

Attendance 

596 

801 

-26% 

512 

16% 

169 

185 

-9% 

63 

168% 

Sponsorship 

302 

286 

6% 

185 

63% 

109 

102 

7% 

23 

369% 

Total  Events 

898 

1,087 

-17% 

697 

29% 

278 

286 

-3% 

86 

222% 

OTHER 

Reports  & Documents 

Stimulus  (including  Portal) 

316 

- 

0% 

- 

0% 

16 

- 

0% 

- 

0% 

Opportunity  Advisor  (Reports  Only) 

78 

- 

0% 

- 

0% 

49 

0% 

0% 

Other  Reports  & Documents 

279 

213 

31% 

269 

4% 

112 

67 

68% 

72 

55% 

Total  Reports  & Documents 

673 

213 

216% 

269 

150% 

177 

67 

165% 

72 

144% 

Speaker  Fees 

14 

50 

-72% 

- 

0% 

5 

13 

-59% 

0% 

Other 

17 

- 

0% 

18 

-6% 

4 

- 

0% 

- 

0% 

TOTAL  BUDGETED  SALES 
ORDERS 

28,272 

27,517 

3% 

23,974 

18% 

9,438 

8,527 

11% 

7,436 

27% 

Ex-Budget:  (reported  vs.  Re 

forecast) 

Capture  Intelligence 

150 

201 

-25% 

- 

0% 

100 

172 

-42% 

- 

0% 

Grand  Total  Orders 

28,422 

27,718 

3% 

23,974 

19% 

9,538 

8,698 

10% 

7,436 

28% 

NOTES: 

(A)  Upsell  includes  Strategic  team 
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2009  Performance  Report  Printed  1/15/2010 

Orders  by  LOB  by  Month 


Orders  b 

Month  - 2009  Actual 

$000) 

Jan 

Feb 

Mar 

1 st  Qtr 

Apr 

May 

Jun 

2nd  Qtr 

Jul 

Aug 

Sep 

3rd  Qtr 

Oct 

Nov 

Dec 

4th  Qtr 

Year 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

SUBSCRIPTIONS 

Available  Renewals 

1,900 

1,945 

1,632 

5,476 

1,407 

1 509 

1 ,782 

4,697 

1,463 

1,852 

1,590 

4,904 

1,712 

1,561 

3,569 

6,842 

21,920 

Renewal  Subscription  Orders 

1,489 

1,379 

1,228 

4,096 

1,166 

1,280 

1,256 

3,703 

1.087 

1,459 

1,221 

3,767 

1,500 

1,344 

3,316 

6,160 

17,726 

New  Subscription  Orders 

665 

585 

674 

1,924 

743 

632 

665 

2,040 

649 

691 

826 

2,166 

810 

755 

1,250 

2,816 

8,946 

Sales  Teams 

549 

482 

610 

1,640 

632 

579 

557 

1,768 

5 77 

592 

722 

1,891 

684 

625 

1,064 

2,373 

7,673 

Upsell  (Mbr  Svcs) 

116 

103 

65 

284 

111 

53 

108 

271 

73 

99 

104 

275 

126 

130 

186 

442 

1,273 

Other 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Total  Subscriptions 

2,154 

1,964 

1,903 

6,021 

1,909 

1,912 

1,921 

5,743 

1,737 

2,149 

2,047 

5,933 

2,310 

2,099 

4,566 

8,975 

26,671 

2009  Original  Plan 

2,063 

2.166 

1,970 

6,200 

1,758 

1,814 

2,098 

5,669 

1,842 

2,268 

2,028 

6,138 

2,098 

2,006 

4,058 

8,161 

26,168 

Prior  Year 

1,877 

1.868 

2,077 

5,822 

1,458 

1.493 

1.729 

4.681 

1,517 

2,032 

1,660 

5.210 

1.887 

1,560 

3,831 

7,278 

22,991 

Change  2009  / 2008 

3% 

23% 

14% 

23% 

16% 

EVENTS 

Attendance 

12 

63 

71 

146 

43 

24 

25 

92 

48 

76 

65 

189 

113 

45 

11 

169 

596 

Sponsorships 

5 

9 

10 

24 

9 

13 

21 

43 

55 

43 

28 

126 

58 

37 

14 

109 

302 

Total  Events 

17 

71 

81 

170 

52 

36 

46 

134 

103 

119 

93 

316 

171 

82 

25 

278 

898 

2009  Original  Plan 

12 

55 

57 

124 

123 

182 

91 

395 

62 

86 

134 

282 

145 

91 

51 

286 

1,087 

OTHER 

Reports  & Documents 

Stimulus  (including  Portal) 

- 

2 

152 

153 

61 

34 

41 

136 

11 

- 

11 

1 

14 

16 

316 

Opportunity  Advisor  (Reports  Only 

- 

- 

- 

- 

- 

- 

- 

- 

- 

7 

23 

29 

24 

16 

8 

49 

78 

Other  Reports  & Documents 

19 

13 

9 

41 

8 

28 

2 

38 

36 

19 

33 

87 

43 

41 

28 

112 

279 

Total  Reports  & Documents 

19 

15 

161 

195 

70 

62 

43 

174 

36 

36 

55 

127 

69 

58 

50 

177 

673 

Speaker  Fees 

- 

- 

1 

1 

7 

- 

1 

8 

- 

- 

- 

- 

5 

1 

- 

5 

14 

Other 

- 

- 

10 

10 

3 

3 

- 

- 

4 

4 

17 

Total  Other 

19 

15 

172 

206 

80 

62 

44 

185 

36 

36 

55 

127 

77 

59 

50 

185 

703 

2009  Original  Plan 

14 

20 

17 

51 

23 

11 

27 

61 

12 

41 

18 

71 

31 

19 

30 

79 

263 

Total  Budgeted  Orders 

2,190 

2,050 

2,156 

6,396 

2,041 

2,010 

2,011 

6,062 

1,876 

2,304 

2,195 

6,376 

2,558 

2,239 

4,641 

9,438 

28,272 

2009  Original  Plan 

2,089 

2,241 

2,044 

6,374 

1,904 

2.006 

2.215 

6.126 

1,916 

2,395 

2,180 

6,491 

2,274 

2,115 

4.138 

8,527 

27  517 

E> 

-E 

iudget: 

Capture  Intelligence 

;J 

- 

• 

- 

- 

ij 

- 

- 

- 

- 

50 

50 

65 

- 

35 

100 

150 

Tc 

ta 

1 Orders 

2,190 

2,050 

2,156 

6,396 

2,041 

2,010 

2,011 

6,062 

1,876 

2,304 

2,245 

6,425 

2,623 

2,239 

4,676 

9,538 

28,422 

Total  Orders  - 2008 

1,930 

1,959 

2,173 

6,062 

1,538 

1,569 

1,842 

4,949 

1,618 

2,153 

1,756 

5,527 

1,957 

1,607 

3,873 

7,436 

23,974 

1 1 

CASH  EXPENDITURES 

Operating  expenses  (1) 

(2,235) 

(2,193) 

(1,742) 

(6,170) 

(1,868) 

(1.816) 

(1,789) 

(5,473) 

(1.924) 

(1.952) 

(2,014) 

(5,890) 

(2.279) 

(2,020) 

(2.149) 

(6,448) 

(23,981) 

Capital  expenditures  (2) 

(40) 

(13) 

(74) 

(127) 

(12) 

(47) 

(18) 

(77) 

(64) 

(61) 

(56) 

(180) 

(76) 

(8) 

(79) 

(163) 

(547) 

Financing  expenditures  (3) 

(2) 

(5) 

0 

(7) 

1 

(2) 

(52) 

(54) 

(3) 

(3) 

(3) 

(8) 

(3) 

(3) 

(3) 

(8) 

(77) 

(2,278) 

(2,211) 

(1,816) 

(6,305) 

(1,878) 

(1,866) 

(1,860) 

(5,604) 

(1,990) 

(2,015) 

(2,072) 

(6,078) 

(2,358) 

(2,030) 

(2,231) 

(6,619) 

(24,605) 

MTHLY  SALES  NET  OF 

CASH  EXPENDITURES 

(88) 

(161) 

340 

91 

162 

145 

151 

458 

(114) 

289 

124 

298 

200 

209 

2,410 

2,819 

3,667 

YTD  SALES  NET  OF 

CASH  EXPENDITURES 

(88) 

(249) 

91 

91 

254 

398 

550 

550 

435 

724 

848 

848 

1,048 

1,257 

3,667 

3,667 

3,667 

Notes 

(1)  All  cash  disbursements  (excludes  customer  refunds) 

(2)  & (3)  Per  the  Cash  Flow  Statement 
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2009  Performance  Report  Prim. 

Competitive  Won  Lost  Trend 


Competitive  Won  Lost  - Rolling  13  Months 


■■■■  Wins* 

LossesS 

Wins# 

Losses# 

For  the  Period  Ending  December  31,  2009 


Won 

Lost 

Win  Rates 

Competitors 

# of 

CV  $$ 

#of 

CV  $$ 

by  # 

by  $ 

BidNet.com 

1 

$10,320 

0 

$0 

100% 

100% 

Center  for  Digital  Government 

0 

$0 

1 

$3,000 

0% 

0% 

Centurion 

3 

$26,954 

2 

$19,500 

60% 

58% 

E-Pipeline 

5 

$36,133 

3 

$15,100 

63% 

71% 

Onvia 

2 

$28,267 

3 

$51,717 

40% 

35% 

Other  Unknown 

3 

$64,397 

0 

$0 

100% 

100% 

FedXccel 

1 

$7,920 

0 

$0 

100% 

100% 

FindRFP 

0 

$0 

2 

$14,495 

0% 

0% 

Eagle  Eye 

1 

$6,600 

0 

$0 

100% 

100% 

Federal  Sources  - Federal 

20 

$263,101 

14 

$172,661 

59% 

60% 

Grand  Total 

36 

$443,692 

25 

$276,473 

59% 

62% 

© 

: 1/15/2010 
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2009  Performance  Report 
Competitive  Switches  Trend 


Printed:  1/15/2010 


Competitive  Switch  Won  Lost  Trend  - Rolling  13  Months 


$300,000 


$250,000 


$200,000 


$150,000 


$100,000 


$50,000 


25 


20 


Dec-08  Jan-09  Feb-09  Mar-09  Apr-09  May-09  Jun-09  Jul-09  Aug-09  Sep-09  Oct-09  Nov-09  Dec-09 


iWmsJ 


LossesS 


- wins#  Losses# 


For  the  Period  Ending  December  31,  2009 


Won 


Lost 


Win  Rates 


Competitors 


# of 


CV  Amount  $5 


# of 


CV  Amount  $$ 


by# 


by  $ 


Federal  Sources  - Federal 


$110,552 


$25,300 


80% 


81% 


Centurion 


$18,250 


Onvia 


$12,733 


0 

1 


$0 

$5,290 


100% 

50% 


100% 


71% 


E-Pipeline 


$7,933 


$0 


100% 


100% 


FedXccel 


BidNet.com 


$7,920 


$10,320 


$0 

$0 


100% 


100% 


100% 


100% 


Other  Unknown 


$4,400 


$0 


100% 


100% 


Grand  Total 


15 


$172,108 


$30,590 


83% 


85% 
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2009  Performance  Report  Date  Printed  1/15/2010 

Income  Stmt  - QTD 


QUARTER-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2009  / 
2008  (%) 

Original  Plan 
($) 

Variance  to 
Original  Plan 

(%)  I 

Revenue 

Subscriptions 

6,400,104 

5,621,541 

14% 

6,460,864 

-1% 

Events 

397,402 

206,561 

92% 

363,935 

9% 

Other 

208,655 

81,216 

157% 

79,237 

163% 

Total  Net  Revenue 

7,006,161 

5,909,318 

19% 

6,904,035 

1% 

op 

erations,  Total 

1,438,419 

1,365,217 

-5% 

1,482,354 

3% 

% of  Revenue 

21% 

23% 

3% 

21% 

1% 

Member  Services,  T otal 

1,041,986 

827,340 

-26% 

959,742 

-9% 

% of  Revenue 

15% 

14% 

-1% 

14% 

-1% 

Cost  of  Services,  Total 

2,480,405 

2,192,556 

-13% 

2,442,096 

-2% 

% of  Revenue 

35% 

37% 

2% 

35% 

0% 

Gross  Income  / (Loss) 

4,525,756 

3,716,762 

22% 

4,461,939 

i% 

Gross  Profit  % 

65% 

63% 

2% 

65% 

0% 

Sa 

es,  Total 

1,355,188 

1,101,803 

-23% 

1.174,616 

-15% 

% of  Revenue 

19% 

19% 

-1% 

17% 

-2% 

Marketing,  Total 

474,016 

447,717 

-6% 

470,705 

-1% 

% of  Revenue 

7% 

8% 

1% 

7% 

0% 

R&D,  Total 

579,448 

313,089 

-85% 

395,138 

-47% 

% of  Revenue 

8% 

5% 

-3% 

6% 

-3% 

Ge 

neral  & Administrative,  Total 

1,327,383 

1,061,230 

-25% 

1,214,526 

-9% 

% of  Revenue 

19% 

18% 

-i% 

18% 

- 1 % 

Corporate  Expenses,  Total 

173.548 

249,524 

30% 

168,517 

-3% 

% of  Revenue 

2% 

4% 

2% 

2% 

0% 

Inv 

estment  Svcs  (split  w/Ex-Budget 

121,562 

_ 

0% 

_ 

0% 

Ca 

ature  Intelligence  >$400K  Net  Loss 

1,347 

- 

0% 

. 

0% 

_J 

Loss  on  Product  Sunset  (IEP) 

- 

- 

0% 

. 

0% 

Provision  for  Bonuses 

150,975 

112,212 

-35% 

257,348 

41% 

Total  Expenses 

— T — , — ■ 

6,662,524 

5,478,132 

-22% 

6,122,947 

-9% 

EBITDA 

343,637 

431,186 

20% 

781 ,088 

-56% 

% of  Revenue 

1 

5% 

7% 

■2% 

11% 

-6% 

Depreciation  & Amortization 

109,200 

102,080 

-7% 

114,246 

4% 

Op 

arating  Income  / (Loss) 

234,437 

329,106 

29% 

666,842 

-65% 

Other  Revenues / (Expenses) 

17,872 

17,364 

3% 

36,660 

-51% 

Inc 

om 

e 1 (Loss)  Before  Taxes 

252,309 

346,470 

27% 

703,502 

-64% 

Provision  for  Income  Taxes 

(33,006) 

-100% 

132,286 

-100% 

Net  Income  / (Loss) 

252,309 

379,476 

-34% 

571,216 

-56% 

| % of  Revenue 

1 1 

4% 

6% 

-3% 

8% 

-5% 
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2009  Performance  Report  Cato  printed  1/15/2010 

Income  Stmt  - QTD 


QUARTER-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2009  / 
2008  (%) 

Original  Plan 

($i 

Variance  to 
Original  Plan 
(%) 

Ex-Budget: 

AGI  Project 

- 

0% 

- 

0% 

Chairman's  Bonus 

(41,250) 

- 

0% 

- 

0% 

Capture  Intelligence  (Net) 

(121,761) 

- 

0% 

- 

0% 

Ne 

Investment  Services 

(121,562) 

- 

0% 

- 

0% 

In 

come  / (Loss),  adjusted 

(32,264) 

379,476 

-109% 

571,216 

-106% 

"oTRevenue 

0% 

6% 

-7% 

8% 

-9% 

R&D  Capital  Cost  Adjustment 

851,487 

- 

0% 

- 

0% 

Depreciation 

(63,250) 

- 

0% 

- 

0% 

Income  Taxes 

(332,880) 

- 

0% 

- 

0% 

i 

GA 

Net  Income  / (Loss) 

423,093 

379,476 

11% 

571,216 

-26% 

(A) 

Percentages  are  presented  as  positive  for  favorable,  negative  for  unfavorable 

(B) 

Revenue  variance  (vs.  Oriainal  Plan): 

— 

Other  Rev  - Actual  includes  $60k  for  Stimulus,  Opportunity  Advisor  $46k,  Industry  Repo 

rts  $36k 

(C) 

Fa 

vorable  exD  variances  (vs  Oriainal  Plan).  Computer  Supplies  $27k 

Unfavorable  exD  variances  (vs.  Oriainal  Plan):  Personnel  $334k  (primarily  above  Plan  ino 

entive  accruals  ar 

d commissions.) 

| Events  $60k;  Legal  Exp  $81  k;  Investment  Services  costs  $1 22k  (non-Ex-Budget  portion) 

Note:  above  variances  do  not  include  Ex-Budget  items 

(D) 

Corporate  Expenses  includes  Board  expenses  (ind.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO 

| recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  similar  items. 

(E) 

Provision  for  Bonuses  includes  the  bonus  accrual  for  all  non-sales  & mbr  svcs.  staff  (Chairman  is  Ex-Budge 



(E) 

Prior  year  amounts  have  been  revised  to  reflect  the  bonus  provision  on  a straight-line  basis 

151 

Straiaht-lined  report  revenue  has  been  reclassified  from  Subscriptions  to  Other  (prior  periods  and  2008  have 

been  restated) 
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2009  Performance  Report 


Income  Stmt  - YTD 


YEAR-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2009  / 
2008  (%) 

Original  Plan 

(S) 

Variance  to 
Original  Plan  (%) 

Revenue 

| Subscriptions 

24,181,206 

21,819,359 

11% 

24,236,153 

0% 

Events 

936,275 

693,875 

35% 

1,072.950 

-13% 

Other 

719,665 

295,748 

143% 

262,855 

174% 

Total  Net  Revenue 

25,837,145 

22,808,982 

13% 

25,571,959 

1% 

Operations,  Total 

5,564,947 

5,720,284 

3% 

5,928,146 

6% 

% of  Revenue 

22% 

25% 

4% 

23% 

2% 

1 " ' 

Member  Services,  Total 

3,617,405 

3,465,972 

-4% 

3,691,873 

2% 

% of  Revenue 

14% 

15% 

1% 

14% 

0% 

Cost  of  Services,  Total 

9,182,352 

9,186,256 

0% 

9,620,019 

5% 

% of  Revenue 

36% 

40% 

5% 

38% 

2% 

Gross  Income  / (Loss) 

16,654,793 

13,622,726 

22% 

15,951,939 

4% 

Gross  Profit  % 

64% 

60% 

5% 

62% 

2% 

: ni  ...  . . 

Sales,  Total 

4,793,344 

4,673,234 

-3% 

4,702,143 

-2% 

% of  Revenue 

19% 

20% 

2% 

18% 

0%  ! 

Marketing,  Total 

— 

1,798,295 

1,188,146 

-51% 

1,875,670 

4% 

% of  Revenue 

7% 

5% 

-2% 

7% 

0% 

R&D,  Total 

2,051,368 

1,443,632 

-42% 

1 ,553,952 

-32% 

% of  Revenue 

8% 

6% 

-2% 

6% 

-2% 

General  & Administrative,  Total 

4,797,495 

4,390,613 

-9% 

4,861,065 

1% 

% of  Revenue 

19% 

19% 

1% 

19% 

0% 

Corporate  Expenses,  Total 

703,691 

864,736 

19% 

679,718 

-4% 

% of  Revenue 

3% 

4% 

1% 

3% 

0% 

Investment  Svcs  (split  w/Ex-Budget) 

197,809 

. 

0% 

- 

0% 

Ca 

pture  Intelligence  >$400K  Net  Loss 

1,347 

- 

0% 

- 

0% 

M 

Loss  on  Product  Sunset  (IEP) 

- 

67,749 

100% 

- 

0% 

Provision  for  Bonuses 

964,822 

448,856 

-115% 

1,029,391 

6% 

Total  Expenses 

24,489,176 

22,263,222 

-10% 

24,321,959 

-1% 

EBITDA 

1,347,970 

545,760 

147% 

1,250,000 

8% 

% of  Revenue 

5% 

2% 

3% 

5% 

0% 

i 

Depreciation  & Amortization 

442,806 

398,562 

-11% 

433,598 

-2% 

Operating  Income  / (Loss) 

905,164 

147,198 

515% 

816,402 

11% 

Other  Revenues  / (Expenses) 

55,831 

154,573 

-64% 

132,479 

-58% 

Income  / (Loss)  Before  Taxes 

960,995 

301,771 

218% 

948,881 

i% 

Provision  for  Income  Taxes 

- 

(33,006) 

-100% 

132,286 

-100% 

Net  Income  / (Loss) 

960,995 

334,777 

187% 

816,595 

18% 

% of  Revenue 

4% 

i % 

2% 

3% 

i% 
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2009  Performance  Report 


Date  Printed:  1/15/2010 


YEAR-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2009  / 
2008  (%) 

Original  Plan 
($) 

Variance  to 
Original  Plan  (%) 

Ex-Budget: 

AGI  Project 

(120,687) 

- 

0% 

- 

0% 

Chairman's  Bonus 

(154.800) 

- 

0% 

- 

0% 

Capture  Intelligence  (Net) 

(400,000) 

- 

0% 

- 

0% 

Investment  Services 

(197,809) 

- 

0% 

- 

0% 

Net  Income  / (Loss),  adjusted 

87,698 

334,777 

-74% 

816,595 

-89% 

% of  Revenue 

0 % 

1 % 

-i% 

3% 

-3% 

R&D  Capital  Cost  Adjustment 

851,487 

- 

0% 

- 

0% 

Depredation 

(63,250) 

- 

0% 

- 

0% 

Income  Taxes 

(332,880) 

- 

0% 

- 

0% 

Net  Income  / (Loss) 

543,055 

334,777 

62% 

816,595 

-33% 

NOTES  / INSIGHTS: 

(A)  Percentages  are  presented  as  positive  for  favorable,  neg 

ative  for  unfavorable 

were  not  held;  One  Teaming  event  vs.  Two  in  the  Plan 

Other  Rev  - Actual  indudes  $302k  for  Stimulus  (induding  e-commerce)  plus  $1 3k  for  custom  data  pulls 

(C) 

Fa 

vorable  exp  variances  (vs.  Oriainal  Plan): 

1 ~~ 

Recruiting  $1 28k;  Misc  Office/Computer  Supplies  $99k,  Marketing  $13k;  Telecom  $26k;  Travel  $25k; 

Membership  Dues  $1 5k;  Accrued  bonuses  $65k 

=Z 

Ur 

favorable  exD  variances  (vs.  Oriainal  Plan):  Personnel  $139k  (avq  headcount  below  Plan  offset  bv  contra 

ct  labor,  plus 

above-Plan  sales  incentive  accruals);  Training  $70k  (Scrum  plus  timing  of  Sales  training);  Legal  expenses  $146k 

(indudes  $24k  for  one-time  Practices/Handbook  reviews);  Investment  Services  costs  $198k  (non-Ex-Budget 

portion) 

Note:  above  variances  do  not  include  Ex-Budget  items 


(D); Corporate  Expenses  includes  Board  expenses  (incl.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO 


recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  simitar  items 


(E)j  Provision  for  Bonuses  includes  the  bonus  accrual  for  all  non-sales  & mbr  svcs  staff 
I Prior  periods  have  been  revised  to  reflect  the  2009  accrual  for  the  Chairman. 


(F)  Prior  year  amounts  have  been  revised  to  reflect  the  bonus  provision  on  a straight-line  basis. 


(G)|Time  charged  to  products  under  development  by  individuals  in  Marketing  & Operations  has  been  reclassified  to  R&D  Personnel 


$46k  YTD  (exd.  Ex-Budget);  YTD  Capitalized  Platform  costs  are  $64k,  and  are  included  as  a reduction  to  R&D. 


(H)  Straight-lined  report  revenue  has  been  reclassified  from  Subscriptions  to  Other  (prior  periods  and  2008  have  been  restated) 
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2009  Performance  Report 
Income  Stmt  Actual-Projected 


Printed  1/15/2010 


2009  ACTUAL  / ORIGINAL  PROJECTED  ($000s) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Ordf 

rs 

Renewal  Base 

1,900 

1,945 

1,632 

1,407 

1,509 

1,782 

1,463 

1,852 

1,590 

1,712 

1,561 

3,569 

21,920 

Subscriptions  - Renewal 

1 .489 

1,379 

1,228 

1,166  | 1,280 

1,256 

1,087 

1,459 

1,221 

1,500 

1,344 

3,316 

17,726 

16,418 

1,308 

Renewal  rate 

78% 

71% 

75% 

83% 

85% 

71% 

74% 

79% 

77% 

88% 

86% 

93% 

81% 

Subscriptions  - New 

665 

585 

674 

743 

632 

665 

649 

691 

826 

810 

755 

1,250 

8,946 

9,750 

(804) 

Sales  Teams 

549 

482 

610 

632 

579 

557 

577 

592 

722 

684 

625 

1,064 

7,673 

7,750 

<7V 

Upsell 

116 

103 

65 

111 

531 

108 

73 

99 

104 

126 

130 

186 

1,273 

2,000 

,727) 

Events 

171 

71 

81 

52 

36 

46 

103 

119 

93 

171 

82 

25 

898 

1,087 

(189) 

Other  (Includes  Stimulus) 

19 

15 

172 

80 

62 

44 

36 

36 

55 

771 

59 

50 

703 

263 

440 

Total  Budqeted  Orders 

2,190 

2,050 

2,156 

2,041 

2,010 

2,011 

1,876 

2,304 

2,195 

2,558 

2,239 

4,641 

28,272 

27,517 

755 

Total  Orders  - 2008 

1,930 

1,959 

2,173 

1,538 

1,569 

1,842 

1,618 

2,153 

1,756 

1,957 

1,607 

3,873 

23,974 

Ex-Budget 

Capture  Intelligence 

- 

- 

- 

- 

- 

- 

50 

65 

- 

35 

150 

- 

150 

Total  Orders 

2,190 

2,050 

2,156 

2,041 

2,010 

2,011 

1,876 

2,304 

2,245 

2,623 

2,239 

4,676 

28,422 

27,517 

904 

Revenue 

Subscriptions 

1,909 

1,919 

1,919 

1,955 

1,986 

2,005 

2,029 

2,009 

2,051 

2,097 

2,135 

2,167 

24,181 

24,236 

(55) 

Events 

1 

100 

104 

10 

78 

49 

41 

63 

93 

110 

192 

96 

936 

1,073 

(137) 

Other 

25 

32 

42 

108 

69 

36 

37 

93 

69 

77 

72 

60 

720 

263 

457 

Total  Net  Revenue 

1,935 

2,050 

2,064 

2,073 

2,133 

2,091 

2,107 

2,165 

2,213 

2,283 

2,399 

2,324 

25,837 

25,572 

265 

% Growth 

6% 

1% 

0% 

3% 

-2% 

1% 

3% 

2% 

3% 

5% 

-3% 

l 

Prior  Year 

1,820 

1,825 

1,883 

1,937 

1,825 

1,917 

1,850 

1,886 

1,956 

2,038 

1,931 

1,940 

22,809 

Ope 

rations 

Personnel 

383 

389 

402 

385 

400 

405 

396 

388 

389 

397 

413 

405 

4,754 

4,980 

226 

Other  Expense 

45 

85 

80 

32 

80 

59 

50 

67 

91 

91 

67 

64 

810 

949 

139 

Operations,  Total 

428 

473 

483 

417 

480 

464 

447 

454 

480 

488 

480 

469 

5,564 

5,928 

365 

% of  Revenue 

22% 

23% 

23% 

20% 

22% 

22% 

21% 

21% 

22% 

21% 

20% 

20% 

22% 

23% 

i 

Member  Services 

Personnel 

269 

259 

260 

264 

255 

266 

280 

290 

292 

282 

358 

328 

3,403 

3,516 

113 

Other  Expense 

2 

12 

13 

13 

15 

7 

39 

16 

23 

31 

15 

28 

214 

176 

(39) 

Member  Services,  Total 

271 

271 

273 

277 

270 

273 

320 

306 

315 

313 

373 

356 

3,617 

3,692 

74 

% of  Revenue 

14% 

13% 

13% 

13% 

13% 

13% 

15% 

14% 

14% 

14% 

16% 

15% 

I 14% 

! 14% 

i 

Cost  of  Services,  Total 

699 

745 

755 

694 

750 

738 

766 

760 

795 

801 

853 

825 

9,181 

9,620 

439 

% of  Revenue 

36% 

36% 

37% 

33% 

35% 

35% 

36% 

35% 

36% 

35% 

36% 

35% 

~~~ i 

Gross  Income  / (Loss) 

1,236 

1,306 

1,309 

1,379 

1,383 

1,353 

1,340 

1,405 

1,418 

1,482 

1,546 

1,499 

16,656 

15,952 

704 

Gross  Profit  % 

64% 

64% 

63% 

67% 

65% 

65% 

64% 

65% 

64% 

65% 

64% 

65% 

64% 

62% 

Sales 

Personnel 

381 

356 

343 

365 

349 

341 

365 

343 

375 

412 

457 

417 

4,503 

4,372 

(135) 

Other  Expense 

18 

18 

24 

21 

21 

16 

45 

22 

36 

26 

18 

24 

291 

330 

39 

Sales,  Total 

399 

373 

367 

386 

371 

357 

410 

365 

411 

438 

476 

441 

4,793 

4,702 

(91) 

% of  Revenue 

21% 

18% 

18% 

19% 

17% 

17% 

19% 

17% 

19% 

19% 

20% 

19% 

19% 

18% 

i 

Marketing 

Personnel 

64 

53 

77 

84 

94 

91 

81 

96 

100 

97 

65 

57 

958 

1,118 

160 

Other  Expense 

69 

87 

59 

47 

54 

50 

99 

56 

63 

73 

74 

109 

840 

758 

(82) 

Marketing,  Total 

133 

140 

136 

131 

148 

142 

180 

152 

163 

169 

139 

166 

1,798 

1,876 

! 77 

1 % of  Revenue 

7% 

7% 

7% 

6% 

7% 

7% 

9% 

7% 

7% 

7% 

6% 

7% 

7% 

7% 
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2009  Performance  Report 
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Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

R&D 

Personnel 

80 

122 

104 

100 

113 

182 

188 

211 

148 

171 

183 

179 

1,781 

1,384 

(397) 

Other  Expense 

24 

2 

5 

16 

29 

53 

96 

27 

9 

72 

(11 

4 

335 

170 

(165) 

R&C 

Capitalized  Platform  Costs 

(37) 

(24) 

(2) 

(D 

(65) 

65 

, Total 

104 

124 

110 

116 

142 

235 

284 

238 

119 

219 

179 

182 

2,051 

1,554 

(497) 

% of  Revenue 

5% 

6% 

5% 

6% 

7% 

11% 

13% 

11% 

5% 

10% 

7% 

8% 

8% 

6% 

j 

General  & Administrative 

1 Personnel 

141 

134 

134 

138 

135 

138 

142 

147 

145 

156 

155 

151 

1,716 

1,603 

(112) 

1 Other  Expense 

236 

233 

253 

269 

245 

241 

253 

245 

240 

272 

276 

318 

3,082 

3,258 

176 

General  & Administrative,  Total 

377 

367 

387 

407 

381 

379 

395 

392 

385 

428 

430 

469 

4,797 

4.861 

64 

% of  Revenue 

20% 

18% 

19% 

20% 

18% 

18% 

19% 

18% 

17% 

19% 

18% 

20% 

19% 

19% 

i 

Corporate  Expenses 

Personnel 

34 

39 

33 

34 

33 

3T 

35 

33 

34 

33 

33 

32 

406 

407 

2 

Other  Expenses 

25 

24 

26 

20 

28 

33 

22 

20 

24 

36 

31 

9 

298 

272 

(26) 

Corporate  Expenses,  Total 

591 

63 

59 

54 

62 

66 

57 

53 

57 

69 

64 

41 

704 

680 

(24) 

| % of  Revenue 

3% 

3% 

3% 

3% 

3% 

3% 

3% 

2% 

3% 

3% 

3% 

2% 

3% 

3% 

Investment  Svcs  (split  w/Ex-Budget) 

- 

- 

- 

5 

7 

3 

7 

17 

38 

31 

54 

37 

198 

. 

(198) 

Capture  Intelligence  >$400K  Net  Loss 

3 

3 

. 

(3) 

i 1 

Provision  for  Bonuses 

86 

86 

86 

86 

86 

86 

86 

102 

102 

102 

77 

(1Z1 

965 

1,029 

1 65 

i i 

Total  Expenses 

1,856 

1,898 

1,900 

1,878 

1,947 

2,005 

2,184 

2,079 

2,070 

2,257 

2,271 

2,147 

24,491 

24,322 

(169) 

Prior  Year 

1,889 

1,811 

1,913 

2,000 

1,871 

1,837 

1,858 

1,803 

1,803 

1,886 

1,848 

1,744 

22,263 

EBITDA 

79 

153 

164 

195 

186 

86 

(77) 

86 

143 

26 

128 

177 

1,346 

1,250 

96 

% of  Revenue 

4% 

7% 

8% 

9% 

9% 

4% 

-4% 

4% 

6% 

1% 

5% 

8% 

5% 

5% 

— 

Depreciation  & Amortization 

35 

34 

37 

37 

38 

38 

39 

38 

38 

39 

35 

35 

443 

434 

(91 

Operatin 

g Income  / (Loss) 

44 

118 

127 

158 

149 

48 

(116) 

48 

105 

(12) 

93 

142 

903 

816 

87 

_ 

Other  Revenues  / (Expenses) 

6 

5 

5 

5 

4 

4 

3 

31 

3 

31 

3 

11 

56 

132 

£71 

Income  / (Loss)  Before  Taxes 

50 

123 

133 

163 

153 

52 

(113) 

51 

108 

(?i 

96 

153 

959 

949 

10 

Provision  for  Income  Taxes 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

132 

132 

Net 

__j 

ncor 

ne  / (Loss) 

50 

123 

133 

163 

153 

52 

(113) 

51 

108 

(9) 

96 

153 

959 

817 

142 

% of  Revenue 

3% 

6% 

6% 

8% 

7% 

2% 

-5% 

2% 

5% 

0% 

4% 

7% 

4% 

3% 

l 

Ex-Budget: 

AGI  Project 

(34) 

(9) 

(11 

m 

(271 

- 

- 

. 

(121) 

. 

(121) 

Chairman's  Bonus 

(lil 

(lil 

(lil 

(1£1 

(141 

(14) 

(lil 

iiii 

(in 

(lil 

oil 

(ii 

(155) 

. 

(im 

Capture  Intelligence  (Net) 

ID 

(ill 

(331 

(381 

(30) 

(671 

(57 1 

(521 

da 

(18) 

(398) 

. 

(398) 

Investment  Services 

- 

- 

121 

21 

121 

21 

(17) 

(38) 

(31) 

(54) 

(37) 

(198) 

(198) 

Net 

ncome  / (Loss),  adjusted 

36 

75 

104 

89 

56 

(29) 

(163) 

(47) 

0 

(106) 

(21) 

95 

88 

817 

(729) 

% of  Revenue 

2% 

4% 

5% 

4% 

3% 

-1% 

-8% 

-2% 

0% 

-5% 

-1% 

4% 

0% 

3% 

R&D  Capital  Cost  Adjustment 

851 

851 

- 

851 

Depreciation 

(63) 

(63) 

- 

(63) 

Income  Taxes 

(333) 

(333) 

. 

(333) 

GAAP  Net  Income  / (Loss) 

36 

75 

104 

89 

56 

(29) 

(163) 

(47) 

ft 

(106) 

(21) 

550 

543 

817 

519 

1 

Prior  Year 

(5§1 

12 1 

(£21 

(81) 

(65) 

55 

1221 

60 

128 

137 

67 

176 

335 
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2009  Performance  Report 
Income  Stmt  Actual-Projected 


Pnnted:  1/15/2010 


Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

(A) 

Fact 

ities  costs  are  included  in  General 

& Ad 

nmistrative  E 

xpenses 

' 

— 

,b' 

fC) 

Corporate  Expenses  includes  Board  expenses  (incl  all  C 

jrmingham  cc 
on-sales  & m 

)sts),  one-time  corporate  items  such  as  CEO  recruitment  and  the  Delaware  reincorporation 

Board-related  legal  fees 

and  similar  items 

Provision  for  Bonuses  includes  the  bonus  accrual  for  all  n 

br  svcs  staff  (Chairman  is  Ex-Budget) 

(r>) 

2008  Total  Expenses  and  Net  Income  have  been  revised  to  reflect  the  bonus  provision  on  a straight-line  basis  as  well  as  post  year-end  adjustments 

(F) 

$46k  YTD  has  been  reclassified  to  R&D  Personnel  from  other  departments  for  time  spent  on  product  development  (excl  Ex-Budget) 

(F) 

Highlighted  area(s) 

Member  Services  Personnel  - decrease  over  prior  month  due  to  -$12k  Headcount,  -$18k  Incentive  accrual  adjustment 

Sales  Personnel  - decrease  over  prior  month  due  to  -$10k  Headcount,  -$16k  Bonus  support,  -$9k  Commissions  adjustment 

(0) 

Prior  period  restatements  (a)  Straiqht-lined  report  revenue  has  been  reclassified  from  Subscriptions  to  Other;  (b)  Chairman's  Bonus  has  been  reclassified  to  Ex- 

Budget,  (c)  50%  of  Investment  Service4 

1 expenses  are  now  included  in  unadiusted  Net  Income 

i 
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2009  Performance  Report 
Balance  Sheet 


Printed.  1/15/2010 


Actual  ($) 

Prior  Yr.  ($) 

Change 
2009/2008  (%) 

2009  Original 
Plan  ($) 

Variance  to 
Original 
Plan  (%) 

Variance  to 
Original  Plan 
($) 

Assets 



Current  Assets 

Cash  and  Cash  Equivalents 

& 

$ 7,664,168 

$ 5,933,868 

29% 

$ 7,508,272 

2% 

$ 155,896 

Accounts  Receivable,  net 

1BK 

3,855,341 

3,128,060 

23% 

4,703,384 

-18% 

(848,043) 

Other  Current  Assets 

1,512,976 

1,295,332 

17% 

1,169,853 

29% 

343,123 

Total  Current  Assets 

13,032,485 

10,357,260 

26% 

13,381,509 

-3% 

(349,024) 

Fixed  Assets 

Fixed  Assets 

(C) 

3 341  412 

2,964,129 

13% 

3,546,157 

-6% 

(204,745) 

Less  Depreciation  & Amort. 

(2,537,326) 

(2,114,134) 

20% 

(2,577,844) 

-2% 

40,518 

Net  Fixed  Assets 

804,086 

849,995 

-5% 

968,313 

-17% 

(164,227) 

1 

Internally  Developed  Software  (Internal  Use) 

(D) 

916,142 

- 

0% 

- 

0% 

916,142 

Other  Assets 

450,926 

459,360 

-2% 

478,112 

-6% 

(27,186) 

Total  Assets 

$ 15.203.639 

$ 11.666.615 

30% 

$ 14.827.934 

3% 

$ 375.705 

1 1 

Liabilities 

Current  Liabilities 

Accounts  Payable 

$ 167,301 

$ 174.559 

-4% 

$ 179,317 

-7% 

$ (12,016) 

Other  Accrued  Liabilities 

(E) 

2,960,507 

1,659,288 

78% 

1,993,807 

48% 

966,700 

Capital  lease,  current 

46,024 

76,492 

-40% 

46,614 

-1% 

(590) 

Deferred  Revenue  (Net  of  Unbilled) 

(F) 

12,158,102 

10,559,129 

15% 

12,520,710 

-3% 

(362,608) 

Total  Current  Liabilities 

15,331,934 

12,469,468 

23% 

14,740,448 

4% 

591,486 

Non-Current  Liabilities 

Other  Non-Current  Liabilities 

822,419 

789,740 

4% 

822,419 

0% 

0 

Tot; 

il  Liabilities 

16,154,353 

13,259,208 

22% 

15,562,866 

4% 

591,487 

Shareholders'  Equity 

Common  and  Treasury  Stock 

(156,970) 

(255,794) 

-39% 

(143,976) 

9% 

(12,994) 

Currency  gain  (loss) 

430 

430 

0% 

(262) 

-264% 

692 

Retained  Earnings  - Accumulated 

(1,337,229) 

(1,672,005) 

-20% 

(1,407,289) 

-5% 

70,060 

Retained  Earnings  - Current  Year 

543,055 

334,776 

-62% 

816,595 

33% 

(273,540) 

Total  Shareholders'  Equity 

(950,714) 

(1,592,593) 

-40% 

(734,932) 

-29% 

(215,782) 

Total  Liabilities  & Shareholders'  Equity 

$ 15.203.639 

$ 11.666.615 

30% 

$ 14.827.934 

3% 

$ 375.705 

Cash  Pledged  as  Collateral  for  Personal 

Loan  to  Principal  Stockholders 

1,891,018 

1,833,611 

3% 

NOTES  / INSIGHTS 

(A) 

Cash  variance  due  to  primarly  cap  expenditures  being  favorable  to  plan  and  above  Plan  collections 

(B) 

AR  variance  due  to  higher  proportion  of  split-billing  payment  terms  than  anticipated  in  the  Plan-see  Note  F,  and  1 

ewer  DSO 

DSO:  29  days  actual  vs  41  Orig  Plan  vs  29  prior  yr 

(C) 

Timing  of  purchases  plus  actual  spending  less  then  anticipated,  also  includes  disposals  of  $83k 

(D) 

Capitalization  of  internally  developed  software  costs  was  not  budgeted. 

(E)  Above  plan  expense  accruals  include  $333k  for  taxes,  $155k  Chairman's  bonus,  $337k  commissions,  and  $155k  MS  incentives 


(F)  Deferred  Revenue  variance  to  Original^lan^lue  partly  to  a higher  proportion  of  splibbilling  payment  terms  than  anticipated  in  the  Plan; 
2009  YTD  was  59/41  upfront/split  (2008  was  63/37  for  the  year) f ~]  ' 
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2009  Performance  Report  Printed  1/15/2010 

Staffing  


As  of  January  1,  2010 

NUMBER  OF  STAFF 

1/1/2009 

1/1/2010 

Plan 

December 

Hires 

December 

Terms 

Transfers 

Hires 
2009  YTD 

Terms 
2009  YTD 

New  Business  Sales 

Executive  Management 

1 00 

1.00 

1.00 

- 

- 

Sales  & Support  Managers 

400 

300 

3 00 

- 

(1  00) 

- 

Sales  People  (includes  GovEdge  1/1/09) 

25.00 

2800 

30  00 

1.00 

1.00 

(2  00) 

11.00 

6.00 

Channel  Sales 

1.00 

- 

- 

1 00 

Sales  Support  (Includes  SDRs,  etc 

> 

580 

280 

4 80 

1.00 

(3.00) 

200 

2.00 

Subtotal 

35  80 

35  80 

38  80 

1.00 

2.00 

(6  00) 

1400 

8 00 

Member  Services 

Executive  Management 

1.00 

1.00 

1.00 

- 

- 

- 

- 

Managers 

(a) 

5.00 

400 

500 

- 

- 

- 

1 00 

2.00 

Upsell 

1 00 

400 

- 

1.00 

- 

2 00 

3.00 

2.00 

Advisors  (includes  Strategic) 

24.00 

25.00 

27  00 

- 

- 

- 

1 00 

- 

Support  & FOIA 

(a) 

600 

600 

9 00 

- 

- 

200 

- 

200 

Subtotal 

37  00 

40.00 

42  00 

1 00 

400 

500 

6.00 

Marketin 

q & Events 

Executive  Management 

1.00 

- 

1.00 

- 

- 

- 

- 

1.00 

Managers  (including  Product  Mana 

gement) 

280 

4 00 

700 

- 

1.00 

3.20 

300 

Marketing  Staff 

200 

1.00 

1.00 

1.00 

. 

200 

3.00 

Events  Staff 

1.00 

1 00 

1.00 

: 

- 

- 

Subtotal 

6 80 

6.00 

10.00 

- 

1 00 

1.00 

520 

7.00 

Total  Sales  & Marketing 

79  60 

81  80 

90  80 

200 

300 

(1.00) 

2420 

21  00 

Researc 

& Analysis  Services 

Executive  Management 

1.00 

1.00 

1 00 

- 

. 

Managers 

900 

900 

9 00 

- 

- 

Staff  Federal  IS 

26  50 

28  50 

30  40 

1.00 

300 

(3  00) 

14  00 

9 00 

Staff  S&L  IS 

<t» 

13.50 

12.50 

1350 

- 

2 00 

(1  00) 

300 

300 

Staff  IAP 

3 75 

390 

375 

- 

(1  00) 

1.15 

- 

Support  & Other 

1.00 

1.00 

1.00 

- 

- 

- 

- 

Subtotal 

54.75 

55.90 

58  65 

1 00 

5.00 

(5.00) 

18.15 

12.00 

Researc 

& Development  and  IT 

Executive  Management 

1 00 

2 00 

- 

. 

1.00 

- 

Managers 

4 00 

3.00 

4 00 

- 

1.00 

2.00 

Operations  & Support 

200 

300 

300 

- 

1.00 

1 00 

1.00 

Analysts  & Developers 

600 

10.00 

500 

1.00 

- 

9 00 

500 

Subtotal 

12.00 

1700 

14.00 

1.00 

1 00 

12  00 

800 

Finance 

& Administration 

Executive  Management 

1.00 

1.00 

1.00 

- 

- 

- 

Managers 

3.00 

400 

3.00 

1.00 

- 

1.00 

1.00 

1.00 

Accounting 

5 00 

500 

500 

- 

- 

- 

- 

Administration 

300 

400 

3.00 

- 

- 

- 

300 

200 

HR 

1.00 

1 00 

1.00 

* 

- 

- 

Subtotal 

1300 

1500 

1300 

1.00 

- 

1.00 

400 

300 

Executiv 

e Management  Corporate 

1.00 

1 00 

1.00 

. 

. 

Office  of  the  Chairman 

1.00 

1.00 

1.00 

- 

- 

TOTAL  INPUT  Staffing 

I 

161  35 

171  70 

17845 

5 00 

800 

(4  00) 

58  35 

44  00 
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2009  Performance  Report  Printed  1/15/2010 

Staffing  


As  of  January  1,  2010 

NUMBER  OF  STAFF 

1/1/2009 

1/1/2010 

Plan 

December 

Hires 

December 

Terms 

Transfers 

Hires 
2009  YTD 

Terms 
2009  YTD 

Ex-Budget 

Capture  Intelligence 

Executive  Management 

- 

1.00 

- 

1 00 

Managers 

1 00 

1 00 

Staff 

200 

- 

200 

1 00 

1 00 

Inves 

Subtotal 

300 

200 

300 

200 

merit  Services 

Executive  Management 

1.00 

- 

- 

- 

1 00 

- 

Staff 

- 

500 

1.00 

- 

2 00 

300 

Subtotal 

- 

600 

- 

1.00 

200 

400 

TOTAL  If 

^PUT  Staffing,  adjusted 

161.35 

18070 

17845 

600 

800 

65.35 

46  00 

Outsourced  Staffing 

SPi 

Bid  and  News  Article  Processing 

5.25 

645 

645 

GovEdge 

8.75 

- 

- 

Federal  Labor  Pncing  Work 

- 

1.10 

1.10 

Contacts  Updating 

10  00 

11  45 

11.45 

Subtotal 

24.00 

19  00 

1900 

FOIA 

; 

3 00 

- 

Total  Outsourced  Staffing 

2400 

22  00 

1900 

- 

- 

- 

TOTAL  with  Outsourced  Staffing 

185.35 

202.70 

197.45 

6.00 

8.00 

- 

65.35 

46.00 

Voluntary 

7 00 

Voluntary 

26  00 

Involuntary 

1.00 

Involuntary 

20  00 

Temporary  Staffing: 

Total 

Admin 

Marketing 

R&D 

FTE'S 

5.5 

1.50 

075 

3.25 

6.0 

Heads 

(a)  Variance  for  FOIA  reduction  - 1 Manager  & 2 Staff 

(b)  Represents  transfer  of  Fisher  (Budgeted  in  Federal)  plus  maternity  overture 

1 1 1 l 
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2009  Performance  Report 
Product  Web  Usage 


Printed:  1/15/2010 


Monthly  Product  Page  Views 

Product 

Dec-08 

Jan-09 

Feb-09 

Mar-09 

Apr09 

May-09 

Jun-09 

Jul-09 

Aug-09 

Oct-09 

Nov-09 

Dec -09 

Var  {%)  v*. 
Prior  Year 

Business  Days  in  Month 

21 

21 

19 

22 

22 

20 

22 

22 

21 

22 

21 

Federal  Products 

Opportunities 

198,792 

243,852 

233,408 

269,710 

256,015 

230,496 

259,009 

248,656 

230,654 

239,230 

264,938 

239,892 

225,787 

14% 

Contacts 

3,922 

4,925 

5,156 

6,135 

6,460 

4,838 

5,788 

5,032 

4,550 

5,228 

6,114 

5,299 

5,599 

43% 

Organization  Charts 

5,838 

7,418 

9,125 

9,157 

6,931 

6,161 

6,592 

6,904 

6,517 

6,282 

7,666 

6,834 

7,690 

32% 

Agency  Profiles 

10,500 

13,526 

14,626 

14,395 

14,235 

11,874 

13,986 

13,570 

12,538 

11,926 

15,328 

13,441 

11,192 

7% 

Account  Planners 

3,459 

4,232 

4,044 

2,564 

2,090 

1,959 

2,195 

1,974 

1,938 

1,861 

2,456 

2,168 

2,310 

-33% 

FPDS  Vendor  Profiles 

3,378 

5,086 

6,192 

5,579 

5,565 

5,053 

5,401 

6,169 

4,657 

5,729 

5,954 

6,683 

4,617 

37% 

Teaming  Profiles  13,593 

17,558 

14,812 

18,158 

17,185 

14,350 

14,939 

16,681 

14,226 

13,422 

15,535 

13,874 

12,578 

-7% 

Labor  Pricing  2,696 

2,988 

4,867 

3,538 

4,638 

2,603 

3,453 

4,448 

3,735 

3,837 

3,748 

4,584 

2,953 

10% 

Task  Orders  2,252 

2,682 

2,631 

2,983 

2,805 

2,703 

2,946 

3,999 

3,544 

2,739 

3,290 

2,431 

5,203 

131% 

Task  Order  Opportunities  (2) 

30 

38 

46 

35 

49 

S&L  Products 

T racked  Opportunities  1 4, 1 27 

18,125 

16,984 

19,136 

16,487 

15,854 

15,382 

15,837 

14,833 

15,577 

15,852 

13,697 

13,062 

-21% 

Opportunity  Alerts  5,449 

4,703 

5,394 

6,757 

7,912 

6,522 

6,663 

6,505 

6,773 

5,560 

5,999 

6,400 

6,155 

13% 

Contacts 

582 

546 

662 

655 

620 

682 

742 

883 

862 

729 

793 

653 

639 

10% 

Profiles 

2,895 

3,608 

4,326 

2,600 

2,806 

2,923 

2,725 

2,410 

2,470 

2,037 

1,738 

2,197 

1,474 

-49% 

Account  Planners  (1) 

333 

276 

146 

163 

83 

149 

109 

152 

Grants 

63 

45 

81 

263 

340 

223 

119 

212 

191 

180 

379 

248 

435 

590% 

Vertical  Profiles 

1,242 

1,483 

1,836 

1,060 

869 

1,236 

1,405 

1,161 

1,095 

982 

1,427 

1,391 

601 

-52% 

Analysis  Products 

Federal  Industry  Analysis 

981 

1,670 

946 

1,055 

605 

524 

885 

643 

756 

514 

897 

485 

884 

-10% 

S&L  Industry  Analysis 

702 

899 

994 

556 

427 

295 

408 

474 

360 

260 

217 

216 

200 

-72% 

Grand  Total 

270,471 

333,346 

326,084 

364,301 

345,990 

308,629 

342,914 

335,704 

309,892 

316,214 

352,526 

320,637 

301,580 

12% 

# of  Paae  Views  bv  Members 

767,322 

967,044 

970,947 

1,094,245 

1,009,461 

896,247 

994,190 

982,959 

873,560 

879,730 

967,866 

863,332 

835,396 

9% 

Usaqe  Per  Business  Day 

36,539 

50,897 

44,134 

49,738 

50,473 

40,739 

45,190 

46,808 

41,598 

41,892 

43,994 

45,439 

39,781 

9% 

Unduplicated  Members 

1,618 

1,647 

1,648 

1,673 

1,709 

1,728 

1,730 

1,748 

1,765 

1,765 

1,829 

1,869 

1,920 

19% 

-8% 

Average  Monthly  Usaqe  Per  Member  Co 

474 

587 

589 

654 

591 

519 

575 

562 

495 

498 

529 

462 

435 

Web  Site  Uptime 

100  00% 

100.00% 

100.00% 

99.39% 

100.00% 

99.68% 

99  87% 

99.84% 

99  89% 

99.78% 

99.86% 

99.81% 

99.58% 

Note  1 - State  Account  Planners  were  released  in  Mav,  2009 

Note  2 - Task  Order  Opportunities  was  released  in  August,  2009 

R-F  390  INPUT  Mgmt  Rpts  (12)  Dec  09  011510  TMC.xIsx 


Page  17  of  18 


Proprietary  / Confidential 


INPUT 


2009  Performance  Report 
Unique  Visitors  Per  Product 


Printed  1/15/2010 


Product 

Business  Days  In  Month 

21 

Monthly  Unique  Product  Visitors 


Jtil-09 


Aug-09 

Sep-09 

Oct-09 

Nov-09 

Dec-09 

Var  (%)  vs. 
Prior  Year 

21 

22 

19 

21 

Opportunities 

10,031 

11,161 

11,461 

12,051 

11,970 

11,757 

12,136 

12,034 

11,890 

11,763 

12,227 

12,257 

11,952 

19% 

Contacts 

1,207 

1,468 

1,489 

1,570 

1,477 

1,305 

1,469 

839 

1,408 

1,271 

1,345 

1,514 

1,485 

1,273 

5% 

Organization  Charts 

739 

979 

1,036 

1,035 

846 

722 

794 

752 

767 

856 

867 

721 

-2% 

Agency  Profiles 

1,855 

2,230 

2,283 

2,173 

2,021 

1,824 

2,054 

1,908 

1,780 

1,834 

2,062 

1,801 

1,737 

-6% 

Account  Planners 

854 

972 

1,035 

812 

679 

626 

659 

652 

669 

589 

685 

700 

691 

-19% 

Vendor  Performance  Profiles 

802 

1,038 

1,122 

1,151 

1,159 

1,091 

1,138 

1,157 

1,082 

1,107 

1,152 

1,066 

974 

21% 

Teaming  Profiles 

2,075 

2,701 

2,702 

2,737 

2,633 

2,294 

2,514 

2,369 

2,278 

2,324 

2,504 

2,292 

2,240 

8% 

Labor  Pricing 

250 

348 

346 

343 

367 

335 

357 

367 

360 

291 

340 

318 

288 

15% 

Task  Orders 

293 

384 

375 

407 

367 

420 

369 

380 

402 

399 

444 

359 

363 

24% 

Task  Order  Opportunities  (1) 

6 

8 

19 

15 

19 

S&L  Products 

Tracked  Opportunities 

1,504 

1,696 

1,737 

1,728 

1,656 

1,532 

1,539 

1,584 

1,488 

1,473 

1,585 

1,421 

1,375 

-9% 

Opportunity  Alerts 

870 

773 

926 

1,051 

1,141 

1,079 

1,136 

1,094 

1,124 

1,056 

1,050 

1,055 

1,028 

18% 

Contacts 

180 

204 

213 

203 

198 

212 

216 

199 

187 

193 

185 

155 

164 

-9% 

Profiles 

442 

555 

584 

493 

452 

484 

414 

353 

334 

314 

334 

289 

253 

-43% 

Account  Planners  (2) 

161 

105 

50 

52 

48 

47 

48 

36 

Grants 

26 

23 

20 

81 

90 

59 

38 

61 

59 

54 

62 

55 

84 

223% 

Vertical  Profiles 

132 

195 

188 

156 

160 

167 

162 

151 

161 

141 

140 

129 

113 

-14% 

Analysis  Products 

ZZZZ 

Federal  Industry  Analysis 

493 

880 

469 

597 

292 

205 

475 

312 

391 

269 

478 

223 

510 

3% 

S&L  Industry  Analysis 

237 

291 

284 

239 

194 

139 

185 

209 

192 

124 

107 

82 

85 

-64% 

Nov-09 

Dec-09 

Product 


Active  User  Account  Turnover 


L**”  - 


Var  (%)  vs. 
Prior  Year 


User  Accounts  Beginning  of  Month 

17,718 

17,567 

18,451 

19,469 

19,721 

19,949 

20,354 

20,512 

20,418 

20,070 

20,044 

20,246 

20,130 

User  Accounts  Added 

2,253 

2,620 

2,356 

2,280 

2,342 

1,980 

1,941 

2,793 

1,767 

2,054 

2,042 

1,804 

2,024 

User  Accounts  Deactivated 

2,404 

1,736 

1,338 

2,028 

2,114 

1,575 

1,783 

2,887 

2,115 

2,080 

1,840 

1,920 

2,135 

User  Accounts  End  of  Month 

17,567 

18,451 

19,469 

19,721 

19,949 

20,354 

20,512 

20,418 

20,070 

20,044 

20,246 

20,130 

20,019 

Account  Utilization 

# of  Accounts  Utilized 

13,186 

14,691 

15,092" 

15,734 

15,480 

15,134 

15,678 

15,581 

15,481 

15,251 

15,840 

15,677 

15,464 

Accounts  Used  Per  Member  Company 

8.1 

8 9 

9 2 

94 

9.1 

88 

9.1 

8 9 

8 8 

8 6 

8.7 

8 4 

8.1 

# of  Visits 

110,369 

129,136 

129,184 

143,024 

135,239 

124,222 

135,265 

135,515 

128,570 

127,612 

138,820 

131,742 

128,819 

Visits  Per  Member  Company 

68  2 

78.4 

78  4 

85.5 

79.1 

71.9 

78.2 

77.5 

72  8 

72  3 

75.9 

70  5 

67.1 

Avg  Visit  Duration  (mins) 

13:30^ 

14:21 

14:00 

13:58 

13:42 

13:15 

13:55 

13:44 

13:18 

13:30 

13:56 

13:37 

13:38 

Shared  Teaming  Profiles 

26,0771 

26,789 

27,431 

28,069 

28,749 

29,292 

29,878 

30,464 

30,995 

31,506 

32,103 

32,677 

32,496 

Opportunity  Interest  Advertisements 

1,854 

2,313 

2,409 

3,058 

2,842 

2,194 

2,523 

2,318 

2,392 

2,087 

2,790 

2,650 

2,335 

Note  1 - Task  Order  Opportunities  was  released  in  August,  2009 

Note  2 - State  Account  Planners  were  released  in  May,  2009 

1 1 

14% 

-10% 

-11% 

14% 


17% 

-1% 

17% 

-2% 

1% 

25% 

26% 
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Summary 


1/21/2010 


INPUT,  Inc. 

Q4  2009  Expense  Variance  to  Plan 
(Favorable)  vs.  Unfavorable 


Personnel 


Sales  Incentives 

193,274 

(D 

External  Labor 

189,384 

(2) 

Member  Services  Commissions 

101,409 

(3) 

Vacation  Accruals 

48,365 

Misc  Other  Personnel  Expenses 

(41,383) 

General  Bonus 

(58,944) 

Salaries 

(98,105) 

Subtotal  Personnel 


334,000 


Other  Expenses 

Investment  Services  1 21 ,562 

Legal  80,752 

Events  - Member  Party  60,271 

Misc  Other  Expenses  (55,585) 


Subtotal  other  expenses 


207,000 


Total  Variance 


541,000 


(1 ) $43k  was  expensible  Sales  Development  Rep  incentive  that  was  amortized 
for  the  Plan;  $23k  was  a combination  of  above-Plan  Events  commissions,  an 
adjustment  for  non-amortizable  commissions  for  stimulus  and  report  sales. 

(2)  Largest  unbudgeted  payees  were  Excella  with  $104k  and  Matrix  with  $71  k. 

(3)  We  had  budgeted  $442k  for  the  year,  slightly  above  the  full  Target  Incentive  for 
whole  team,  but  are  paying  out  well  above  goal  due  to  the  renewal  performance. 
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INPUT 


MEMORANDUM 


DATE:  January  19,  2010 

TO:  INPUT  BOD 

FROM:  Tim  Dowd 

SUBJECT:  Q4  and  YTD  2009  Results 


Total  Sales  Orders  for  Q4  exceeded  Plan  by  $912K  (1 1%),  excluding  Capture  Intelligence  (“Cl”).  Cl 
orders  for  Q4  were  $ 1 00K  ($  1 72K  was  forecast).  Revenues  for  the  quarter  were  +$  1 02K  ( 1 %)  ahead 
Plan  due  mainly  to  timing  of  Events.  For  the  YTD,  Sales  Orders  (also  without  Cl)  finished  ahead  of  Plan 
by  $755K  (3%),  while  Revenues  of  $25. 8M  ended  $265K  ahead  of  Plan  due  primarily  to  Stimulus  sales. 

Total  Expense  variance  versus  Reforecast  for  Q4  (excluding  Ex-Budget)  was  $144K  unfavorable  ($541 K 
unfavorable  vs.  Plan).  The  additional  expense  was  driven  primarily  by  the  need  to  increase  accruals  for 
Vacation,  Member  Services  bonus  (due  to  above-Plan  performance)  and  Commissions  (due  to  a 
combination  of  adjusting  the  annual  expense  amortization,  and  above-Plan  performance),  plus  the 
Member  Holiday  Party  (see  comments  under  Events  in  the  “Looking  Forward”  section).  For  the  YTD, 
Total  Expenses  (again  excluding  Ex-Budget)  are  $169K  unfavorable  vs.  Plan  due  primarily  to  Personnel 
costs. 

For  the  YTD,  EBITDA  of  S1.35M  was  $96K  ahead  of  Plan;  Net  Income  (including  Ex-Budget  items  and 
R&D  capital  cost  adjustment)  was  $543K  vs.  the  $81 7K  Plan.  For  GAAP  purposes,  the  Ex-Budget  items’ 
impact  of  $87 IK  was  largely  offset  by  unbudgeted  R&D  capitalization  of  internally  developed  software 
costs  of  $85  IK  (an  additional  $65K  of  Platform  capitalization  is  in  R&D  expense  as  an  offset,  per  the 
approved  Reforecast  presentation). 

A note  about  the  general  bonus  accrual:  the  current  P&L  assumes  that  the  bonus  pool  was  to  be  limited 
by  the  $88K  Net  Income  target  presented  as  part  of  the  Reforecast;  therefore  total  general  bonuses  in  the 
YTD  Income  Statement  are  $ 1 . 1 6M,  approx.  $ 1 1 OK  below  a “full”  bonus  accrual.  However,  that  leaves 
EBITDA,  at  $1.35M,  well  above  the  original  Plan’s  full  bonus  EBITDA  target  of  $1.25M.  Unfortunately 
the  affect  of  the  strong  sales  and  member  services  performance  basically  shifts  bonus  pool  dollars  to 
commission  dollars  resulting  is  less  compensation  for  non  commissioned  employees. 


Commentary 

1.  Initiatives  Update. 


DEC  YEAR  TO  DATE  VERSUS  JULY  PLANS 


Orders 

Expenses 

July  Plan 

Actual 

Variance 

July  Plan 

Actual 

Variance 

Capture  Intelligence 

392,500 

149,500 

(243,000) 

763,959 

431,847 

(332,112) 

Investment  Services 

240,000 

- 

(240,000) 

730,047 

810,299 

80,252 

Opportunity  Advisor 

135,085 

103,844 

(31,242) 

N/A  (1) 

17,846 

- 

Task  Order  Op  Notification 

300,925 

29,219 

(271,706) 

N/A  (1) 

147,235 

- 
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■ See  action  plan  on  Task  Order  product  below 


2.  Competitive. 

• Reported  competitive  wins  climbed  again  (36);  the  number  was  slightly  higher  than  that  of 
Dec  2008  (35). 

• Solid  performance  in  December  over  competitors  (36  wins,  25  losses.)  For  the  year, 
Centurion  was  our  most  evenly  matched  competitor  (35  total  wins  and  32  total  losses.)  While 
the  relative  number  of  competitive  situations  is  small  compared  to  FSI  (234  competitive 
deals,  144  won).  Sales  will  conduct  interviews  with  several  of  the  Centurion  wins  and  losses 
and  update  our  competitive  positioning.  We  will  also  analyze  FSI  losses  in  an  attempt  to 
profile  their  membership  base  and  idenfiy  themes  and  requirements  to  win  that  loss  business 
moving  forward. 

Looking  Forward. 

• Recruiting 

o UIP  approved,  investment  reduced  but  CEO  will  make  presentations  to  start  the 
relationship  building  with  5 target  schools.  Current  schedule  Harvard  on  2/1 1 and 
Wharton  on  2/18 

• Continued  sales  launch  of  ICIP: 

o Closed  General  Dynamics  IT  for  1 year  subscription 

o Transferring  sales  responsibilkty  MaryBeth  and  she  is  hiring  2 sales  reps.  In  the  interim 
she  will  accompanying  Daphne  on  current  opportunities  to  assist  with  closing  while 
Marybeth  recruits  new  sales  reps 

• Up  sell  team  update 

o Staffing  Two  new  account  managers  hired  Jan  4 and  are  ramping.  Team  is  fully  staffed, 
o Dec  performance:  24  unit  sales  across  2 up-sell  reps;  $97K  sold 
o January  pipeline:  S169K 

• Technology  plan 

o Search  technology  (Lucene/Solr),  Business  Process  Management  System  (Metastorm),  and 
Content  Management  System  (Ingeniux)  projects  released  and  underway.  Finalizing  vendor 
software  agreements  and  searching  for  off  shore  implementation  support  services, 
o Outside  consultant  (Ten  Mile  Square)  1 day  review  of  Java  versus  .Net  recommendation 
underway  and  completed  by  12/15. 

o Identification  and  Evaluation  of  off  shore  development  resources  to  support  IT  initiatives. 

Firms  include:  Atlas  Systems.  Cognizant.  Unisys,  and  Satvam. 
o GovIA  development  progressing  on  schedule  and  will  be  complete  for  the  release  at  the  end 
of  January 

• Investor  Services 

o Product  currently  being  reconfigured  to  address  BOD  concerns 

o Sales  responsibility  transferred  to  Marybeth  in  January  and  she  will  hire  1 sales  rep 
Dedicated  GovIA  Salesperson  JD  and  compensation  has  been  finalized,  and  search  will 
begin  in  earnest  in  January. 
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o Product  Launch  tentatively  scheduled  for  February  ]ff  with  a potential  soft  launch 
scheduled  for  January  25th-  appearance  on  Bloomberg  Morning  Bell  is  a possibility. 
Discussions  with  producers  underway 

• Events 

o Q1  and  Q2  events  scheduled.  Two  program-related  teaming  events  planned,  following 
very  successful  EAGLE  II  event  in  December  09. 

o Final  note  on  Holiday  party-  1,400  attendees  versus  800-1,000  expected.  Testimonial 
videos  also  posted  on  the  Internet.  Need  to  strongly  consider  no  walk-ins  next  year 

• Research  and  Analysis  Services 
Five  key  activities  underway 

o Evaluating  existing  business  processes  in  preparation  for  implementation  of  the  Business 
Process  Management  (BPM)  software. 

o Preparing  new  products  planned  for  2010  including: 

■ Federal  Sales  Solution  for  Product  Companies  - which  launches  in  January 

■ Competitive  Analysis  (Gov  IA  for  Vendors)-  launch  ASAP 

o Conducting  research  and  preparing  plans  to  expand  Industry  Analysis  in  2010.  Assigned 
Deniece  Peterson  as  Analysis  product  leader. 


• Task  Order  Opportunities  Notification  System 

o We  did  sell  our  first  major  account  with  a host  of  vehicles.  Booz  Allen  signed  up  for  the 
product  in  late  December  for  1 7 contract  vehicles  and  three  other  small  companies  to  the 
product  in  December. 

o Going  forward,  we  are 

■ Managing  monthly  the  Top  1 0 prospects  for  the  product  in  each  area  (Sales,  MS 
Up  sell  and  Strategic)  to  ensure  we  focus  on  the  best  accounts.  As  accounts  are 
dropped  (wins  or  losses),  new  companies  will  be  added. 

■ Aggressively  promote  offering  on  Web  site  and  other  publications  e.g.  Bisnow. 
Promotions  begin  in  February. 

• Other:  INPUT  was  invited  to  be  Corporate  Chair  of  the  Northern  Virginia  Juvenile  Diabetes 
Walk.  The  Northern  Virginia  chapter  of  JDRF  is  the  2nd  largest  chapter  in  the  US  and  INPUT  will 
get  great  exposure  in  the  Northern  Virginia  market  as  well  as  highlighted  the  much  larger  DC 
walk 
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MINUTES  OF  A MEETING 
OF  THE  BOARD  OF  DIRECTORS  OF 
INPUT.  INC. 

(Held  on  December  17,  2009) 

A meeting  (the  “Meeting”)  of  the  Board  of  Directors  (the  “Board”)  of  INPUT,  Inc.,  a 
Delaware  corporation  (the  “Corporation”),  was  held  at  the  offices  of  the  Corporation  located  at 
11720  Plaza  America  Drive,  Suite  1200,  Reston,  Virginia  20190  on  December  17,  2009,  at  9:00 
a.m.  Eastern  Time. 

Present  were  directors  Peter  Cunningham,  Patricia  Cunningham  (via  teleconference), 
Timothy  Dowd,  Thomas  Hewitt,  Maryann  Hirsch,  Jed  Laird  and  Rachel  Parrinello  (via 
teleconference).  Also  present  were  Kevin  Gates,  Senior  Vice  President,  Finance  and 
Administration,  and  William  Schuerman  of  Morrison  & Foerster  LLP,  counsel  to  the 
Corporation. 

Peter  Cunningham  called  the  Meeting  to  order  at  approximately  9:10  a.m.  and  acted  as 
Chairman  of  the  Meeting,  and  Patricia  Cunningham  acted  as  Secretary  of  the  Meeting. 

The  Chairman  announced  that  due  notice  of  the  Meeting  had  been  sent  to  all  directors  of 
the  Corporation,  and  stated  that  by  virtue  of  the  fact  that  at  least  a majority  of  the  directors  were 
present  at  the  Meeting,  there  was  a quorum  for  the  transaction  of  business  in  accordance  with  the 
Bylaws  of  the  Corporation.  All  participants  could  hear  the  others  and  be  heard  by  the  others. 

Approval  of  October  14,  2009  Minutes 

The  Chairman  then  stated  that  the  first  item  of  business  was  a review  of  the  minutes  of 
the  October  14,  2009  meeting  of  the  Board,  copies  of  which  had  been  previously  distributed  to 
the  Board.  The  Board  then  reviewed  the  minutes  and  upon  motion  duly  made  and  seconded,  the 
following  resolution  was  unanimously  approved: 

RESOLVED:  That  the  minutes  of  the  meeting  of  the  Board  held  on  October  14, 

2009,  copies  of  which  have  been  previously  distributed  to  and  reviewed  by  the 

Board,  be  and  hereby  are,  approved,  and  that  the  Secretary  of  the  Corporation  be, 

and  hereby  is,  directed  to  file  such  minutes  in  the  Minute  Book  of  the 

Corporation. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the  Corporation's 
November  2009  and  year-to-date  financial  results.  Mr.  Dowd  and  Mr.  Gates  gave  such  report 
which  included  a review  of  the  Corporation's  revenue,  expenses  and  net  income  for  these  time 
periods  as  well  as  discussion  of  the  Corporation’s  performance  as  compared  to  the  forecast  for 
such  periods.  Mr.  Dowd  then  gave  a brief  overview  of  the  forecast  for  December  2009. 
Questions  were  asked  and  answered  and  a discussion  ensued. 

Mr.  Dowd  then  gave  a report  on  the  Corporation’s  products  and  competitive  position  in 
the  marketplace,  which  included  a breakdown  of  the  Corporation’s  product  launches,  recruiting 
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practices,  technology  plan  and  events.  Questions  were  asked  and  answered  and  a discussion 
ensued. 

Approval  of  2010  Operatin2  Plan 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the 
Corporation’s  budget  and  financial  goals  for  2010  (the  ”2010  Operating  Plan"),  a copy  of 
which  was  provided  to  the  Board  prior  to  the  Meeting.  Mr.  Dowd  gave  such  a report  which 
included  a review  of  certain  key  assumptions  and  revenue  and  expense  projections  for  2010. 
Questions  were  asked  and  answered  and  upon  motion  duly  made  and  seconded,  the  following 
resolutions  were  unanimously  approved: 

WHEREAS:  The  Board  has  been  provided  with,  and  has  reviewed,  the  2010 
Operating  Plan. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  approves,  adopts  and  authorizes  the  2010 
Operating  Plan,  including  the  salaries,  compensation  and  net  income  target  set 
forth  therein,  substantially  in  the  form  that  has  been  presented  to  and  reviewed  by 
the  Board  on  the  date  hereof; 

RESOLVED,  FURTHER:  That  the  officers  of  the  Corporation  shall  be,  and  they 
hereby  are  authorized,  empowered  and  directed  to  take  any  and  all  actions  and  to 
execute,  deliver  and  file  any  and  all  agreements,  instruments,  certificates  and 
documents  as  the  officer  or  officers  so  acting  shall  determine  to  be  necessary  or 
appropriate  to  implement  the  2010  Operating  Plan,  the  taking  of  such  actions  to 
be  conclusive  evidence  that  the  same  were  deemed  to  be  necessary  or  appropriate 
and  were  authorized  hereby;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  are  hereby  ratified, 
confirmed,  approved  and  adopted  in  all  respects. 

Approval  of  2010  Employee  Compensation  Plans 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the  proposed 
compensation  for  2010.  The  Chairman,  on  behalf  of  the  Compensation  Committee,  presented 
the  Board  with  the  proposed  (i)  non-executive  employee  compensation  plan  for  2010  (the  "2010 
Employee  Compensation  Plan”),  (ii)  2010  INPUT  Bonus  Plan  (the  “2010  Bonus  Plan”)  for  full 
time  employees  (other  than  employees  who  are  on  a commission  plan  or  equivalent),  and  (iii) 
executive  compensation  plan  for  2010  (the  “2010  Executive  Compensation  Plan”).  The 
Chairman  then  stated  that  the  Compensation  Committee  reviewed  the  2010  Employee 
Compensation  Plan,  2010  Bonus  Plan,  and  2010  Executive  Compensation  Plan,  and  that  the 
Compensation  Committee  recommends  that  the  Board  approve  and  ratify  such  plans.  Questions 
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were  asked  and  answered,  and  a discussion  ensued.  Following  such  discussion,  upon  motion 
duly  made  and  seconded,  the  following  resolutions  were  unanimously  approved: 

RESOLVED:  That  the  Board  hereby  approves,  adopts  and  authorizes  each  of  the 
(i)  2010  Employee  Compensation  Plan,  substantially  in  the  form  attached  hereto 
as  Exhibit  A,  (ii)  2010  Bonus  Plan,  substantially  in  the  form  attached  hereto  as 
Exhibit  B,  and  (iii)  2010  Executive  Compensation  Plan,  substantially  in  the  form 
attached  hereto  as  Exhibit  C,  each  presented  to  and  reviewed  by  the  Board  on  the 
date  hereof  and  substantially  in  the  forms  attached  hereto  as  Exhibit  A.  Exhibit  B 
and  Exhibit  C.  respectfully; 

RESOLVED,  FURTHER:  That  the  officers  of  the  Corporation  shall  be,  and  they 
hereby  are  authorized,  empowered  and  directed  to  take  any  and  all  actions  and  to 
execute,  deliver  and  file  any  and  all  agreements,  instruments,  certificates  and 
documents  as  the  officer  or  officers  so  acting  shall  determine  to  be  necessary  or 
appropriate  to  implement  each  of  the  2010  Compensation  Plan,  2010  Bonus  Plan 
and  2010  Executive  Compensation  Plan,  the  taking  of  such  actions  to  be 
conclusive  evidence  that  the  same  were  deemed  to  be  necessary  or  appropriate 
and  were  authorized  hereby;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  are  hereby  ratified, 
confirmed,  approved  and  adopted  in  all  respects. 

Stock  Option  Grant  at  SLOP  per  Share 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  of  the  grant  of 
stock  option  awards.  Questions  were  asked  and  answered  and  a discussion  ensued  and  upon 
motion  duly  made  and  seconded,  the  following  resolutions  were  unanimously  approved: 

WHEREAS:  Pursuant  to  Section  4 of  the  INPUT,  Inc.  2009  Common  Stock 
Incentive  Plan  (the  “Plan”)  the  Board,  in  its  capacity  as  “Administrator”  under  the 
Plan,  is  authorized  to  grant  stock  options  under  the  Plan  and  to  determine  the 
persons  to  whom  such  stock  options  shall  be  granted  and  the  terms  and  conditions 
of  such  stock  options;  and 

WHEREAS:  The  Board  now  finds  it  desirable  to  grant  stock  option  awards  to 
certain  individuals  under  the  Plan. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all 
relevant  factors,  including,  without  limitation,  the  value  of  the  Corporation’s 
assets,  the  present  value  of  the  Corporation’s  estimated  future  cash  flows,  the 
value  of  comparable  companies  and  other  factors  the  Board  deems  relevant, 
including  the  earnings  history,  book  value  and  prospects  of  the  Corporation  in 
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light  of  market  conditions  generally  and  the  Reznick  Group,  P.C.  valuation 
analysis  pursuant  to  which  the  fair  market  value  of  the  Common  Stock,  as  of 
December  31,  2008,  was  valued  at  $1.00  per  share,  that  the  fair  market  value  of 
the  Common  Stock  as  of  the  date  hereof  is  $ 1 .00  per  share; 

RESOLVED,  FURTHER:  That  in  recognition  of  the  contributions  to  the 
operating  progress  and  earning  power  ot  the  Corporation,  and  as  an  incentive  to 
contribute  to  the  future  growth  and  success  of  the  Corporation,  each  individual 
identified  on  Exhibit  D attached  hereto  (each,  a "Grantee")  is  hereby  granted  a 
stock  option  to  purchase  that  number  of  shares  of  the  Corporation’s  Common 
Stock  identified  on  Exhibit  D opposite  such  Grantee’s  name,  subject  to  the  terms 
and  conditions  set  forth  in  such  exhibit  and  in  the  Corporation’s  standard  form  of 
stock  option  grant  agreement  (the  "Option  Agreement"),  and  having  a purchase 
price  of  $1.00  per  share; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the 
Corporation,  acting  for  and  on  behalf  of,  and  in  the  name  of,  the  Corporation, 
shall  be,  and  hereby  are,  authorized,  empowered  and  directed  to  enter  into  and 
execute  an  Option  Agreement  with  each  Grantee,  with  such  terms  and  provisions 
therein  as  the  officer  or  officers  executing  the  same  shall  determine,  in  their 
discretion,  consistent  with  the  terms  and  provisions  of  the  Plan  and  on  the  terms 
set  forth  above,  and  shall  approve  (such  approval  to  be  conclusively  evidenced  by 
such  execution),  a copy  of  such  Option  Agreement  as  executed  to  be  inserted  in 
the  appropriate  records  of  the  Corporation;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions 
contemplated  thereby,  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all 
respects. 

Mr.  Gates  then  gave  a report  on  general  legal  matters,  including  a review  of  the 
Corporation’s  licensing  practices.  Questions  were  asked  and  answered  and  a discussion  ensued. 

The  Chairman  then  reported  on  the  Corporation’s  review  and  consideration  of  certain 
potential  strategic  transactions.  The  Board  discussed  the  merits  of  exploring  such  transactions, 
questions  were  asked  and  answered  and  a discussion  ensued. 

Following  this  discussion,  at  approximately  1 1:20  a.m.,  Mr.  Laird  exited  the  Meeting. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  of  the 
Corporation’s  potential  engagement  of  Mr.  Laird  to  assist  the  Corporation  with  its  review  and 
consideration  of  certain  potential  strategic  transactions.  Questions  were  asked  and  answered  and 
a discussion  ensued. 
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Following  this  discussion,  at  approximately  1 1 :30  a.m.,  Mr.  Laird  returned  to  the 
Meeting.  A general  discussion  then  ensued  regarding  the  proposed  agenda  for  the  Board’s  next 
meeting. 

There  being  no  further  business  to  come  before  the  Board,  the  Meeting  was  adjourned  at 
approximately  1 1 :35  a.m. 


Peter  Cunningham 
Chairman  of  the  Meeting 


Patricia  Cunningham 
Secretary  of  the  Meeting 
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INPUT  INC.  BOARD  OF  DIRECTORS 
JANUARY  2010  MEETING  SCHEDULE 


TUE  19' 

h January: 

6:30  p.m. 

Board  of  Directors’  Dinner  - Location  TBD 

Wed  20th  January: 

9:30  a.m. 

Meeting  No.  1 . - MoFo  Offices 

12:30  p.m. 

Lunch 

1:30  p.m. 

Meeting  No.  2. 

4:00  p.m. 

Staff  2010  Kick-Off  Meeting  - Hyatt,  Reston 

6:30  p.m. 

Executive  Team  & Board  Dinner  - Location  TBD 

Thu  21st 

January: 

8:30  a.m. 

Meeting  No.  3.  - MoFo  Offices 

1 1 :00  a.m. 

Board  Of  Directors’  Meeting 

1:00  p.m. 

Lunch 

2:30  p.m. 

Possible  Meeting  No.  4. 

Hotel  for  Out  of  Town  Attendees  - Ritz  Carlton,  Tysons  Corner 

Meeting  Location:  Morrison  & Foerster  LLP 

Suite  400,  1650  Tysons  Boulevard 
McLean,  VA  22101 
(703) 760-7733 

www.mofo.com  (on-line  directions) 
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BOARD  OF  DIRECTORS  MEETING 
JANUARY  21st,  2010 
AGENDA 

1 1 :00  Introduction  and  Minutes  of  previous  meeting  held  on  December  1 7th, 

2009. 

1 1 .05  Financial  Review:  (Kevin  Gates  to  attend) 

- 2009  Results 
-2010  Plan 

1 1 :30  Compensation  Committee  Report: 

- 2009  Bonus  Plan  Awards 

11:45  HR: 

- Stock  Issues,  Price,  Awards  and  Repurchases 

12:00  Capital  Event  Status 

12:15  Other  Business: 

- Approval  of  Extension  of  Cunningham  Trust  Loan 

12:30  Close 


The  next  B of  D Meeting  will  be  held  on  April  15'h,  2010  (Jupiter  Meeting) 


L-BOD  Jan  21  2010  Board  Notice  010610  PEC.docx 


c 


Page  2 of  2 


INPUT 


11720  Plaza  America  Drive,  Suite  1200 
Reston,  Virginia  20190 
Tel:  (703)  707-3500 
Fax:  (703)  707-6201 
www.input.com 


NOTICE  OF  BOARD  OF  DIRECTORS  MEETING 
INPUT  INC.  (Delaware) 


January  8th,  2010 

Peter  A.  Cunningham,  Director/Chairman 

Patricia  Cunningham  Director  and  Corporate  Secretary 

Timothy  P.  Dowd,  Director,  President  and  CEO 

Thomas  Hewitt,  Director 

Maryann  Hirsch,  Director 

Jed  Laird,  Director 

Rachel  Parrinello,  Director 

A meeting  of  the  Board  of  Directors  of  INPUT  INC.,  A Delaware  Corporation,  will  be  held 
Thursday,  January  21st,  2010  at  11 :00  a.m.  at  the  offices  of  Morrison  &Foerster  LLP,  Suite  400, 
1650  Tysons  Boulevard,  McLean,  Virginia  22102. 

Please  find  enclosed: 

Agenda  - attached  on  page  2 of  this  Notice. 

Minutes  of  the  previous  meeting  held  on  December  17th,  2009  for  approval. 

The  Financial  and  Performance  Reports  for  the  year  ending  December  3 1st,  2009  will  follow. 
Please  inform  me  if  there  are  any  changes  you  wish  made  to  the  Agenda  as  soon  as  possible. 
Yours  sincerely, 


Patricia  Cunningham 
Secretary 

Cc:  Kevin  Gates,  Tom  Knox,  William  Schuerman 


L-BOD  Jan  21  2010  Board  Notice  010610  PEC.docx 


Page  1 of 2 


9 


INPUT,  INC. 

Board  of  Directors  Meeting 
January  21, 2010 
Proposed  Resolutions 

1.  Approval  of  Minutes  of  December  17.  2009  Meeting 

RESOLVED:  That  the  minutes  of  the  meeting  of  the  Board  held  on  December  1 7,  2009, 
copies  of  which  have  been  previously  distributed  to  and  reviewed  by  the  Board,  be,  and 
hereby  are,  approved,  and  that  the  Secretary  of  the  Corporation  be,  and  hereby  is,  directed 
to  file  such  minutes  in  the  Minute  Book  of  the  Corporation. 

-oOo- 


va-29 1 544 


INPUT,  INC. 

Board  of  Directors  Meeting 
January  21, 2010 
Proposed  Resolutions 


2.  Stock  Option  Grants  at  $1.00  per  Share 

WHEREAS:  Pursuant  to  Section  4 of  the  INPUT,  Inc.  2009  Common  Stock  Incentive 
Plan  (the  “Plan”)  the  Board,  in  its  capacity  as  ‘Administrator’  under  the  Plan,  is 
authorized  to  grant  stock  options  under  the  Plan  and  to  determine  the  persons  to  whom 
such  stock  options  shall  be  granted  and  the  terms  and  conditions  of  such  stock  options; 
and 

WHEREAS:  The  Board  now  finds  it  desirable  to  grant  stock  option  awards  to  certain 
individuals  under  the  Plan. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all  relevant 
factors,  including,  without  limitation,  the  value  of  the  Corporation’s  assets,  the  present 
value  of  the  Corporation’s  estimated  future  cash  flows,  the  value  of  comparable 
companies  and  other  factors  the  Board  deems  relevant,  including  the  earnings  history, 
book  value  and  prospects  of  the  Corporation  in  light  of  market  conditions  generally  and 
the  Reznick  Group,  P.C.  valuation  analysis  pursuant  to  which  the  fair  market  value  of  the 
Common  Stock,  as  of  December  31,  2008,  was  valued  at  $1.00  per  share,  that  the  fair 
market  value  of  the  Common  Stock  as  of  the  date  hereof  is  $ 1 .00  per  share; 

RESOLVED,  FURTHER:  That  in  recognition  of  the  contributions  to  the  operating 
progress  and  earning  power  of  the  Corporation,  and  as  an  incentive  to  contribute  to  the 
future  growth  and  success  of  the  Corporation,  each  individual  identified  on  Exhibit  A 
attached  hereto  (each,  a “Grantee”)  is  hereby  granted  a stock  option  to  purchase  that 
number  of  shares  of  the  Corporation’s  Common  Stock  identified  on  Exhibit  A opposite 
such  Grantee’s  name,  subject  to  the  terms  and  conditions  set  forth  in  such  exhibit  and  in 
the  Corporation’s  standard  form  of  stock  option  grant  agreement  (the  “Option 
Agreement”),  and  having  a purchase  price  of  $ l .00  per  share; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation, 
acting  for  and  on  behalf  of,  and  in  the  name  of,  the  Corporation,  shall  be,  and  hereby  are, 
authorized,  empowered  and  directed  to  enter  into  and  execute  an  Option  Agreement  with 
each  Grantee,  with  such  terms  and  provisions  therein  as  the  officer  or  officers  executing 
the  same  shall  determine,  in  their  discretion,  consistent  with  the  terms  and  provisions  of 
the  Plan  and  on  the  terms  set  forth  above,  and  shall  approve  (such  approval  to  be 
conclusively  evidenced  by  such  execution),  a copy  of  such  Option  Agreement  as 
executed  to  be  inserted  in  the  appropriate  records  of  the  Corporation;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 

Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions  contemplated 
thereby  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all  respects. 

-oOo- 
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INPUT,  INC. 

Board  of  Directors  Meeting 
January  21, 2010 
Proposed  Resolutions 

V 

3.  Consulting  Agreement  and  Stock  Option  Grant  to  J.  Laird 

WHEREAS:  The  Board  desires  to  engage  Jed  Laird,  a director  of  the  Corporation,  as  a 
consultant  to  the  Corporation  to  provide  financial  and  general  business  advice  and 
assistance  in  connection  with  a potential  sale  of  the  Corporation;  and 

WHEREAS:  The  Board  desires  to  grant  a stock  option  award  to  Mr.  Laird  in 

compensation  for  his  services  as  a consultant. 


NOW,  THEREFORE,  BE  IT 


RESOLVED:  That  the  Board  hereby  approves,  adopts  and  authorizes  the  engagement  of 
Mr.  Laird  to  provide  such  consulting  services,  subject  to  the  terms  and  conditions  set 
forth  in  a consulting  agreement  between  the  Corporation  and  Mr.  Laird  (the  “Laird 
Consulting  Agreement’!,  substantially  in  the  form  attached  hereto  as  Exhibit  B.  a copy 
of  which  was  provided  to  the  Board  prior  to  the  Meeting; 


RESOLVED,  FURTHER:  That  in  consideration  of  the  services  to  be  performed  by 
Mr.  Laird  pursuant  to  the  Consulting  Agreement,  Mr.  Laird  is  hereby  granted  a stock 
option  to  purchase  up  to  One  Hundred  Twenty-Five  Thousand  (125,000)  shares  of  the 
Corporation’s  Common  Stock  at  a purchase  price  of  $0.01  per  share,  subject  to  the  terms 
and  conditions  set  forth  in  a stock  option  award  agreement  (the  “Laird  Option 
Agreement”),  substantially  in  the  form  attached  hereto  as  Exhibit  C.  a copy  of  which  was 
provided  to  the  Board  prior  to  the  Meeting; 


RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation, 
acting  for  and  on  behalf  of,  and  in  the  name  of,  the  Corporation,  shall  be,  and  hereby  are, 
authorized,  empowered  and  directed  to  enter  into  and  execute  the  Laird  Consulting 
Agreement  and  the  Laird  Option  Agreement  with  Mr.  Laird,  a copy  of  each  such 
agreement  as  executed  to  be  inserted  in  the  appropriate  records  of  the  Corporation; 

RESOLVED,  FURTHER:  That  the  material  facts  as  to  Mr.  Laird’s  interest  in  the 
transactions  described  in  the  foregoing  resolutions  and  as  to  the  Laird  Consulting 
Agreement  and  the  Laird  Option  Agreement  have  been  disclosed  or  are  known  to  the 
directors  (including  all  directors  who  are  not  interested  persons);  and 


RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 

Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions  contemplated 
thereby  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all  respects. 


-oOo- 
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Board  of  Directors  Meeting 
January  21, 2010 
Proposed  Resolutions 


4.  Amendment  and  Restatement  of  Promissory  Notes 

WHEREAS:  The  Board  previously  approved  a loan  by  the  Corporation  to  The  Peter  A. 
and  Patricia  Cunningham  1995  Irrevocable  Trust  No.  2 (the  "Trust”)  in  the  principal 
amount  of  $47,417.50  pursuant  to  that  certain  promissory  note  issued  by  the  Trust  to  the 
Corporation,  dated  November  30,  2003,  as  amended  and  restated  by  the  Board  effective 
as  of  January  1 , 2007  (the  “2003  Note”); 

WHEREAS:  The  Board  previously  approved  a loan  by  the  Corporation  to  the  Trust  in 
the  principal  amount  of  $47,417.50  pursuant  to  that  certain  promissory  note  issued  by  the 
Trust  to  the  Corporation,  dated  August  14,  2004,  as  amended  and  restated  by  the  Board 
effective  as  of  January  1 , 2007  (the  "2004  Note”); 

WHEREAS:  The  Board  previously  approved  a loan  by  the  Corporation  to  the  Trust  in 
the  principal  amount  of  $47,417.50  pursuant  to  that  certain  promissory  note  issued  by  the 
Trust  to  the  Corporation,  dated  August  14,  2005,  as  amended  and  restated  by  the  Board 
effective  as  of  January  1 , 2007  (the  "2005  Note”); 

WHEREAS:  The  Corporation  now  desires  to  extend  the  maturity  date  of  the  2003  Note, 
the  2004  Note  and  the  2005  Note  so  that  each  note  becomes  due  and  payable  on 
January  15,  201 1,  and  to  make  certain  other  amendments  thereto;  and 

WHEREAS:  The  Board  has  determined  that  it  is  in  the  best  interest  of  the  Corporation 
to  amend  and  restate  the  2003  Note,  the  2004  Note  and  the  2005  Note  with  the  second 
amended  and  restated  promissory  notes  attached  hereto  as  Exhibit  D,  Exhibit  E and 
Exhibit  F,  respectively. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  approves  an  extension  of  the  maturity  date  of  the 
2003  Note,  the  2004  Note  and  the  2005  Note,  so  that  each  note  becomes  due  and  payable 
on  January  15,  201 1,  and  approves  the  other  amendments  thereto; 

RESOLVED,  FURTHER:  That  the  second  amended  and  restated  promissory  notes 
attached  hereto  as  Exhibit  D.  Exhibit  E and  Exhibit  F,  which  amend  and  restate  the 
2003  Note,  the  2004  Note  and  the  2005  Note,  respectively,  are  hereby  approved; 

RESOLVED,  FURTHER:  That  the  officers  of  the  Corporation  and  each  of  them  acting 
singly  be,  and  hereby  are,  authorized,  empowered  and  directed  to  take  any  and  all  actions 
and  to  execute,  deliver  and  file  any  and  all  agreements,  instruments  and  documents  as  the 
officer  or  officers  so  acting  shall  determine  to  be  necessary  or  appropriate  to  consummate 
the  transactions  contemplated  by  the  foregoing  resolutions,  the  taking  of  such  actions  to 
be  conclusive  evidence  that  the  same  was  deemed  to  be  necessary  or  appropriate  and  was 
authorized  hereby; 

RESOLVED,  FURTHER:  That  the  material  facts  as  to  the  interest  of  Peter  A. 

Cunningham,  a director  of  the  Corporation,  and  Patricia  Cunningham,  an  officer  of  the 
Corporation,  in  the  transactions  described  in  the  foregoing  resolutions  have  been 
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Board  of  Directors  Meeting 
January  21, 2010 
Proposed  Resolutions 


disclosed  or  are  known  to  the  directors  (including  all  directors  who  are  not  interested 
persons);  and 

RESOLVED,  FURTHER:  That,  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  transactions  contemplated  by  the  foregoing  resolutions 
are  hereby  ratified,  confirmed,  approved  and  adopted  in  all  respects. 

-0O0- 
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Board  of  Directors  Meeting 
January  21, 2010 
Proposed  Resolutions 


Exhibit  A 

Stock  Option  Grants 


Grantee  Name 

ISO/NQSO 

Number  of  Shares 

Vesting 

Total: 
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W 

Exhibit  B 


Laird  Consulting  Agreement 
(see  attached) 
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CONSULTING  AGREEMENT 

THIS  CONSULTING  AGREEMENT  (this  "Agreement”)  is  made  as  of  January 
2010  (the  "Effective  Date”),  by  and  between  (i)  INPUT,  Inc.,  a Delaware  corporation  (the 
•■Company”),  and  (ii)  Jed  Laird  ("Consultant”). 

WHEREAS,  Consultant  currently  serves  as  a director  of  the  Company; 

WHEREAS,  in  addition  to  the  duties  currently  performed  by  Consultant  in  his  capacity 
as  a director  of  the  Company,  the  Company  desires  to  engage  Consultant  to  perform  certain  other 
duties  set  forth  herein; 

WHEREAS,  Consultant  desires  to  be  so  engaged  by  the  Company;  and 

WHEREAS,  the  Company  and  Consultant  desire  to  set  forth  in  writing  the  terms  and 
conditions  of  their  agreements  and  understandings. 

NOW,  THEREFORE,  in  consideration  of  the  foregoing,  of  the  mutual  promises  herein 
contained,  and  of  other  good  and  valuable  consideration,  the  receipt  and  sufficiency  of  which  are 
hereby  acknowledged,  the  parties  hereto,  intending  legally  to  be  bound,  hereby  agree  as  follows: 

A.  Consulting  Relationship. 

1 . Duties  of  Consultant.  Consultant  shall  undertake  and  assume  the 
responsibility  of  performing  for  and  on  behalf  of  the  Company  the  duties  described  in 
Attachment  A attached  hereto  and  made  a part  hereof.  Consultant  covenants  and  agrees  that,  at 
all  times  during  the  Term  (as  defined  in  Section  A. 3),  Consultant  shall  devote  such  amount  of 
Consultant’s  time  as  shall  be  required  for  Consultant  to  perform  promptly,  efficiently  and 
professionally  the  duties  assigned  to  Consultant  by  the  Company  hereunder.  Notwithstanding 
any  other  provision  of  this  Agreement,  Consultant  understands  and  agrees  that  nothing  contained 
herein  shall  require  the  Company  to  engage  Consultant  for  a minimum  number  of  hours  or  be 
deemed  to  be  a guarantee  to  Consultant  of  a minimum  number  of  hours  of  engagement  by  the 
Company.  Consultant  covenants  and  agrees  that  Consultant  shall  not,  directly  or  indirectly, 
engage  or  participate  in  any  activities  at  any  time  during  the  Term  in  conflict  with  the  best 
interests  of  the  Company. 

2.  Responsibilities  as  a Director.  This  Agreement  shall  not  in  any  way  affect 
Consultant's  duties,  responsibilities  and  obligations  as  a director  of  the  Company. 

3.  Term  of  Engagement.  The  term  of  Consultant’s  engagement  hereunder 
(the  "Term”)  shall  commence  as  of  the  Effective  Date  and  shall  continue  for  the  period  set  forth 
on  Attachment  A hereto. 

4.  Supervision  of  Consultant’s  Services.  Consultant  will  be  required  to 
report  to  the  Company’s  Chairman  of  the  Board  concerning  Consultant’s  duties  under  this 
Agreement.  The  nature  and  frequency  of  these  reports  will  be  left  to  the  reasonable  discretion  of 
the  Company’s  Chairman  of  the  Board. 
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B.  Compensation.  As  and  for  compensation  for  the  services  to  be  rendered  to  or  on 
behalf  of  the  Company  by  Consultant  hereunder,  and  subject  to  compliance  by  Consultant  with 
all  of  Consultant’s  representations,  covenants  and  agreements  set  forth  in  this  Agreement,  the 
Company  shall  pay  Consultant  the  compensation  specified  in  Attachment  A hereto.  During  the 
Term,  the  Company  shall  not  be  obligated,  under  any  circumstances,  to  pay  for,  or  keep  in  effect, 
any  hospitalization,  health,  life  or  other  insurance  for  the  benefit  of  Consultant. 

C.  Confidentiality  of  Information/Trade  Secrets. 

1 • Confidential  Information.  In  order  that  Consultant  may  perform  his  duties 
to  the  Company,  it  is  anticipated  that  the  Company  will  disclose  to  Consultant,  or  that  Consultant 
may  otherwise  learn  during  the  course  of  his  engagement  by  the  Company,  certain  Confidential 
Information  (as  defined  herein)  relating  to  the  past,  present  or  future  research,  marketing, 
development  or  business  activities  of  the  Company  or  its  affiliates.  “Confidential  Information” 
shall  include  all  information  (whether  oral,  written  or  electronic)  which  is  confidential  or 
proprietary  in  nature,  including,  without  limitation,  trade  secrets,  software,  source  and  object 
codes,  algorithms,  technical  information,  inventions,  ideas,  research,  know-how,  processes, 
formulas,  data,  techniques,  programs,  business  plans  and  strategies,  sales  and  marketing  plans 
and  strategies,  customer  lists,  buying  habits  or  practices  of  customers,  competitive  information, 
product  plans  and  strategies,  pricing  and  cost  information,  subscription  renewal  information, 
budgets  and  unpublished  financial  information,  and  confidential  personnel  information  including 
employee  lists  and  skills.  "Confidential  Information”  shall  not  include  any  information  which  (i) 
was  lawfully  known  by  Consultant  prior  to  the  commencement  of  Consultant’s  service  as  a 
director  of  the  Company  and  with  respect  to  which  Consultant  does  not  have  an  obligation  of 
confidentiality,  (ii)  is  publicly  disclosed  by  law  or  in  response  to  an  order  of  a court  or 
governmental  agency,  (iii)  becomes  publicly  available  through  no  fault  of  Consultant,  or  (iv)  has 
been  published  in  a form  generally  available  to  the  public  prior  to  the  date  upon  which 
Consultant  proposes  to  disclose  such  information. 

2.  Confidentiality  Obligation.  Consultant  specifically  agrees  that  he  will  not 
at  any  time,  whether  during  or  subsequent  to  the  Term,  in  any  fashion,  form  or  manner,  unless 
specifically  consented  to  in  writing  by  the  Company,  either  directly  or  indirectly,  (i)  use  any 
Confidential  Information  of  the  Company  or  its  affiliates  for  any  purpose  other  than  the 
performance  of  Consultant’s  duties  to  the  Company  or  (ii)  divulge,  disclose  or  communicate  any 
Confidential  Information  of  the  Company  or  its  affiliates  to  any  person,  firm,  corporation  or 
other  entity  other  than  to  employees  or  independent  contractors  of  the  Company  with  a need  to 
know  such  information  in  order  to  perform  their  duties  to  the  Company.  Any  breach  of  this 
Section  C is  a material  breach  of  this  Agreement. 

3.  Materials.  All  equipment,  notebooks,  documents,  memoranda,  reports, 
files,  diaries,  notes,  business  cards,  samples,  books,  correspondence,  lists,  or  other  written, 
graphic,  electronic  or  computer  database  records,  and  the  like,  affecting  or  relating  to  the 
business  of  the  Company  or  its  affiliates,  which  Consultant  shall  prepare,  use,  construct,  observe, 
possess  or  control,  shall  be  and  remain  the  Company’s  sole  property. 

4.  Duties  upon  Termination.  In  the  event  of  termination  of  Consultant's 
engagement  with  the  Company  under  this  Agreement,  or  earlier  upon  the  Company’s  request. 
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Consultant  agrees  to  deliver  promptly  to  the  Company  all  equipment,  notebooks,  documents, 
memoranda,  reports,  tiles,  diaries,  notes,  business  cards,  samples,  books,  correspondence,  lists  or 
other  written,  graphic,  electronic  or  computer  database  records,  and  the  like,  relating  to  the 
business  of  the  Company  or  its  affiliates,  which  are  in  Consultant's  possession  or  under 
Consultant’s  control  and  not  to  retain  copies  of  all  or  parts  of  such  material. 

5.  Third-Party  Confidential  Information.  Consultant  understands  that  the 
Company  receives  information  from  third  parties  which  such  third  parties  consider  to  be  highly 
confidential  and  proprietary  ("Third-Party  Confidential  Information”),  and  on  condition  that  the 
Company  and  its  employees,  contractors  and  agents  maintain  such  Third-Party  Confidential 
Information  in  strictest  confidence.  During  the  Term  and  thereafter.  Consultant  agrees  to 
maintain  Third-Party  Confidential  Information  in  strictest  confidence,  and  to  use  or  disclose  such 
information  solely  within  the  Company's  organization,  and  solely  for  purposes  ot  Consultant’s 
work  on  behalf  of  the  Company. 

6.  Former  Employer’s  Confidential  Information.  Consultant  agrees  not  to 
use  or  disclose  any  Confidential  Information  of  any  employer  or  other  person  (other  than  the 
Company)  from  whom  Consultant  received  such  information  under  confidentiality  obligations. 
Consultant  will  not  bring  onto  the  Company's  premises  or  into  the  Company’s  organization  any 
documents  or  other  information  belonging  to  any  former  employer  or  other  person  (other  than 
the  Company)  to  whom  Consultant  owes  a duty  of  confidentiality. 

D.  Assignment  of  Inventions.  Consultant  shall  promptly  disclose  to  the  Company 
or  to  any  person  designated  by  the  Company  all  inventions,  processes,  discoveries,  technologies, 
trade  secrets,  source  or  object  codes,  know-how,  improvements,  designs,  ideas  and  suggestions, 
whether  patentable  or  not,  and  all  copyrightable  material  (hereinafter  collectively  called 
"Inventions  and  Ideas”)  made,  conceived  or  composed  by  Consultant,  jointly  or  solely,  in  the 
course  of  Consultant’s  engagement  by  the  Company  under  this  Agreement  or  which  relate  at  the 
time  of  conception  or  reduction  to  practice  ot  the  invention  to  the  Company  s business  or  actual 
or  demonstrably  anticipated  research  or  development.  Consultant  agrees  to  maintain  adequate 
records  of  any  Inventions  and  Ideas.  Consultant  hereby  assigns  to  the  Company  and  its 
successors  or  assigns  all  such  Inventions  and  Ideas,  and  the  same  shall  become  and  remain  the 
exclusive  property  of  the  Company  and  its  successors  or  assigns,  whether  or  not  patent 
applications  or  copyright  registrations  are  filed  thereon.  Consultant  shall  provide  all  reasonable 
assistance  to  the  Company  in  connection  with  the  preparation  or  prosecution  of  any  such  patent 
application  or  copyright  registration.  Consultant  acknowledges  that  all  original  works  of 
authorship  which  Consultant  makes  within  the  scope  of  his  engagement  by  the  Company  under 
this  Agreement  and  which  are  protectable  by  copyright  are  "works  made  tor  hire  pursuant  to  the 
United  States  Copyright  Act  (17  U.S.C.  Section  101).  Consultant’s  obligations  under  this 
section  shall  survive  and  continue  after  the  termination  ot  Consultant  s engagement  by  the 
Company  under  this  Agreement  with  respect  to  Inventions  and  Ideas  made,  conceived  or 
composed  during  the  Term. 

E.  No  Conflicting  Obligations.  Consultant  hereby  represents  and  warrants  that  he 
is  not  subject  to  any  restrictions  which  would  prevent  him  from  entering  into  or  carrying  out  any 
of  the  provisions  of  this  Agreement. 
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F*  No  Other  Work.  During  the  Term,  Consultant  agrees  that  he  will  not  undertake 
planning  for  or  organization  of  any  business  activity  competitive  with  the  Company’s  business  or 
combine  or  collaborate  with  other  employees  or  representatives  of  the  Company  for  the  purpose 
of  organizing  any  such  competitive  business  activity. 

G.  Compliance  with  Laws.  Consultant  agrees  that  he  will,  at  all  times,  comply  with 
all  applicable  federal,  state,  local  and  international  laws  and  regulations. 

H.  No  Solicitation.  During  the  Term  and  for  a period  of  one  ( 1 ) year  thereafter. 
Consultant  shall  not,  directly  or  indirectly,  either  for  himself  or  for  any  other  individual  or  entity, 
divert,  take  away,  or  attempt  to  divert  or  take  away  (and,  after  termination  of  his  engagement  by 
the  Company  hereunder,  call  on,  solicit  or  attempt  to  call  on  or  solicit)  any  of  the  Company’s 
customers.  During  the  Term  and  for  a period  of  one  (1)  year  thereafter.  Consultant  agrees  that  he 
will  not,  directly  or  indirectly,  or  by  action  in  concert  with  others,  induce  or  influence  (or  seek  to 
induce  or  influence)  any  person  who  is  employed  or  engaged  (as  an  employee,  agent, 
independent  contractor  or  otherwise)  by  the  Company  to  terminate  or  diminish  his  or  her 
employment  or  engagement  by  the  Company. 

I.  Agreement  Not  to  Compete. 

1 • No  Services  to  Competitors.  Consultant  agrees  that,  during  the  Term  and 
for  a period  of  one  ( 1 ) year  thereafter.  Consultant  will  not,  directly  or  indirectly,  provide  services 
to  a competitor  of  the  Company  anywhere  within  the  State  of  Maryland,  the  District  of  Columbia 
or  the  Commonwealth  of  Virginia,  or  in  any  other  location  within  150  miles  of  Reston,  Virginia. 

2.  No  Ownership  of  Competitors.  Consultant  also  agrees  that  during  the 
Term  and  for  a period  of  one  (1)  year  thereafter.  Consultant  will  not,  directly  or  indirectly,  own, 
share  in  the  earnings  of,  or  invest  in  any  competitor  of  the  Company;  provided,  however,  that 
Consultant’s  ownership  of  less  than  5%  of  the  issued  and  outstanding  shares  of  stock  of  any 
entity  whose  stock  is  publicly  traded  on  a securities  exchange  shall  not  violate  this  Section  1.2,  so 
long  as  Consultant  has  no  right  to  participate  in  the  control  of  any  such  entity  other  than  by 
voting  his  shares  of  stock. 

3.  No  Unnecessary  Restrictions.  Consultant  agrees  that  the  provisions  of  this 
Section  I do  not  unnecessarily  restrict  Consultant's  ability  to  earn  a living. 

J.  Remedies.  Consultant  agrees  that  the  restrictions  contained  in  Sections  C,  F,  H 
and  I of  this  Agreement  are  necessary  for  the  protection  of  the  Company’s  business  and 
Confidential  Information  and  are  reasonable.  Consultant  agrees  that  any  violation  of  any  of 
Sections  C,  F,  H or  I by  Consultant  will  cause  irreparable  injury  to  the  Company,  and  that  the 
Company  will  have  no  adequate  remedy  at  law.  Consultant  agrees  that  the  Company  shall  have 
the  right  to  obtain  injunctive  relief  from  a court  of  competent  jurisdiction  to  restrain  any  breach 
or  threatened  breach  of  Sections  C,  F,  H or  I,  without  necessity  of  posting  a bond.  Further,  it  is 
the  intent  of  the  parties  to  enforce  the  provisions  of  Sections  C,  F,  FI  and  I to  the  fullest  extent  of 
the  law.  If  any  provision  of  Sections  C,  F,  H or  I is  found  to  be  overbroad,  it  is  the  parties’ 
intention  and  desire  that  any  overbroad  provisions  of  Sections  C,  F,  H or  I be  reformed  or 
stricken  so  that  Sections  C,  F,  H and  I may  be  enforced  to  the  fullest  extent  allowed  by  law. 
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K.  Notification  of  New  Employer.  Consultant  hereby  consents  to  the  Company’s 
notification  to  Consultant’s  future  employers  of  the  terms  and  conditions  of  this  Agreement. 


L.  Miscellaneous. 

1.  Reasonableness  of  Restrictions.  CONSULTANT  HAS  CAREFULLY 
READ  AND  CONSIDERED  THE  PROVISIONS  OF  SECTIONS  C THROUGH  K HEREOF 
INCLUSIVE  AND,  HAVING  DONE  SO,  AGREES  THAT  THE  RESTRICTIONS  SET 
FORTH  IN  SUCH  SECTIONS  ARE  FAIR  AND  REASONABLE  AND  ARE  REASONABLY 
REQUIRED  FOR  THE  PROTECTION  OF  THE  INTERESTS  OF  THE  CORPORATION  AND 
ITS  BUSINESS,  OFFICERS,  DIRECTORS  AND  EMPLOYEES.  Consultant  further  agrees  that 
the  restrictions  set  forth  in  this  Agreement  shall  not  impair  Consultant  s ability  to  secure 
engagement  or  employment  within  the  field  or  fields  of  Consultant  s choice,  including,  without 
limitation,  those  areas  in  which  Consultant  is,  is  to  be  or  has  been  engaged  by  the  Company. 

2.  Severability.  The  provisions  of  this  Agreement  shall  be  deemed  severable, 
and  the  invalidity  or  unenforceability  of  any  one  or  more  of  the  provisions  hereof  shall  not  affect 
the  validity  and  enforceability  of  the  other  provisions  hereof.  Consultant  agrees  that  the  breach 
or  alleged  breach  by  the  Company  of  (i)  any  covenant  contained  in  another  agreement  (if  any) 
between  the  Company  and  Consultant  or  (ii)  any  obligation  owed  to  Consultant  by  the  Company 
shall  not  affect  the  validity  or  enforceability  of  the  covenants  and  agreements  of  Consultant  set 
forth  herein. 


3.  No  Prior  Agreements.  Consultant  represents  that  Consultant’s 
performance  of  all  the  terms  of  this  Agreement  and  any  services  to  be  rendered  as  a consultant  to 
the  Company  do  not  and  shall  not  breach  any  fiduciary  or  other  duty  or  any  covenant,  agreement 
or  understanding  (including,  without  limitation,  any  agreement  relating  to  any  proprietary 
information,  knowledge  or  data  acquired  by  Consultant  in  confidence,  trust  or  otherwise  prior  to 
Consultant’s  engagement  by  the  Company)  to  which  Consultant  is  a party  or  by  the  terms  ot 
which  Consultant  may  be  bound.  Consultant  covenants  and  agrees  that  Consultant  shall  not 
disclose  to  the  Company,  or  induce  the  Company  to  use,  any  such  proprietary  information, 
knowledge  or  data  belonging  to  any  previous  employer  or  client  or  others.  Consultant  further 
covenants  and  agrees  not  to  enter  into  any  agreement  or  understanding,  either  written  or  oral,  in 
conflict  with  the  provisions  of  this  Agreement. 

4.  Independent  Contractor.  Consultant’s  relationship  with  the  Company 
under  this  Agreement  shall  be  that  of  an  independent  contractor  and  not  that  of  a co-venturer, 
agent,  employee  or  representative  ot  the  Company,  and  no  act,  action  or  omission  to  act  of 
Consultant  shall  in  any  way  be  binding  upon  or  obligate  the  Company.  Consultant  shall  serve 
only  as  a consultant  and  advisor  to  the  Company  under  this  Agreement  and  shall  not  have  any 
authority  in  any  other  capacity  under  this  Agreement,  except  as  specifically  stated  herein. 
Consultant  covenants  and  agrees  that  he  shall  not  represent  to  any  third  party  that  he  is  an  officer, 
agent  or  employee  of  the  Company.  No  change  in  Consultant’s  duties  as  a consultant  of  the 
Company  shall  result  in,  or  be  deemed  to  be,  a modification  of  the  terms  of  this  Agreement.  It  is 
understood  and  agreed  by  the  parties  hereto  that  Consultant  shall  not  be  treated  as  an  employee 
for  Federal,  state  and  local  tax  purposes.  Consultant  hereby  represents  and  warrants  to  the 
Company  that  Consultant  is  an  independent  contractor  for  Federal,  state  and  local  tax  purposes. 
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Further,  Consultant  hereby  covenants  and  agrees  to  pay  any  and  all  Federal,  state  and  local  taxes 
required  by  law  to  be  paid  by  an  independent  contractor,  including,  without  limitation,  any  taxes 
imposed  by  the  Self  Employment  Contribution  Act.  Consultant  hereby  agrees  to  indemnify  and 
hold  harmless  the  Company  against  any  liability  for  such  taxes,  including,  without  limitation, 
penalties  and  interest. 

5.  Burden  and  Benefit;  the  Company.  This  Agreement  shall  be  binding 
upon,  and  shall  inure  to  the  benefit  of,  the  Company  and  Consultant,  and  their  respective  heirs, 
personal  and  legal  representatives,  successors  and  assigns.  As  used  in  this  Agreement,  the  term 
"the  Company”  shall  also  include  any  corporation  or  entity  which  is  a parent,  subsidiary  or 
affiliate  of  the  Company.  Consultant  hereby  consents  to  the  enforcement  of  any  and  all  of  the 
provisions  of  this  Agreement  by  or  for  the  benefit  of  the  Company  and  any  such  other 
corporation  or  entity  as  to  any  Confidential  Information  or  Inventions  and  Ideas. 

6.  Governing  Law.  In  view  of  the  fact  that  the  principal  office  of  the 
Company  is  located  in  the  Commonwealth  of  Virginia,  it  is  understood  and  agreed  that  the 
construction  and  interpretation  of  this  Agreement  shall  at  all  times  and  in  all  respects  be 
governed  by  the  laws  of  the  Commonwealth  of  Virginia  without  giving  effect  to  any  choice  of 
law  rule  that  would  cause  the  application  of  the  laws  of  any  jurisdiction  other  than  the  internal 
laws  of  the  Commonwealth  of  Virginia  to  the  rights  and  duties  of  the  parties.  Any  legal  suit, 
action  or  proceeding  arising  out  of  or  relating  to  this  Agreement  will  be  commenced  in  a federal 
or  state  court  with  jurisdiction  over  the  County  of  Fairfax,  Virginia,  and  each  party  hereto 
irrevocably  submits  to  the  exclusive  jurisdiction  and  venue  of  any  such  court  (and  the  applicable 
appellate  courts)  in  any  such  suit,  action  or  proceeding. 

7.  Notices.  Any  notice  required  to  be  given  hereunder  shall  be  sufficient  if  in 
writing,  and  sent  by  courier  service  (with  proof  of  service),  facsimile  transmission,  hand  delivery 
or  certified  or  registered  mail  (return  receipt  requested,  first-class  postage  prepaid),  in  the  case  of 
Consultant,  to  Consultant’s  address  as  shown  below  his  signature  to  this  Agreement,  and,  in  the 
case  of  the  Company,  to  its  principal  office. 

8.  Entire  Agreement.  This  Agreement  and  the  Stock  Option  Award 
Agreement  (as  defined  in  Attachment  A)  contain  the  entire  agreement  and  understanding  by  and 
between  the  Company  and  Consultant  with  respect  to  the  subject  matter  hereof,  and  no 
representations,  promises,  agreements  or  understandings,  written  or  oral,  relating  to  the  subject 
matter  hereof  not  herein  contained  shall  be  of  any  force  or  effect.  No  change  or  modification 
hereof  shall  be  valid  or  binding  unless  the  same  is  in  writing  and  signed  by  the  party  intended  to 
be  bound.  No  waiver  of  any  provision  of  this  Agreement  shall  be  valid  unless  the  same  is  in 
writing  and  signed  by  the  party  against  whom  such  waiver  is  sought  to  be  enforced;  moreover, 
no  valid  waiver  of  any  provision  of  this  Agreement  at  any  time  shall  be  deemed  a waiver  of  any 
other  provision  of  this  Agreement  at  such  time  or  shall  be  deemed  a valid  waiver  of  such 
provision  at  any  other  time. 

9.  Survival.  Sections  C,  D,  H,  I,  J,  K and  L shall  survive  the  expiration  or 
termination  of  this  Agreement. 
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1 0.  Assignment.  Consultant  acknowledges  that  the  Company  has  entered  into 
this  Agreement  on  the  basis  of  the  particular  abilities  of  Consultant.  Accordingly,  Consultant 
shall  not,  and  shall  not  have  the  right  to,  assign,  sell,  transfer,  delegate  or  otherwise  dispose  of, 
whether  voluntarily  or  involuntarily,  by  operation  ot  law  or  otherwise,  this  Agreement  or  any  ot 
Consultant's  rights  or  obligations  under  this  Agreement  without  the  prior  written  consent  ot  the 

Company. 

11.  Advice  of  Counsel.  BY  EXECUTING  THIS  AGREEMENT,  EACH 
PARTY  ACKNOWLEDGES  THAT  SUCH  PARTY  HAS  HAD  THE  OPPORTUNITY  TO 
SEEK  THE  ADVICE  OF  INDEPENDENT  LEGAL  COUNSEL,  AND  HAS  READ  AND 
UNDERSTOOD  ALL  OF  THE  TERMS  AND  PROVISIONS  OF  THIS  AGREEMENT.  THIS 
AGREEMENT  SHALL  NOT  BE  CONSTRUED  AGAINST  ANY  PARTY  BY  REASON  OF 
THE  DRAFTING  OR  PREPARATION  HEREOF. 

1 2.  Headings.  The  headings  and  other  captions  in  this  Agreement  are  for 
convenience  of  reference  only  and  shall  not  be  used  in  interpreting,  construing  or  enforcing  any 
of  the  provisions  of  this  Agreement. 

13.  Counterparts.  This  Agreement  may  be  executed  in  one  or  more 
counterparts,  each  of  which  shall  be  deemed  an  original  and  all  of  which  shall  be  taken  together 
and  deemed  to  be  one  instrument. 


[Signature  Page(s)  Follows ] 
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IN  WITNESS  WHEREOF,  the  Company  and  Consultant  have  duly  executed  this 
Agreement  as  of  the  Effective  Date. 


THE  COMPANY: 

INPUT,  Inc.,  a Delaware  corporation 

By: 

Name: 

Title: 

CONSULTANT: 

Jed  Laird 


Address: 
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ATTACHMENT  A 


DUTIES.  TERM  AND  COMPENSATION 


1.  Duties. 

Consultant  shall  advise  the  Company  in  connection  with  a possible  Corporate  Transaction  (as 
defined  below).  Consultant  shall  provide  the  Company  with  financial  and  general  business 
advice  and  assistance  in  connection  with  the  Corporate  Transaction,  including  (i)  assisting  in  the 
development  of  a strategy  to  effectuate  the  Corporate  Transaction,  (ii)  assisting  in  the  preparation 
of  materials  describing  the  strategic  and  salient  attributes  of  the  Company,  (iii)  searching  for,  and 
reviewing  proposals  from,  financial  advisors  acceptable  to  the  Company,  (iv)  searching  for,  and 
reviewing  proposed  offers  from,  prospective  purchasers  acceptable  to  the  Company, 

(v)  attending  meetings  with  bankers  and  prospective  bankers  to  the  extent  the  Chairman  attends 
such  meetings,  and  (vi)  assisting  in  the  negotiation  of  the  financial  and  structural  aspects  of  the 
Corporate  Transaction. 

2.  Term. 

The  Term  of  this  Agreement  shall  initially  be  twelve  (12)  months  from  the  Effective  Date. 
Thereafter,  the  Term  shall  automatically  be  extended  on  a month-to-month  basis  unless 
otherwise  terminated  by  either  party  upon  thirty  (30)  days  written  notice  thereof. 

Notwithstanding  the  foregoing,  (i)  this  Agreement  shall  terminate  immediately  after  the 
consummation  of  a Corporate  Transaction,  and  (ii)  the  Company,  with  the  approval  of  the  Board 
of  Directors  of  the  Company  (the  “Board”),  may  terminate  this  Agreement  for  convenience  at 
any  time  upon  ten  (10)  days’  notice  to  Consultant. 

A “Corporate  Transaction”  means  any  of  the  following  transactions: 

(a)  a merger  or  consolidation  in  which  the  Company  is  not  the 
surviving  entity,  except  for  a transaction  the  principal  purpose  of  which  is  to 
change  the  state  in  which  the  Company  is  incorporated; 

(b)  the  sale,  transfer  or  other  disposition  of  all  or  substantially 
all  of  the  assets  of  the  Company; 

(c)  the  complete  liquidation  or  dissolution  of  the  Company; 

(d)  any  reverse  merger  or  series  of  related  transactions 
culminating  in  a reverse  merger  (including,  but  not  limited  to,  a tender  otfer 
followed  by  a reverse  merger)  in  which  the  Company  is  the  surviving  entity  but 
(A)  the  shares  of  Common  Stock  outstanding  immediately  prior  to  such  merger 
are  converted  or  exchanged  by  virtue  of  the  merger  into  other  property,  whether  in 
the  form  of  securities,  cash  or  otherwise,  or  (B)  in  which  securities  possessing 
more  than  fifty  percent  (50%)  of  the  total  combined  voting  power  of  the 
Company’s  outstanding  securities  are  transferred  to  a person  or  persons  different 
from  those  who  held  such  securities  immediately  prior  to  such  merger  or  the 
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initial  transaction  culminating  in  such  merger  but  excluding  any  such  transaction 
or  series  of  related  transactions  that  the  Board  determines  shall  not  be  a Corporate 
Transaction;  or 

(e)  acquisition  in  a single  or  series  of  related  transactions  by 
any  person  or  related  group  of  persons  (other  than  the  Company  or  by  a 
Company-sponsored  employee  benefit  plan)  of  beneficial  ownership  (within  the 
meaning  of  Rule  13d-3  of  the  Exchange  Act)  of  securities  possessing  more  than 
fifty  percent  (50%)  of  the  total  combined  voting  power  of  the  Company’s 
outstanding  securities  but  excluding  any  such  transaction  or  series  of  related 
transactions  that  the  Board  determines  shall  not  be  a Corporate  Transaction. 


3.  Compensation. 

As  compensation  for  Consultant’s  services  hereunder  during  the  Term,  the  Company  shall  grant 
Consultant  an  option  to  purchase  up  to  125,000  shares  of  common  stock,  par  value  $0.01  per 
share,  of  the  Company,  subject  to  the  terms  and  conditions  of  a stock  option  award  agreement  to 
be  entered  into  by  Consultant  and  the  Company  (the  “Stock  Option  Award  Agreement”).  The 
Stock  Option  Award  Agreement  shall  provide,  among  other  things,  that  the  options  will  vest  only 
upon  the  consummation  of  a Corporate  Transaction  within  one  (1)  year  after  the  effective  date 
thereof. 
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INPUT,  INC. 

Board  of  Directors  Meeting 
January  21, 2010 
Proposed  Resolutions 

W 

Exhibit  C 


Laird  Option  Agreement 
(see  attached) 
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MoFo  Draft  1/17/10 


INPUT,  INC. 

NOTICE  OF  STOCK  OPTION  AWARD 

Grantee's  Name  and  Address:  Jed  Laird 


You  (the  “Grantee")  have  been  granted  an  option  to  purchase  shares  of  Common  Stock, 
subject  to  the  terms  and  conditions  of  this  Notice  of  Stock  Option  Award  (the  “Notice”)  and  the 
Stock  Option  Award  Agreement  (the  “Option  Agreement”)  attached  hereto,  as  follows.  Unless 
otherwise  defined  herein,  the  terms  defined  in  the  Option  Agreement  shall  have  the  same  defined 
meanings  in  this  Notice. 

Date  of  Award  January , 20 1 0 

Exercise  Price  per  Share  $0.01 

Total  Number  of  Shares  Subject 

to  the  Option  (the  “Shares”)  1 25,000 

Total  Exercise  Price  $1,250.00 

Type  of  Option  Non-Qualified  Stock  Option 

Expiration  Date  January , 20 1 1 


Vesting  Schedule: 

Subject  to  the  Grantee’s  Continuous  Service  as  a Consultant  to  the  Company  pursuant  to 

the  Consulting  Agreement,  dated  as  of  January , 2010,  between  the  Grantee  and  the 

Company  (the  “Consulting  Agreement”)  through  the  date  of  a Corporate  Transaction  and  other 
limitations  set  forth  in  this  Notice  and  the  Option  Agreement,  the  Option  will  become  vested,  in 
whole  or  in  part,  in  accordance  with  the  following  schedule  based  on  the  Enterprise  Value  as 
determined  in  connection  with  a Corporate  Transaction: 

In  the  event  that  the  Enterprise  Value  in  connection  with  a Corporate  Transaction  is  less 
than  $50,000,000,  the  Option  will  vest  with  respect  to  50,000  Shares. 

In  the  event  that  the  Enterprise  Value  in  connection  with  a Corporate  Transaction  is 
$50,000,000  or  greater,  the  Option  will  vest  with  respect  to  an  additional  25,000  Shares. 

In  the  event  that  the  Enterprise  Value  in  connection  with  a Corporate  Transaction  is 
substantially  (as  determined  by  the  Board  in  its  sole  discretion)  in  excess  of  $50,000,000,  then 
the  Board  may  determine,  in  its  sole  discretion,  that  the  Option  will  vest  with  respect  to  up  to  an 
additional  50,000  Shares  (the  number  of  such  Shares  to  be  determined  by  the  Board  in  its  sole 
discretion). 
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Exercise  Schedule: 

To  the  extent  vested  and  not  forfeited  under  the  terms  ot  the  Option  Agreement,  the 
Grantee  hereby  irrevocably  elects  to  exercise  the  Option  covered  by  this  Notice  (the  Exercise 
Period”)  immediately  prior  to  the  consummation  of  a Corporate  Transaction  which  also 
constitutes  a “change  in  the  ownership  or  effective  control,  or  in  the  ownership  ot  a substantial 
portion  of  the  assets”  (within  the  meaning  of  Code  Section  409A)  ot  the  Company.  The  Grantee 
may  exercise  the  Option,  to  the  extent  vested,  no  earlier  than  immediately  prior  to  the  effective 
date  of  such  Corporate  Transaction.  After  the  earlier  of  the  Expiration  Date  or  the  termination  ot 
the  Grantee’s  Continuous  Service  as  a Consultant  pursuant  to  the  Consulting  Agreement,  the 
Option  shall  be  of  no  further  force  or  effect  and  may  not  be  exercised. 

IN  WITNESS  WHEREOF,  the  Company  and  the  Grantee  have  executed  this  Notice  and 
agree  that  the  Option  is  to  be  governed  by  the  terms  and  conditions  ot  this  Notice  and  the  Option 
Agreement. 


INPUT,  Inc., 
a Delaware  corporation 


By: 

Title:  

THE  GRANTEE  ACKNOWLEDGES  AND  AGREES  THAT  THE  SHARES  SUBJECT  TO 
THE  OPTION  SHALL  VEST,  IF  AT  ALL,  ONLY  DURING  THE  PERIOD  OF  THE 
GRANTEE’S  CONTINUOUS  SERVICE  AS  A CONSULTANT  PURSUANT  TO  THE 
CONSULTING  AGREEMENT  (NOT  THROUGH  THE  ACT  OF  BEING  ENGAGED,  BEING 
GRANTED  THE  OPTION  OR  ACQUIRING  SHARES  HEREUNDER).  THE  GRANTEE 
FURTHER  ACKNOWLEDGES  AND  AGREES  THAT  NOTHING  IN  THIS  NOTICE  OR  THE 
OPTION  AGREEMENT  SHALL  CONFER  UPON  THE  GRANTEE  ANY  RIGHT  WITH 
RESPECT  TO  FUTURE  AWARDS  OR  CONTINUATION  OF  THE  GRANTEE’S 
CONTINUOUS  SERVICE,  NOR  SHALL  IT  INTERFERE  IN  ANY  WAY  WITH  THE 
GRANTEE’S  RIGHT  OR  THE  RIGHT  OF  THE  COMPANY  OR  RELATED  ENTITY  TO 
WHICH  THE  GRANTEE  PROVIDES  SERVICES  TO  TERMINATE  THE  GRANTEE’S 
CONTINUOUS  SERVICE,  WITH  OR  WITHOUT  CAUSE,  AND  WITH  OR  WITHOUT 
NOTICE  THE  GRANTEE  ACKNOWLEDGES  THAT  UNLESS  THE  GRANTEE  HAS  A 
WRITTEN  EMPLOYMENT  AGREEMENT  WITH  THE  COMPANY  TO  THE  CONTRARY, 
THE  GRANTEE’S  STATUS  IS  AT  WILL. 

The  Grantee  acknowledges  receipt  of  a copy  of  the  Option  Agreement,  and  represents 
that  he  or  she  is  familiar  with  the  terms  and  provisions  thereof,  and  hereby  accepts  the  Option 
subject  to  all  of  the  terms  and  provisions  hereof  and  thereof.  The  Grantee  has  reviewed  this 
Notice  and  the  Option  Agreement  in  their  entirety,  has  had  an  opportunity  to  obtain  the  advice  of 
counsel  prior  to  executing  this  Notice,  and  fully  understands  all  provisions  of  this  Notice  and  the 
Option  Agreement.  The  Grantee  hereby  agrees  that  all  questions  of  interpretation  and 
administration  relating  to  this  Notice  and  the  Option  Agreement  shall  be  resolved  by  the  Board 
in  accordance  with  Section  16  of  the  Option  Agreement.  The  Grantee  further  agrees  to  the  venue 
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selection  in  accordance  with  Section  1 7 of  the  Option  Agreement.  The  Grantee  further  agrees  to 
notify  the  Company  upon  any  change  in  the  residence  address  indicated  in  this  Notice. 

The  Grantee  further  acknowledges  that,  notwithstanding  the  Company’s  intent  to  comply 
with  Code  Section  409A,  there  can  be  no  guarantee  that  the  Internal  Revenue  Service  will  agree. 
The  Grantee  acknowledges  the  potential  application  of  Code  Section  409A  to  the  Option  and  the 
other  tax  consequences  to  the  Grantee  of  the  issuance,  vesting,  ownership,  modification, 
adjustment,  exercise  and  disposition  of  the  Option  or  the  underlying  Shares,  and  agrees  to  hold 
the  Company  and  any  Related  Entity  harmless  from  any  adverse  consequences  arising  under  the 
Code  with  respect  to  the  Option,  including  without  limitation  the  application  of  Code  Section 
409A  or  any  withholding  or  other  tax  obligations  of  the  Company  or  any  Related  Entity  with 
respect  to  the  Option,  whether  resulting  from  any  action  or  inaction  or  omission  of  the  Company 
or  a Related  Entity  pursuant  to  the  Option  or  otherwise.  The  Grantee  also  acknowledges  that  the 
Grantee  has  been  encouraged  to  consult  with  his  or  her  own  tax  advisor  regarding  the  potential 
impact  of  Code  Section  409 A. 


Dated: 


Signed: 


Grantee 
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INPUT,  INC. 

STOCK  OPTION  AWARD  AGREEMENT 


1 . Grant  of  Option.  INPUT,  Inc.,  a Delaware  corporation  (the  “Company”),  hereby 
grants  to  the  Grantee  (the  “Grantee”)  named  in  the  Notice  of  Stock  Option  Award  (the  “Notice  ), 
an  option  (the  “Option”)  to  purchase  the  Total  Number  of  Shares  ot  Common  Stock  subject  to 
the  Option  (the  “Shares”)  set  forth  in  the  Notice,  at  the  Exercise  Price  per  Share  set  forth  in  the 
Notice  (the  “Exercise  Price”)  subject  to  the  terms  and  provisions  of  this  Stock  Option  Award 
Agreement  (the  “Option  Agreement”)  and  the  Notice  which  are  incorporated  herein  by  reference. 

2.  Exercise  of  Option. 

(a)  Right  to  Exercise.  Subject  to  Sections  2(c)  and  5 below,  the  Option  shall 
be  exercisable  during  its  term  in  accordance  with  the  Vesting  Schedule  and  Exercise  Schedule 
set  out  in  the  Notice  and  with  the  applicable  provisions  of  this  Option  Agreement.  The  Option 
shall  be  subject  to  the  provisions  of  Section  20  of  this  Option  Agreement  relating  to  the 
exercisability  or  termination  of  the  Option  in  the  event  of  a Corporate  Transaction.  In  no  event 
shall  the  Company  issue  fractional  Shares. 

(b)  Method  of  Exercise.  The  Option  shall  be  exercisable  by  delivery  of  an 
exercise  notice  (a  form  of  which  is  attached  as  Exhibit  A)  or  by  such  other  procedure  as  specified 
from  time  to  time  by  the  Board  which  shall  state  the  election  to  exercise  the  Option,  the  whole 
number  of  Shares  in  respect  of  which  the  Option  is  being  exercised,  and  such  other  provisions  as 
may  be  required  by  the  Board.  The  exercise  notice  shall  be  delivered  in  person,  by  certified 
mail,  or  by  such  other  method  (including  electronic  transmission)  as  determined  from  time  to 
time  by  the  Board  to  the  Company  accompanied  by  payment  of  the  Exercise  Price  and  all 
applicable  income  and  employment  taxes  required  to  be  withheld.  The  Option  shall  be  deemed 
to  be  exercised  upon  receipt  by  the  Company  of  such  notice  accompanied  by  the  Exercise  Price 
and  all  applicable  withholding  taxes,  which,  to  the  extent  selected,  shall  be  deemed  to  be 
satisfied  by  use  of  the  broker-dealer  sale  and  remittance  procedure  to  pay  the  Exercise  Price 
provided  in  Section  4(d),  below,  to  the  extent  such  procedure  is  available  to  the  Grantee  at  the 
time  of  exercise  and  such  an  exercise  would  not  violate  any  Applicable  Law. 

(c)  Delay  of  Issuance  of  Shares.  The  Company  shall  delay  the  delivery  of 
Shares  upon  exercise  of  the  Option  to  the  extent  necessary  to  comply  with  Section 
409A(a)(2)(B)(i)  of  the  Code  (relating  to  payments  made  to  certain  “specified  employees”  of 
certain  publicly-traded  companies);  in  such  event,  any  Shares  to  which  the  Grantee  would 
otherwise  be  entitled  during  the  six  (6)  month  period  following  the  date  of  the  Grantee’s 
termination  of  Continuous  Service  will  be  issuable  on  the  first  business  day  following  the 
expiration  of  such  six  (6)  month  period. 

(d)  Taxes.  No  Shares  will  be  delivered  to  the  Grantee  or  other  person 
pursuant  to  the  exercise  of  the  Option  until  the  Grantee  or  other  person  has  made  arrangements 
acceptable  to  the  Board  for  the  satisfaction  of  applicable  income  tax  and  employment  tax 
withholding  obligations,  including,  without  limitation,  obligations  incident  to  the  receipt  of 
Shares.  Upon  exercise  of  the  Option,  the  Company  or  the  Grantee’s  employer  may  offset  or 
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withhold  (from  any  amount  owed  by  the  Company  or  the  Grantee’s  employer  to  the  Grantee)  or 
collect  from  the  Grantee  or  other  person  an  amount  sufficient  to  satisfy  such  tax  withholding 
obligations.  Furthermore,  in  the  event  of  any  determination  that  the  Company  has  failed  to 
withhold  a sum  sufficient  to  pay  all  withholding  taxes  due  in  connection  with  the  Option,  the 
Grantee  agrees  to  pay  the  Company  the  amount  of  such  deficiency  in  cash  within  five  (5)  days 
after  receiving  a written  demand  from  the  Company  to  do  so,  whether  or  not  the  Grantee  is  an 
employee  or  consultant  of  the  Company  at  that  time. 

3.  Grantee’s  Representations.  The  Grantee  understands  that  neither  the  Option  nor 
the  Shares  exercisable  pursuant  to  the  Option  have  been  registered  under  the  Securities  Act  of 
1933,  as  amended,  or  any  United  States  securities  laws.  In  the  event  the  Shares  purchasable 
pursuant  to  the  exercise  of  the  Option  have  not  been  registered  under  the  Securities  Act  of  1933, 
as  amended,  at  the  time  the  Option  is  exercised,  the  Grantee  shall,  if  requested  by  the  Company, 
concurrently  with  the  exercise  of  all  or  any  portion  of  the  Option,  deliver  to  the  Company  his  or 
her  Investment  Representation  Statement  in  the  form  attached  hereto  as  Exhibit  B. 

4-  Method  of  Payment.  Payment  of  the  Exercise  Price  shall  be  made  by  any  of  the 
following,  or  a combination  thereof,  at  the  election  of  the  Grantee;  provided,  however,  that  such 
exercise  method  does  not  then  violate  any  Applicable  Law  and,  provided  further,  that  the  portion 
of  the  Exercise  Price  equal  to  the  par  value  of  the  Shares  must  be  paid  in  cash  or  other  legal 
consideration  permitted  by  the  Delaware  General  Corporation  Law: 

(a)  cash; 

(b)  check; 

(c)  if  the  exercise  occurs  on  or  after  the  Registration  Date,  surrender  of  Shares 
held  for  the  requisite  period,  if  any,  necessary  to  avoid  a charge  to  the  Company’s  earnings  for 
financial  reporting  purposes,  or  delivery  of  a properly  executed  form  of  attestation  of  ownership 
of  Shares  as  the  Board  may  require  which  have  a Fair  Market  Value  on  the  date  of  surrender  or 
attestation  equal  to  the  aggregate  Exercise  Price  of  the  Shares  as  to  which  the  Option  is  being 
exercised;  or 


(d)  if  the  exercise  occurs  on  or  after  the  Registration  Date,  payment  through  a 
broker-dealer  sale  and  remittance  procedure  pursuant  to  which  the  Grantee  (i)  shall  provide 
written  instructions  to  a Company-designated  brokerage  firm  to  effect  the  immediate  sale  of 
some  or  all  of  the  purchased  Shares  and  remit  to  the  Company  sufficient  funds  to  cover  the 
aggregate  exercise  price  payable  for  the  purchased  Shares  and  (ii)  shall  provide  written  directives 
to  the  Company  to  deliver  the  certificates  for  the  purchased  Shares  directly  to  such  brokerage 
firm  in  order  to  complete  the  sale  transaction. 

5.  Delay  of  Exercise.  The  exercise  of  the  Option  shall  be  delayed  in  the  event  the 
Company  reasonably  anticipates  that  the  exercise  of  the  Option  and  the  issuance  of  the  Shares 
subject  to  the  Option  would  constitute  a violation  of  federal  securities  laws  or  other  Applicable 
Law.  If  the  exercise  of  the  Option  or  the  issuance  of  the  Shares  subject  to  the  Option  is  delayed 
by  the  provisions  of  this  Section  5,  the  exercise  of  the  Option  or  the  issuance  of  the  Shares 
subject  to  the  Option  shall  occur  at  the  earliest  date  at  which  the  Company  reasonably  anticipates 


va-291505 


1 


the  exercise  of  the  Option  or  the  issuance  of  the  Shares  will  not  cause  a violation  of  federal 
securities  laws  or  other  Applicable  Law.  For  purposes  of  this  Section  5,  the  exercise  of  the 
Option  or  the  issuance  of  Shares  that  would  cause  inclusion  in  gross  income  or  the  application  ot 
any  penalty  provision  or  other  provision  of  the  Code  is  not  considered  a violation  of  Applicable 

Law. 

6 Transferability  of  Option.  The  Option  may  not  be  transferred  in  any  manner  other 
than  by  will  or  by  the  laws  of  descent  and  distribution,  provided,  however,  that  the  Option  may 
be  transferred  during  the  lifetime  of  the  Grantee  to  the  extent  and  in  the  manner  authorized  by 

the  Board. 

7 Term  of  Option.  The  Option  will  be  exercised,  if  at  all,  (i)  no  later  than  the  earlier 
of  the  Expiration  Date  or  the  termination  of  the  Grantee's  Continuous  Service  as  a Consultant 
pursuant  to  the  Consulting  Agreement,  and  (ii)  as  otherwise  provided  in  the  Notice.  To  the 
extent  the  Option  is  not  exercised  in  such  manner,  it  shall  be  ot  no  further  force  or  eitect  and 
may  not  be  exercised  under  any  circumstances. 

8.  Company's  Right  of  First  Refusal. 

(a)  Transfer  Notice.  Neither  the  Grantee  nor  a transferee  (either  being 
sometimes  referred  to  herein  as  the  “Holder”)  shall  sell,  hypothecate,  encumber  or  otherwise 
transfer  any  Shares  or  any  right  or  interest  therein  without  first  complying  with  the  provisions  ot 
this  Section  8 or  obtaining  the  prior  written  consent  of  the  Company  and  provided  further  that 
such  Shares  are  "Mature  Shares”  (which  means  that  the  Shares  have  been  held  by  the  Holder 
(and  any  successor  Holder)  for  the  requisite  period,  if  any,  necessary  to  avoid  a charge  to  the 
Company's  earnings  for  financial  reporting  purposes).  In  the  event  the  Holder  desires  to  accept  a 
bona  fide  third-party  offer  for  any  or  all  of  the  Shares,  the  Holder  shall  provide  the  Company 
with  written  notice  (the  "Transfer  Notice”)  of: 

(i)  The  Holder’s  intention  to  transfer; 

(ii)  The  name  of  the  proposed  transferee; 

(iii)  The  number  of  Shares  to  be  transferred;  and 

(iv)  The  proposed  transfer  price  or  value  and  terms  thereof. 

If  the  Holder  proposes  to  transfer  any  Shares  to  more  than  one  transferee,  the  Holder  shall 
provide  a separate  Transfer  Notice  for  the  proposed  transfer  to  each  transferee.  The  Transfer 
Notice  shall  be  signed  by  both  the  Holder  and  the  proposed  transferee  and  must  constitute  a 
binding  commitment  of  the  Holder  and  the  proposed  transferee  for  the  transfer  of  the  Shares  to 
the  proposed  transferee  subject  to  the  terms  and  conditions  of  this  Option  Agreement. 

(b)  Bona  Fide  Transfer.  If  the  Company  determines  that  the  information 
provided  by  the  Holder  in  the  Transfer  Notice  is  insufficient  to  establish  the  bona  fide  nature  of  a 
proposed  voluntary  transfer,  the  Company  shall  give  the  Holder  written  notice  of  the  Holder’s 
failure  to  comply  with  the  procedure  described  in  this  Section  8,  and  the  Holder  shall  have  no 
right  to  transfer  the  Shares  without  first  complying  with  the  procedure  described  in  this 
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Section  8.  The  Holder  shall  not  be  permitted  to  transfer  the  Shares  if  the  proposed  transfer  is  not 
bona  fide. 

(c)  First  Refusal  Exercise  Notice.  The  Company  shall  have  the  right  to 
purchase  (the  “Right  of  First  Refusal”)  all  but  not  less  than  all,  of  the  Shares  which  are  described 
in  the  Transfer  Notice  (the  “Offered  Shares”).  The  Offered  Shares  shall  be  repurchased  at  (i)  the 
per  share  price  or  value  and  in  accordance  with  the  terms  stated  in  the  Transfer  Notice  (subject  to 
Section  8(d)  below)  or  (ii)  the  Fair  Market  Value  of  the  Shares  on  the  date  on  which  the  purchase 
is  to  be  effected  if  no  consideration  is  paid  pursuant  to  the  terms  stated  in  the  Transfer  Notice, 
which  Right  of  First  Refusal  shall  be  exercised  by  written  notice  (the  “First  Refusal  Exercise 
Notice”)  to  the  Holder  at  any  time  within  thirty  (30)  days  after  receipt  of  the  Transfer  Notice  (the 
“Option  Period”).  During  the  Option  Period  or  the  45  day  period  specified  in  Section  8(f)  below, 
the  Company  may  exercise  its  Repurchase  Right  (as  set  forth  in  Section  9 below)  in  lieu  of  or  in 
addition  to  its  Right  of  First  Refusal  if  the  Repurchase  Right  is  or  becomes  exercisable  during  the 
Option  Period  or  such  45-day  period. 

(d)  Payment  Terms.  The  Company  shall  consummate  the  purchase  of  the 
Offered  Shares  on  the  terms  set  forth  in  the  Transfer  Notice  within  sixty  (60)  days  after  delivery 
of  the  First  Refusal  Exercise  Notice;  provided,  however,  that  in  the  event  the  Transfer  Notice 
provides  for  the  payment  for  the  Offered  Shares  other  than  in  cash,  the  Company  and/or  its 
assigns  shall  have  the  right  to  pay  for  the  Offered  Shares  by  the  discounted  cash  equivalent  of  the 
consideration  described  in  the  Transfer  Notice  as  reasonably  determined  by  the  Board.  Upon 
payment  for  the  Offered  Shares  to  the  Holder  or  into  escrow  for  the  benefit  of  the  Holder,  the 
Company  or  its  assigns  shall  become  the  legal  and  beneficial  owner  of  the  Offered  Shares  and  all 
rights  and  interest  therein  or  related  thereto,  and  the  Company  shall  have  the  right  to  transfer  the 
Offered  Shares  to  its  own  name  or  its  assigns  without  further  action  by  the  Holder. 

(e)  Assignment.  Whenever  the  Company  shall  have  the  right  to  purchase 
Shares  under  this  Right  of  First  Refusal,  the  Company  may  designate  and  assign  one  or  more 
employees,  officers,  directors  or  stockholders  of  the  Company  or  other  persons  or  organizations, 
to  exercise  all  or  a part  of  the  Company’s  Right  of  First  Refusal. 

(f)  Non-Exercise.  If  the  Company  and/or  its  assigns  do  not  collectively  elect 
to  exercise  the  Right  of  First  Refusal  within  the  Option  Period  or  such  earlier  time  if  the 
Company  and/or  its  assigns  notifies  the  Holder  that  it  will  not  exercise  the  Right  of  First  Refusal, 
then  the  Holder  may  transfer  the  Shares  upon  the  terms  and  conditions  stated  in  the  Transfer 
Notice,  provided  that: 


(i)  The  transfer  is  made  within  forty-five  (45)  days  of  the  earlier  of 
(A)  the  date  the  Company  and/or  its  assigns  notify  the  Holder  that  the  Right  of  First  Refusal  will 
not  be  exercised  or  (B)  the  expiration  of  the  Option  Period;  and 

(ii)  The  transferee  agrees  in  writing  that  such  Shares  shall  be  held 
subject  to  the  provisions  of  this  Option  Agreement. 

The  Company  shall  have  the  right  to  demand  further  assurances  from  the  Holder  and  the 
transferee  (in  a form  satisfactory  to  the  Company)  that  the  transfer  of  the  Offered  Shares  was 
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actually  carried  out  on  the  terms  and  conditions  described  in  the  Transfer  Notice.  No  Offered 
Shares  shall  be  transferred  on  the  books  of  the  Company  until  the  Company  has  received  such 
assurances,  if  so  demanded,  and  has  approved  the  proposed  transfer  as  bona  tide. 

(g)  F.xpiration  of  Transfer  Period.  Following  such  45-day  period,  no  transfer 
of  the  Offered  Shares  and  no  change  in  the  terms  of  the  transfer  as  stated  in  the  Transfer  Notice 
(including  the  name  of  the  proposed  transferee)  shall  be  permitted  without  a new  written 
Transfer  Notice  prepared  and  submitted  in  accordance  with  the  requirements  of  this  Right  o 

First  Refusal. 

(h)  Termination  of  Right  of  First  Refusal.  The  provisions  of  this  Right  of 
First  Refusal  shall  terminate  as  to  all  Shares  upon  the  Registration  Date. 

(i)  Additional  Shares  or  Substituted  Securities.  In  the  event  of  any 
transaction  described  in  Sections  19  or  20  herein,  any  new,  substituted  or  additional  securities  or 
other  property  which  is  by  reason  of  any  such  transaction  distributed  with  respect  to  the  Shares 
shall  be  immediately  subject  to  the  Right  of  First  Refusal,  but  only  to  the  extent  the  Shares  are  at 

the  time  covered  by  such  right. 

9.  Company’s  Repurchase  Right. 

(a)  Grant  of  Repurchase  Right.  The  Company  is  hereby  granted  the  right  (the 
“Repurchase  Right”),  exercisable  at  any  time  (i)  during  the  nine  (9)  month  period  following  the 
Termination  Date,  or  (ii)  during  the  nine  (9)  month  period  following  an  exercise  of  the  Option 
that  occurs  after  the  Termination  Date  to  repurchase  all  or  any  portion  of  the  Shares  (the  "Share 

Repurchase  Period”). 

(b)  F.xercise  of  the  Repurchase  Right.  The  Repurchase  Right  shall  be 
exercisable  by  written  notice  delivered  to  each  Holder  of  the  Shares  prior  to  the  expiration  of  the 
Share  Repurchase  Period.  The  notice  shall  indicate  the  number  of  Shares  to  be  repurchased  and 
the  date  on  which  the  repurchase  is  to  be  effected,  such  date  to  be  not  later  than  the  last  day  o 
the  Share  Repurchase  Period.  On  the  date  on  which  the  repurchase  is  to  be  effected,  the 
Company  and/or  its  assigns  shall  pay  to  the  Holder  in  cash  or  cash  equivalents  (including  the 
cancellation  of  any  purchase-money  indebtedness)  an  amount  equal  to  the  Fair  Market  Value  on 
the  date  on  which  the  repurchase  is  to  be  effected  of  the  Shares  which  are  to  be  repurchased  from 
the  Holder.  Upon  such  payment  or  deposit  into  escrow  for  the  benefit  of  the  Holder,  the 
Company  and/or  its  assigns  shall  become  the  legal  and  beneficial  owner  of  the  Shares  being 
repurchased  and  all  rights  and  interest  thereon  or  related  thereto,  and  the  Company  shall  have  the 
right  to  transfer  to  its  own  name  or  its  assigns  the  number  of  Shares  being  repurchased,  without 
further  action  by  the  Holder. 

(c)  Assignment.  Whenever  the  Company  shall  have  the  right  to  purchase 
Shares  under  this  Repurchase  Right,  the  Company  may  designate  and  assign  one  or  more 
employees,  officers,  directors  or  stockholders  of  the  Company  or  other  persons  or  organizations, 
to  exercise  all  or  a part  of  the  Company  s Repurchase  Right. 

(d)  Termination  of  the  Repurchase  Right.  The  Repurchase  Right  shall 
terminate  with  respect  to  any  Shares  for  which  it  is  not  timely  exercised.  In  addition,  the 
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Repurchase  Right  shall  terminate  and  cease  to  be  exercisable  with  respect  to  all  Shares  upon  the 
Registration  Date. 

(e)  Additional  Shares  or  Substituted  Securities.  In  the  event  of  any 
transaction  described  in  Sections  19  or  20  herein,  any  new,  substituted  or  additional  securities  or 
other  property  which  is  by  reason  of  any  such  transaction  distributed  with  respect  to  the  Shares 
shall  be  immediately  subject  to  the  Repurchase  Right,  but  only  to  the  extent  the  Shares  are  at  the 
time  covered  by  such  right. 

10.  Stop-Transfer  Notices.  In  order  to  ensure  compliance  with  the  restrictions  on 
transfer  set  forth  in  this  Option  Agreement  or  the  Notice,  the  Company  may  issue  appropriate 
•‘stop  transfer”  instructions  to  its  transfer  agent,  if  any,  and,  if  the  Company  transfers  its  own 
securities,  it  may  make  appropriate  notations  to  the  same  effect  in  its  own  records. 

1 1 . Refusal  to  Transfer.  The  Company  shall  not  be  required  (i)  to  transfer  on  its 
books  any  Shares  that  have  been  sold  or  otherwise  transferred  in  violation  of  any  of  the 
provisions  of  this  Option  Agreement  or  (ii)  to  treat  as  owner  of  such  Shares  or  to  accord  the  right 
to  vote  or  pay  dividends  to  any  purchaser  or  other  transferee  to  whom  such  Shares  shall  have 
been  so  transferred. 

1 2.  Tax  Consequences.  The  Grantee  may  incur  tax  liability  as  a result  of  the 
Grantee's  purchase  or  disposition  of  the  Shares.  THE  GRANTEE  SHOULD  CONSULT  A TAX 
ADVISER  BEFORE  EXERCISING  THE  OPTION  OR  DISPOSING  OF  THE  SHARES. 

13.  Lock-Up  Agreement. 

(a)  Agreement.  The  Grantee,  if  requested  by  the  Company  and  the  lead 
underwriter  of  any  public  offering  of  the  Common  Stock  (the  “Lead  Underwriter”),  hereby 
irrevocably  agrees  not  to  sell,  contract  to  sell,  grant  any  option  to  purchase,  transfer  the  economic 
risk  of  ownership  in,  make  any  short  sale  of,  pledge  or  otherwise  transfer  or  dispose  of  any 
interest  in  any  Common  Stock  or  any  securities  convertible  into  or  exchangeable  or  exercisable 
for  or  any  other  rights  to  purchase  or  acquire  Common  Stock  (except  Common  Stock  included  in 
such  public  offering  or  acquired  on  the  public  market  after  such  offering)  during  the  180-day 
period  following  the  effective  date  of  a registration  statement  of  the  Company  filed  under  the 
Securities  Act  of  1933,  as  amended,  or  such  shorter  or  longer  period  of  time  as  the  Lead 
Underwriter  shall  specify.  The  Grantee  further  agrees  to  sign  such  documents  as  may  be 
requested  by  the  Lead  Underwriter  to  effect  the  foregoing  and  agrees  that  the  Company  may 
impose  stop-transfer  instructions  with  respect  to  such  Common  Stock  subject  to  the  lock-up 
period  until  the  end  of  such  period.  The  Company  and  the  Grantee  acknowledge  that  each  Lead 
Underwriter  of  a public  offering  of  the  Company’s  stock,  during  the  period  of  such  offering  and 
for  the  lock-up  period  thereafter,  is  an  intended  beneficiary  of  this  Section  13. 

(b)  No  Amendment  Without  Consent  of  Underwriter.  During  the  period  from 
identification  of  a Lead  Underwriter  in  connection  with  any  public  offering  of  the  Company’s 
Common  Stock  until  the  earlier  of  (i)  the  expiration  of  the  lock-up  period  specified  in 

Section  13(a)  in  connection  with  such  offering  or  (ii)  the  abandonment  of  such  offering  by  the 
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Company  and  the  Lead  Underwriter,  the  provisions  of  this  Section  13  may  not  be  amended  or 
waived  except  with  the  consent  of  the  Lead  Underwriter. 

14.  F.ntire  Agreement:  Governing  Law. 

(a)  The  Notice  and  this  Option  Agreement  constitute  the  entire  agreement  of 
the  parties  with  respect  to  the  subject  matter  hereof  and  supersede  in  their  entirety  all  prior 
undertakings  and  agreements  of  the  Company  and  the  Grantee  with  respect  to  the  subject  matter 
hereof,  and  may  not  be  modified  adversely  to  the  Grantee’s  interest  except  by  means  of  a writing 
signed  by  the  Company  and  the  Grantee.  Nothing  in  the  Notice  and  this  Option  Agreement 
(except  as  expressly  provided  therein)  is  intended  to  confer  any  rights  or  remedies  on  any 
persons  other  than  the  parties.  The  Notice  and  this  Option  Agreement  are  to  be  construed  in 
accordance  with  and  governed  by  the  internal  laws  of  the  Commonwealth  of  Virginia  without 
giving  effect  to  any  choice  of  law  rule  that  would  cause  the  application  of  the  laws  of  any 
jurisdiction  other  than  the  internal  laws  of  the  Commonwealth  of  Virginia  to  the  rights  and  duties 
of  the  parties.  Should  any  provision  of  the  Notice  or  this  Option  Agreement  be  determined  to  be 
illegal  or  unenforceable,  such  provision  shall  be  enforced  to  the  fullest  extent  allowed  by  law  and 
the  other  provisions  shall  nevertheless  remain  etfective  and  shall  remain  enforceable. 

(b)  This  Option  Agreement  is  intended  to  comply  with  Section  409A  of  the 
Code  (as  amplified  by  any  Internal  Revenue  Service  or  U.S.  Treasury  Department  guidance),  and 
shall  be  construed  and  interpreted  in  accordance  with  such  intent.  The  Grantee  acknowledges 
that  the  Company,  in  the  exercise  of  its  sole  discretion  and  without  the  consent  ot  the  Grantee, 
may  amend  or  modify  this  Option  Agreement  in  any  manner  in  order  to  meet  the  requirements  ot 
Section  409 A of  the  Code  as  amplified  by  any  Internal  Revenue  Service  or  U.S.  Treasury 
Department  guidance.  Any  provision  of  this  Option  Agreement  that  would  cause  the  payment  of 
any  benefit  or  right  to  exercise  the  Option  to  tail  to  satisfy  Section  409A  of  the  Code  shall  have 
no  force  and  effect  until  amended  to  comply  with  Code  Section  409A  (which  amendment  may  be 
retroactive  to  the  extent  permitted  by  the  Code  or  any  regulations  or  rulings  thereunder); 
provided , however , that  the  Company  makes  no  representation  that  the  Option  will  comply  with 
Section  409A  of  the  Code  and  makes  no  undertaking  to  prevent  Section  409 A of  the  Code  from 
applying  to  the  Option  or  to  mitigate  its  effects  on  any  deferrals  or  payments  in  respect  of  the 
Option. 

1 5.  Construction.  The  captions  used  in  the  Notice  and  this  Option  Agreement  are 
inserted  for  convenience  and  shall  not  be  deemed  a part  ot  the  Option  for  construction  or 
interpretation.  Except  when  otherwise  indicated  by  the  context,  the  singular  shall  include  the 
plural  and  the  plural  shall  include  the  singular.  Use  of  the  term  “or”  is  not  intended  to  be 
exclusive,  unless  the  context  clearly  requires  otherwise. 

1 6.  Administration  and  Interpretation.  Any  question  or  dispute  regarding  the 
administration  or  interpretation  of  the  Notice  or  this  Option  Agreement  shall  be  submitted  by  the 
Grantee  or  by  the  Company  to  the  Board.  The  resolution  of  such  question  or  dispute  by  the 
Board  shall  be  final  and  binding  on  all  persons. 

17.  Venue.  The  Company  and  the  Grantee  (the  “parties”)  agree  that  any  suit,  action, 
or  proceeding  arising  out  of  or  relating  to  the  Notice  or  this  Option  Agreement  shall  be  brought 
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in  the  federal  court  serving  Reston,  Virginia  (or  should  such  court  lack  jurisdiction  to  hear  such 
action,  suit  or  proceeding,  in  a Virginia  state  court  in  the  County  of  Fairtax,  Virginia)  and  that 
the  parties  shall  submit  to  the  jurisdiction  of  such  court.  The  parties  irrevocably  waive,  to  the 
fullest  extent  permitted  by  law,  any  objection  the  party  may  have  to  the  laying  of  venue  for  any 
such  suit,  action  or  proceeding  brought  in  such  court.  If  any  one  or  more  provisions  of  this 
Section  1 7 shall  for  any  reason  be  held  invalid  or  unenforceable,  it  is  the  specific  intent  of  the 
parties  that  such  provisions  shall  be  modified  to  the  minimum  extent  necessary  to  make  it  or  its 
application  valid  and  enforceable. 

1 8.  Notices.  Any  notice  required  or  permitted  hereunder  shall  be  given  in  writing  and 
shall  be  deemed  effectively  given  upon  personal  delivery,  upon  deposit  for  delivery  by  an 
internationally  recognized  express  mail  courier  service  or  upon  deposit  in  the  United  States  mail 
by  certified  mail  (if  the  parties  are  within  the  United  States),  with  postage  and  fees  prepaid, 
addressed  to  the  other  party  at  its  address  as  shown  in  these  instruments,  or  to  such  other  address 
as  such  party  may  designate  in  writing  from  time  to  time  to  the  other  party. 

19.  Adjustments  Upon  Changes  in  Capitalization.  Subject  to  any  required  action  by 
the  stockholders  of  the  Company  and  Section  20  hereof,  the  number  of  Shares  covered  by  the 
Option,  the  exercise  price  of  the  Option,  as  well  as  any  other  terms  that  the  Board  determines 
require  adjustment  shall  be  proportionately  adjusted  for  (i)  any  increase  or  decrease  in  the 
number  of  issued  Shares  resulting  from  a stock  split,  reverse  stock  split,  stock  dividend, 
combination  or  reclassification  of  the  Shares,  or  similar  transaction  affecting  the  Shares,  (ii)  any 
other  increase  or  decrease  in  the  number  of  issued  Shares  effected  without  receipt  of 
consideration  by  the  Company,  or  (iii)  any  other  transaction  with  respect  to  Common  Stock 
including  a corporate  merger,  consolidation,  acquisition  of  property  or  stock,  separation 
(including  a spin-off  or  other  distribution  of  stock  or  property),  reorganization,  liquidation 
(whether  partial  or  complete)  or  any  similar  transaction;  provided,  however  that  conversion  of 
any  convertible  securities  of  the  Company  shall  not  be  deemed  to  have  been  “effected  without 
receipt  of  consideration."  In  the  event  of  any  distribution  of  cash  or  other  assets  to  stockholders 
other  than  a normal  cash  dividend,  the  Board  shall  also  make  such  adjustments  as  provided  in 
this  Section  19  or  substitute,  exchange  or  grant  an  award  to  effect  such  adjustments  (collectively 
“adjustments”).  Any  such  adjustments  to  the  Option  will  be  effected  in  a manner  that  precludes 
the  enlargement  of  rights  and  benefits  under  the  Option.  In  connection  with  the  foregoing 
adjustments,  the  Board  may,  in  its  discretion,  prohibit  the  exercise  of  the  Option  or  other 
issuance  of  Shares,  cash  or  other  consideration  pursuant  to  the  Option  during  certain  periods  of 
time.  Except  as  the  Board  determines,  no  issuance  by  the  Company  of  shares  of  any  class,  or 
securities  convertible  into  shares  of  any  class,  shall  affect,  and  no  adjustment  by  reason  hereof 
shall  be  made  with  respect  to,  the  number  or  price  of  Shares  subject  to  the  Option. 

20.  Corporate  Transactions. 

(a)  Termination  of  Option  to  Extent  Not  Assumed  in  Corporate  Transaction. 
Effective  upon  the  consummation  of  a Corporate  Transaction,  the  Option  shall  terminate. 

(b)  Acceleration  of  Option  Upon  Corporate  Transaction.  The  Board  shall 
have  the  authority,  exercisable  either  in  advance  of  any  actual  or  anticipated  Corporate 
Transaction  or  at  the  time  of  an  actual  Corporate  Transaction  and  exercisable  at  any  time  while 
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the  Option  remains  outstanding,  to  provide  for  the  tull  or  partial  automatic  vesting  and 
exercisability  of  the  Option  and  the  release  from  restrictions  on  transfer  and  repurchase  or 
forfeiture  rights  of  the  Option  in  connection  with  a Corporate  Transaction,  on  such  terms  and 
conditions  as  the  Board  may  specify.  The  Board  also  shall  have  the  authority  to  condition  the 
Option  vesting  and  exercisability  or  release  from  such  limitations  upon  the  subsequent 
termination  of  the  Continuous  Service  of  the  Grantee  within  a specified  period  following  the 
effective  date  of  the  Corporate  Transaction. 

21.  Definitions.  As  used  herein,  the  following  definitions  shall  apply: 

(a)  “Applicable  Laws”  means  the  legal  requirements  applicable  to  the  Option 
under  applicable  provisions  of  federal  securities  laws,  state  corporate  and  securities  laws,  the 
Code,  the  rules  of  any  applicable  stock  exchange  or  national  market  system,  and  the  rules  ot  any 
non-U. S.  jurisdiction  applicable  to  Options  granted  to  residents  therein. 

(b)  “Board"  means  the  Board  of  Directors  of  the  Company  and  shall  include 
any  committee  of  the  Board  or  Officer  of  the  Company  to  which  the  Board  has  delegated  its 
authority  under  this  Agreement. 

(c)  “Code"  means  the  Internal  Revenue  Code  of  1986,  as  amended. 


(d)  “Common  Stock"  means  the  common  stock  of  the  Company. 

(e)  “Company”  means  INPUT,  Inc.,  a Delaware  corporation. 

(f)  "Consultant"  means  any  person  (other  than  an  Employee  or  a Director, 
solely  with  respect  to  rendering  services  in  such  person's  capacity  as  a Director)  who  is  engaged 
by  the  Company  or  any  Related  Entity  to  render  consulting  or  advisory  services  to  the  Company 

or  such  Related  Entity. 

(g)  “Continuous  Service"  means  that  the  provision  of  services  to  the  Company 
or  a Related  Entity  in  any  capacity  of  Employee,  Director  or  Consultant  is  not  interrupted  or 
terminated.  In  jurisdictions  requiring  notice  in  advance  of  an  effective  termination  as  an 
Employee,  Director  or  Consultant,  Continuous  Service  shall  be  deemed  terminated  upon  the 
actual  cessation  of  providing  services  to  the  Company  or  a Related  Entity  notwithstanding  any 
required  notice  period  that  must  be  fulfilled  before  a termination  as  an  Employee,  Director  or 
Consultant  can  be  effective  under  Applicable  Laws.  The  Grantee’s  Continuous  Service  shall  be 
deemed  to  have  terminated  either  upon  an  actual  termination  ot  Continuous  Service  or  upon  the 
entity  for  which  the  Grantee  provides  services  ceasing  to  be  a Related  Entity  (the  date  of  such 
termination,  the  “Termination  Date”).  Continuous  Service  shall  not  be  considered  interrupted  in 
the  case  of  (i)  any  approved  leave  of  absence,  (ii)  transfers  among  the  Company,  any  Related 
Entity,  or  any  successor,  in  any  capacity  of  Employee,  Director  or  Consultant,  or  (iii)  any  change 
in  status  as  long  as  the  individual  remains  in  the  service  of  the  Company  or  a Related  Entity  in 
any  capacity  of  Employee,  Director  or  Consultant  (except  as  otherwise  provided  in  the  Option 
Agreement).  An  approved  leave  of  absence  shall  include  sick  leave,  military  leave,  or  any  other 
authorized  personal  leave. 
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SECOND  AMENDED  AND  RESTATED  PROMISSORY  NOTE 


$47,4 1 7.50  11 720  Plaza  America  Drive  January  1, 2010 

Suite  1200 

Reston,  Virginia  20190 


FOR  VALUE  RECEIVED,  the  undersigned  (“Payor”)  promises  to  pay,  on  the  15th  day  of 
January,  201 1,  to  the  order  of  INPUT,  Inc.  (the  “Company”),  a Delaware  Corporation,  the  principal  sum 
of  Forty-Seven  Thousand  Four  Hundred  Seventeen  and  50/100  Dollars  ($47,417.50),  plus  accrued 
and  unpaid  interest  thereon,  in  lawful  money  of  the  United  States  of  America,  at  1 1720  Plaza  America 
Drive,  Suite  1200,  Reston,  Virginia  20190,  with  interest  on  the  unpaid  balance  at  the  rate  of  4.58%  per 
annum. 


Payor  hereby  waives  presentment  for  payment,  notice  of  dishonor,  notice  of  non-payment,  protest 
and  notice  of  protest  with  respect  to  this  Second  Amended  and  Restated  Promissory  Note  (the  “Note”). 

In  the  case  of  default  in  the  payment  of  any  installment  when  due,  the  whole  of  said  principal  sum 
then  remaining  unpaid  shall  forthwith  become  due  and  payable  at  the  election  of  the  holder  of  this  Note, 
without  notice,  together  with  the  interest  from  the  date  of  such  election  to  the  date  of  payment,  at  the 
maximum  rate  permitted  by  law. 

Should  legal  action  be  instituted  on  this  Note,  the  undersigned  promises  to  pay  all  reasonable 
legal  fees  and  costs  incurred  with  respect  thereto. 

This  Note  is  unsecured. 

This  Note  amends  and  restates  in  its  entirety  that  certain  promissory  note  dated  November  30, 
2003,  as  amended  and  restated  on  January  1,  2007,  and  issued  by  the  Payor  to  the  Company  for  the 
principal  amount  of  Forty-Seven  Thousand  Four  Hundred  Seventeen  and  50/100  Dollars  ($47,417.50), 
which  note  shall  be  of  no  further  force  or  effect. 

Payor: 

The  Peter  A.  and  Patricia  Cunningham 

1995  Irrevocable  Trust  No.  2 

By:  

Name:  Diana  M.  Cunningham 

Title:  Trustee 

Agreed  and  Accepted: 

INPUT,  Inc.,  a Delaware  Corporation 

By: 

Name: 

Title: 
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SECOND  AMENDED  AND  RESTATED  PROMISSORY  NOTE 


$47,417.50  1 1 720  Plaza  America  Drive  January  1, 2010 

Suite  1200 

Reston,  Virginia  20190 


FOR  VALUE  RECEIVED,  the  undersigned  (“Payor”')  promises  to  pay,  on  the  15th  day  of 
January,  201 1,  to  the  order  of  INPUT,  Inc.  (the  “Company”),  a Delaware  Corporation,  the  principal  sum 
of  Forty-Seven  Thousand  Four  Hundred  Seventeen  and  50/100  Dollars  ($47,417.50),  plus  accrued 
and  unpaid  interest  thereon,  in  lawful  money  of  the  United  States  of  America,  at  1 1720  Plaza  America 
Drive,  Suite  1200,  Reston,  Virginia  20190,  with  interest  on  the  unpaid  balance  at  the  rate  of  4.58%  per 
annum. 


Payor  hereby  waives  presentment  for  payment,  notice  of  dishonor,  notice  of  non-payment,  protest 
and  notice  of  protest  with  respect  to  this  Second  Amended  and  Restated  Promissory  Note  (the  “Note”). 

In  the  case  of  default  in  the  payment  of  any  installment  when  due,  the  whole  of  said  principal  sum 
then  remaining  unpaid  shall  forthwith  become  due  and  payable  at  the  election  of  the  holder  of  this  Note, 
without  notice,  together  with  the  interest  from  the  date  of  such  election  to  the  date  of  payment,  at  the 
maximum  rate  permitted  by  law. 

Should  legal  action  be  instituted  on  this  Note,  the  undersigned  promises  to  pay  all  reasonable 
legal  fees  and  costs  incurred  with  respect  thereto. 

This  Note  is  unsecured. 

This  Note  amends  and  restates  in  its  entirety  that  certain  promissory  note  dated  August  14,  2004, 
as  amended  and  restated  on  January  1,  2007,  and  issued  by  the  Payor  to  the  Company  for  the  principal 
amount  of  Forty-Seven  Thousand  Four  Hundred  Seventeen  and  50/100  Dollars  ($47,417.50),  which  note 
shall  be  of  no  further  force  or  effect. 


Payor: 

The  Peter  A.  and  Patricia  Cunningham 
1995  Irrevocable  Trust  No.  2 

By:  

Name:  Diana  M.  Cunningham 
Title:  Trustee 

Agreed  and  Accepted: 

INPUT,  Inc.,  a Delaware  Corporation 

By: 

Name: 

Title: 
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INPUT,  INC. 

Board  of  Directors  Meeting 
January  21, 2010 
Proposed  Resolutions 


Exhibit  F 


Second  Amended  and  Restated  2005  Note 
(see  attached) 
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SECOND  AMENDED  AND  RESTATED  PROMISSORY  NOTE 


$47,417.50 


1 1 720  Plaza  America  Drive  January  1, 2010 

Suite  1200 

Reston,  Virginia  20190 


FOR  VALUE  RECEIVED,  the  undersigned  (“Payor”)  promises  to  pay,  on  the  15  day  of 
January,  201 1,  to  the  order  of  INPUT,  Inc.  (the  “Company”),  a Delaware  Corporation,  the  principal  sum 
of  Forty-Seven  Thousand  Four  Hundred  Seventeen  and  50/100  Dollars  ($47,417.50),  plus  accrued 
and  unpaid  interest  thereon,  in  lawful  money  of  the  United  States  of  America,  at  11720  Plaza  America 
Drive,  Suite  1200,  Reston,  Virginia  20190,  with  interest  on  the  unpaid  balance  at  the  rate  of  4.58%  per 

annum. 


Payor  hereby  waives  presentment  for  payment,  notice  of  dishonor,  notice  of  non-payment,  protest 
and  notice  of  protest  with  respect  to  this  Second  Amended  and  Restated  Promissory  Note  (the  “Note  ). 

In  the  case  of  default  in  the  payment  of  any  installment  when  due,  the  whole  of  said  principal  sum 
then  remaining  unpaid  shall  forthwith  become  due  and  payable  at  the  election  of  the  holder  of  this  Note, 
without  notice,  together  with  the  interest  from  the  date  of  such  election  to  the  date  of  payment,  at  the 
maximum  rate  permitted  by  law. 

Should  legal  action  be  instituted  on  this  Note,  the  undersigned  promises  to  pay  all  reasonable 
legal  fees  and  costs  incurred  with  respect  thereto. 

This  Note  is  unsecured. 


This  Note  amends  and  restates  in  its  entirety  that  certain  promissory  note  dated  August  14,  2005, 
as  amended  and  restated  on  January  1,  2007,  and  issued  by  the  Payor  to  the  Company  for  the  principal 
amount  of  Forty-Seven  Thousand  Four  Hundred  Seventeen  and  50/100  Dollars  ($47,417.50),  which  note 
shall  be  of  no  further  force  or  effect. 


Payor: 

The  Peter  A.  and  Patricia  Cunningham 
1995  Irrevocable  Trust  No.  2 

By:  

Name:  Diana  M.  Cunningham 
Title:  Trustee 

Agreed  and  Accepted: 

INPUT,  Inc.,  a Delaware  Corporation 

By: - 

Name: 

Title: 
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Importance  vs.  Satisfaction 
Segment  J| 


Product/Reseller  segment  ‘satisfaction’  low  consistent  with  low  renewal 
rates  from  this  segment.  Solution  targeting  this  segment  launching  in  Jan 


Aerospace/Defense  Business  Computer/Comm  Engineering  IT  / Electronic 

-13  Services/Consulting  Services-73  Services-8  Products  & 

-125  Resellers-25 


Other-19 


INPUT  - Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


Responses=263 
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Importance  vs.  Satisfaction  by  Company  Siz^JlNPUT 


Enterprise-117 

MOE=+/-0.2 


Mid  Market-48 

MOE=+/-0.2 


Small-98 

MOE=+/-0.2 


INPUT  - Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 

o 


Responses=263 
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Importance  vs.  Satisfaction  by 
Interest  (Federal  vs.  S&L) 


INPUT 


Significantly  higher  satisfaction  from  “S&L  Only”  this  quarter  vs.  prior  quarter 
(Prior  quarter  was  3.3  rating  for  importance  and  satisfaction) 


Both-45  Federal  Government-199  State  & Local  Government-19 

MOE=+/-0.3  MOE=+/-O.1  MOE=+/-0.4 


Responses=263 
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Rating  (5=High;  l=Low) 


Overall  Importance  vs.  Satisfactionby 
Individual  Product  Usage  Level 


■ Importance  ■ Satisfaction 
5 


Confidential  & Proprietary 
For  internal  Use  Only 


Responses=263 


INPUT  - 'Ihe  authority  on  government  business 
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Importance  vs.  Satisfaction  with 
of  Service 


First  time  all  categories  have  been  3.9  or  higher  (our  standard  for  acceptable) 
Biggest  gap  remains  in  Timeliness,  though  we  maintain  high  scores  in  historical  terms 


■ Importance  ■ Satisfaction 
5 


Quality  Depth  Timeliness  Quantity  Ease  of  Use  Analyst  Training 

Access 


INPUT  - The  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


Margin  of  error  =+/-0.1 
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INPUT 


INPUT  vs.  Competition 


Competitiveness  vs.  FSI  rebounded  vs.  prior  quarter 
(3.3  last  quarter  to  3.6  this  quarter) 


INPUT  - 'Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  interna I Use  Only 


Margin  of  error  on  avg  rating=+/-0.7 
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Q 


% 


Competitive  Comparison  Trend  vs. 


Performance  vs.  FSI  rebounded  to  historical  levels 


Margin  of  error  on  avg  rating=+/-0.4 
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INPUT  - Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


! 


Histogram  of  Interest  in  a Com 
Analysis  Product 


INPUT 


Strong  interest  among  Enterprise  & Mid  Market 


5 


Enterprise  Mid  Market  Small 


Responses=231 


INPUT  - Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


MOE  on  avg  rating  +/-0.1 
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® Findings 

• S&L  Only  satisfaction  improved  significantly 

® Prior  quarter  had  limited  data  (9  responses) 

® Score  improved  to  a satisfactory  level  - 3.9 

• Performance  vs.  FSI  improved  significantly  vs.  prior  quarter 

® Strong  indication  that  prior  quarter  was  a statistical  anomaly 

• First  time  all  aspects  of  the  service  above  3.9 

® Opportunities  for  improvement 

• Continued  improvement  in  timeliness  of  information  - biggest  gap  in 
importance  vs.  satisfaction 

® While  it  has  consistently  improved  (from  3.6  in  prior  years  to  3.9), 


still  room  to  do  better 
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Outsell  Meeting  October  5,  2009  - No  Guts  No  Glory 

I.  Scott  Parazynski,  Aviator,  Astronaut,  Everest  Climber,  Luge  Competitor 

Scott  knew  Anthea  Stratigos  at  College. 

This  was  one  of  the  most  interesting  and  motivational  event  speeches  I have  heard.  He  took  us 
through  his  time  as  mission  manager  for  the  ill-fated  Discovery  mission,  his  5 space  events  and 
the  space  program.  More  interesting  was  his  Everest  expeditions;  the  first  he  gave  up  virtually  in 
sight  of  the  summit  and  the  second  he  reached  at  dawn. 

He  was  asked  what  he  took  away  from  these  high  risk  endeavors.  He  said  that  to  him  they  were 
not  risky  because  of  his  emphasis  on  training,  risk  mitigation  and  knowledge  of  his  strengths  and 
weaknesses.  He  was  also  inherently  cautious. 

His  wife  who  was  there  attested  to  these  attitudes.  They  have  3 children,  one  of  whom  is  autistic 
and  Gail  speaks  about  the  challenges  inherent  in  bringing  up  such  a child. 

II.  David  Wyss  Standard  & Poor’s  Global  Economic  Outlook 

David  attributes  the  major  problems  in  the  financial  market  to  the  housing  problem.  In  the  long 
term  housing  construction  will  recover  as  we  only  built  500k  homes  this  last  year  and  we  need 
1 .5  million  to  keep  pace  with  the  growth  in  population. 

Home  prices  are  down  30%  but  the  ratio  of  price  to  income  is  still  235%  and  needs  to  drop  to 
210%.  We  should  expect  further  declines  in  the  fall  of  about  10%. 

The  long  term  default  rate  on  ‘junk’  bonds  is  4.5%  but  we  can  expect  14%  next  year. 

Cash  balances  of  large  companies  are  at  a record  high  of  about  $700  billion.  The  cost  of  money 
for  large  companies  is  about  5%  but  10%  for  small  companies.  So  we  can  expect  to  see  a lot  of 
large  company  acquisitions  of  small  companies. 

The  stimulus  is  not  being  spent  and  not  on  useful  things. 

Productivity  improvement  is  how  you  generate  GDP  growth  and  depends  on  education.  In  the 
US  30%  of  people  have  college  degrees  and  it  is  constant.  In  China  it  is  16%  and  growing  fast. 
China  has  a higher  growth  rate  in  productivity  but  it  is  still  nationally  only  at  10%  compared  to 
US  30%.  As  companies  reach  the  levels  of  productivity  of  the  leading  countries  their 
productivity  growth  slows  down. 

20%  of  the  overall  stock  market  value  is  in  Asia  at  present  but  this  will  increase  to  40%  in  20 
years. 

III.  Richard  Benson-Armer  McKinsey  Strategies  for  Granular  Growth 

RBA  presented  the  results  of  studies  on  growth  for  companies  from  2003  to  2008.  He  pointed 
out  that  media  is  only  growing  at  2.5%  but  that  some  companies  and  sectors  are  growing  much 
faster. 

The  main  result  is  that  above  average  growth  gives  high  capital  return.  For  valuations  you  either 
have  to  be  at  very  high  growth  rates  or  very  high  profitability.  There  is  no  middle  ground. 
Growth  comes  from  3 areas;  portfolio  growth  (new  products),  M&A,  and  market  share  growth 
(versus  competition). 

Results  for  growth  greats  were: 

Average  12%;  made  up  of  7. 7/3. 6/0. 6%. 

Best  16%;  11.4/5.9/3.3% 
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Media  10.4%  6. 1/4. 0/0. 3% 

Best  12.6%:  7.0/53/0.3% 

In  the  media  sectors  market  research  grew  23.4%  and  BTB  Trade  18% 

Contrast  high  growth  companies  with  low  growth;  Wood  Mackenzie,  Factset,  1HS  and 
Bloomberg  are  high  growth  and  IDG,  Pearson  and  Reed  Elsevier  are  low  growth. 

Keys  to  profitable  growth  are 

1 . Understand  sources  of  value 

2.  Target  profit  pools 

3.  Identify  growth  opportunities  at  the  granular  level;  that  means  going  down  3,4  or  5 levels 
in  the  customer 

4.  Aim  for  critical  scale  in  any  market;  over  1 5% 

5.  Map  growth  over  3 horizons:  extend  and  defend  core,  build  emerging  businesses,  create 
viable  options  by  moving  into  white  space,  making  small  acquisitions,  etc. 

6.  Don’t  get  emotionally  attached  to  assets 

Look  at  growth  and  return  not  just  one  or  the  other.  Look  at  profit  share  as  well  as  revenue  share. 
The  action  is  at  25%  revenue  growth  and  40%  operating  income. 

Workflow  solutions  are  where  the  action  is.  Another  area  is  aggregating  large  volumes  of  data 
and  making  them  available  quickly  but  he  notes  that  very  few  businesses  need  real  time  data. 

The  industry  models  are  changing  from  content  to  platform  and  community  in  the  middle  to 
workflow. 

He  emphasized  that  needs  segmentation  in  your  clients  at  multiple  levels  becomes  very 
important.  He  gave  the  example  of  investment  banking  where  the  individual  banker  and  manager 
needs  are  totally  different. 

IV.  Shawn  Colo  Demand  Media  Social  Media  and  Content 

Investment  of  $355  million  from  Goldman  Sachs,  Spectrum,  Generation  Partners,  W Capital 
used  to  buy  eHow,  Livestrong,  Trails  and  other  companies. 

Today’s  marketplace  is  the  Google  response  page.  That  means  titles  must  be  less  than  7 
words  and  first  two  lines  must  capture  the  content  summary. 

Advertising  will  move  to  the  Internet  and  especially  mobile. 

He  gave  two  different  ways  of  spending  S20K  per  month  to  get  people  to  your  site: 

1 . SEM  paying  $0.5  per  click  with  40,000  clicks  X 2 visits  a month  gives  80,000  page 
views 

2.  Write  200  articles  at  $ 1 00  per  article  with  400  page  views  per  article  per  month  gives 
80,000  page  views.  A better  solutions. 

He  is  looking  for  a level  in  between  the  social  networks  and  the  retail  sites  (using  retail  for 
anyone  who  is  selling  over  the  net)  that  he  calls  ‘social  network  optimization’. 

Everybody  should  focus  on  Facebook.  It  will  evolve  the  same  way  as  Google.  Google  used  to  be 
considered  an  enemy  but  is  now  a friend  as  we  use  it  for: 

1 . Driving  traffic  to  the  site 

2.  Using  their  tools  such  as  Google  Aps 

3.  Providing  a revenue  line  and  channel  for  companies 

4.  It  needs  and  uses  our  content 
Businesses  are  using  Facebook  for  publishing. 

He  gave  example  of  how  eHow  has  grown  using  social  network  of  its  own: 
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May  2006  it  was  bought  by  them  and  had  17K  articles,  5.8  million  viewers  and  0 
members 

April  2007:  40K,  7.1  and  15. 8K  members 
Jan  2008:  157K,  13  and  76K 
Nov  2008:  41  IK,  25  and  228K 
Aug  2009:  849K,  47  million  and  59 IK  members 
During  this  time  they  did  make  several  small  acquisitions. 

They  have  200,000  videos  from  which  they  are  getting  a return. 

He  talked  about  the  flywheel  effect  that  Jim  Gibson  refers  to:  Start  with  Content>  SEO  > Killer 
Apps  > Social  Media  Marketing  Tools  > Community  > site  creation  tools  > Monetization  > 
Brand  > Content.  At  the  core  you  have  to  have  something  like  ‘Soul’  which  is  your  core. 

We  discussed  why  not  use  wikis  rather  than  articles;  the  reason  is  that  they  want  to  keep  control 
of  the  content.  Also  authors  might  view  a wiki  as  being  complete  and  that  would  stifle  the  article 
generation.  They  do  organize  and  aggregate  articles;  for  example,  pulling  the  most  frequently 
accessed  up  front.  Their  compensation  plan  for  authors  rewards  the  quality  of  the  creation. 

300  of  their  500  people  are  on  product  engineering  and  analytics. 

They  are  going  to  create  verticals!! 

V.  Chris  Pilling  Complinet  Delivering  Critical  Workflow  Solutions 

This  is  a financial  services  regulation  information  supplier  formed  10  years  ago  that  uses  a 
subscription  model.  There  are  400  to  500  regulators  who  publish  10,000  regulations  and 
thousands  change  per  month. 

They  have  moved  strongly  into  workflow  for  the  following  reasons: 

1 . Move  up  the  value  chain 

2.  Stickier  revenue 

3.  Content  will  get  commoditized 

4.  Get  a larger  part  of  the  user’s  day 

5.  Workflow  makes  data  live 

6.  Engage  users  outside  the  traditional  community 

Very  importantly  you  get  around  the  Rottweiler  guardian  of  your  information  distribution  in  the 
client! 

He  gave  the  example  of  where  they  had  a simple  piece  of  software  that  allowed  clients  to 
connect  their  internal  data.  This  became  a tipping  point  for  them  and  their  clients. 

Look  for  where  there  are  advantages  for  users: 

1 . Help  control  risk 

2.  Reduce  time  to  complete  a task 

3.  Reduce  cost 

4.  Automat  a human  process 

5.  Bring  consistency  and  predictability  to  a problem 

6.  Provide  audit  trail  and  evidence 

7.  Define  who  had  permissions. 

One  of  the  most  powerful  is  reducing  risk. 

Key  things  to  analyze: 

1 . Understand  the  activities  of  your  user  to  the  left  and  the  right  of  using  your  data;  what  do 
they  do  5 minutes  before  and  5 minutes  after. 

2.  Then  extend  it  to  10,  20,  30,  60,  240  minutes 
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3.  Look  at  what  occupies  a greater  proportion  of  the  user’s  day 

4.  Understand  the  people  that  surround/interact  with  your  user. 

Your  biggest  competitor  is  the  manual  processes  that  probably  involve  Excel.  The  good  news  is 
that  you  are  not  up  against  a competitor  but  the  bad  news  is  that  the  processes  are  very  well 
embedded. 

Make  sure  that  your  solution  does  not  go  backwards. 

Look  at  using  Google  Apps;  they  have  moved  all  their  applications  to  GA  because  you  can  share 
documents.  Google  allows  interactivity,  e.g.  in  using  spread  sheets.  Cost  $1.75  per  user  but  he 
thinks  there  is  a minimum. 

Chris  identified  that  on  average  37%  of  use  of  data  is  illegal  and  in  China  it  is  80%.  He  said 
encourage  the  theft  of  data  for  the  following  reasons: 

1 . It  must  be  adding  value  to  the  data  so  find  out  what  it  is 

2.  You  can  analyze  what  they  do.  There  is  not  a rigid  workflow  following  a pre-defined 
process  in  many  cases  but  a collaborative  flow  driven  by  dynamic  events. 

3.  Then  cater  for  a new  consumer 

Typically  there  will  be  a professional  who  is  a subscription  buyer  but  then  there  are  non- 
subscription users  such  as  department  heads,  executives  and  enterprise  level  users.  Each  has 
different  needs.  Each  should  have  different  data  approvals. 

All  content  is  moving  to  XML  data;  it  defines  itself. 

Categorization  is  now  critical;  if  it  moves  categorize  it.  You  must  have  taxonomies.  Information 
gets  routed  according  to  its  category  or  taxonomy. 

One  of  the  consequences  of  workflow  integration  is  the  necessity  of  precision  that  increases 
dramatically.  This  is  the  move  to  content  accuracy  and  precision  versus  editorial  choice. 

Editorial  teams  must  change  their  approach.  It  is  the  old  story  of  the  artist  and  the  engineer;  you 
must  synthesize  the  approaches.  You  must  have  a lot  more  precision  with  workflow  integration. 
Precision  data  processing  is  ideal  for  outsourcing  at  lower  costs. 

Technology  in  workflow  is  not  always  a core  competency  and  that  leads  to  choice  among  build, 
buy  and  partner. 

1 . Build  - beware  of  publishing  techies;  workflow  is  different.  You  need  new  DNA! ! 

2.  Buy;  often  this  is  a limited  option. 

3.  Partner;  must  be  compatible.  You  must  get  the  analytics  around  the  partner  interaction 
with  the  user 

You  must  be  thinking  about  market  segments  and  market  access.  Maybe  partner  at  the  top  and 
build/buy  further  down. 

Making  money  at  it: 

1 . Data  and  software  combination  is  where  the  action  is 

2.  Premium  software  to  sell  data 

3.  Can  use  SaaS  or  perpetual  license. 

Information  providers  with  unique  live  data  are  in  a great  position. 

Workflow  analytics  have  great  value  to  the  user  and  to  you.  What  a user  did  next  has  great  value 
and  must  be  categorized.  It  should  be  fed  back  to  the  user.  Common  standards  and  language  are 
important  as  is  a common  organization  structure. 

It  has  even  greater  value  if  it  can  be  shared.  Workflow  and  information  built  by  a community 
becomes  a live  standard.  Renewal  becomes  governed  by  fear  of  exclusion  rather  than  removal  of 
service. 
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VI.  Chuck  Richards  Outsell  Onvia  problem 

Chuck  would  not  discuss  whether  Onvia  was  a client.  He  has  interacted  with  Tim. 

He  pointed  out  that  Onvia  does  a much  better  job  than  INPUT  in  reaching  out  not  only  to  him 
but  to  the  whole  community.  INPUT  is  in  the  bottom  decile  in  providing  Outsell  with 
information.  (What  this  says  is  that  simply  sending  emails  and  releases  do  not  do  it  and  our  PR 
agency  is  not  competitive  with  their  approach) 

Onvia  has  a full  time  person  in  Washington  promoting  their  position.  They  are  in  Congressional 
offices  and  committees.  They  are  getting  publicity  because  of  that. 

When  he  wrote  the  article  he  was  really  looking  at  how  Onvia  had  been  first  mover  against  the 
government  and  not  considered  INPUT. 

We  discussed  how  we  could  keep  them  better  informed.  We  should  get  Chuck  to  visit  us.  I also 
talked  about  our  new  investment  vehicle  that  we  would  be  announcing  although  it  is  still 
confidential.  We  agreed  to  get  Julie  and  him  together  in  New  York  when  it  is  appropriate  as  he 
lives  there. 

VII.  JP  Zammitt  Bloomberg  Retooling  for  Growth 

When  looking  at  a vendor  these  days  you  look  at  counter  party  risk;  be  sure  the  vendor  will 
continue. 

They  are  hiring  in  a recession  as  they  did  in  the  last  recession;  about  10,000  people.  They  can  get 
very  good  R&D  people  now. 

He  runs  product  for  the  core  business  which  is  providing  services  to  300,000  financial 
specialists.  Core  is  an  integrated  product  that  has  one  price.  It  is  sold  as  an  ASP  solution.  They 
have  a focus  on  the  community  and  the  people  who  use  it. 

They  have  a product  driven  company: 

First  layer  is  three  business  groups  and  product  types;  new  business,  core  and  peripheral 
products 

Next  layer  is  R&D 

Third  layer  is  Sales  and  Support. 

Well  established  products  dominate  sales  so  they  have  separated  businesses  and  applied  metrics 
to  each  business  group.  Their  verticalization  goes  down  to  sales.  Yes  they  have  conflict  but  they 
think  the  challenges  and  inefficiencies  are  outweighed  by  the  benefits. 

They  are  not  just  into  software  as  well  as  content  but  are  now  moving  into  services.  They  have 
built  a new  hub  in  Dubai  to  support  this  move.  He  did  say  their  move  into  education  was  not  yet 
core. 

He  did  not  say  much  but  apparently  this  was  more  than  Bloomberg  usually  says. 

VIII.  Clare  Hart  Dow  Jones  Enterprise  Media  Group  Redefining  the  Business 

Her  business  is  about  $700  million  or  1/3  of  total.  She  used  to  be  a salesperson  calling  on 
companies  like  EDS  whom  she  did  not  like  at  all.  She  eventually  got  responsibility  for  the  West 
and  then  the  whole  group. 

Trends  in  technology: 

1 . Cloud  computing 

2.  Google  Aps 

3.  Individual  (hulu) 

4.  Open  vs  closed  models 
Other  trends: 
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1 . Power  to  the  user 

2.  Integration  of  software  and  content 

3.  Disaggregation  of  content 

4.  Aggregation  of  analysis 

Where  the  individual  meets  the  cloud  is  at  the  desktop  (I  think  it  is  at  the  mobile  device) 
Demographics  count;  baby  boomers  80  million,  Gen  X 40  million,  millennials  80  million. 
Community  and  trust  are  related.  Edelman  trust  barometer  is  at  an  all  time  low.  But  now  there  is 
Facebook  with  200  million+  users.  60%  of  people  need  to  hear  things  3 to  5 times  before  they 
trust  it  and  the  source  must  be  ‘local’  such  as  family  or  community. 

Building  blocks  for  their  business  are:  content,  technology  and  global  reach. 

Also  you  must  be  able  to  answer  the  question  ‘What  does  this  mean?’  so  analysis  is  key.  People 
need  analysis  not  just  data  or  information. 

What  are  the  core  competencies  needed  in  technology? 

1 . Visualization 

2.  Search 

3.  Discovery 

4.  Alerting 

5.  People  connection 

6.  Integration 

7.  Newsletters 

8.  Widgets 

They  have  put  a lot  of  effort  into  defining  their  customers;  they  now  have  10  major  customer 
segments.  Each  segment  has  further  breakdown  by  job  function.  They  then  look  at  what  is  the 
workflow  and  how  they  drive  value  at  each  level. 

They  have  organized  their  business  around  the  segments. 

Below  that  they  have  shared  services 

Then  the  EMG  technology  platform  that  is  an  open  platform  providing  search,  discovery,  etc. 
Then  they  get  to  their  content  assets  such  as  real  time  news  (Dow  Newswire),  news,  archives, 
etc. 

With  the  changes  they  have  announced  12  new  products  in  60  days  including  DJ  Corporate 
Connection,  DJ  Sanction  Alert,  etc. 

She  said  you  must  not  only  listen  to  the  customers  but  also  the  market  including  analysts. 

Provide  content  and  easy  delivery;  make  the  information  relevant  and  organized.  The  cutomer 
defines  the  value.  Measure  results  and  have  milestones. 

Hire  the  best  people  you  can  find. 

Trust  is  the  currency  of  tomorrow. 

IX.  Richard  Mallach  Hearst  Business  Media  Transformational  Success 

He  believes  in  6Sigma  quality. 

Their  focus  is  on  Actionable  Information-based  solutions  (i.e.  not  just  content)  and  immediate 
return  on  client  investment. 

Their  sweet  spot  is  the  overlap  with  customer  needs  and  HBM.  The  Venn  diagram  shows  overlap 
with  competition  as  well  but  that  is  not  their  focus. 

He  has  moved  a lot  of  their  customers  to  5 year  contracts,  some  to  10  and  he  even  has  some  20 
year  contracts. 

They  do  not  offer  every  day  low  price  or  reference  products. 
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In  content  management  they  emphasize  taxonomies,  data  models  and  tight  version  management. 
He  regards  data  base  and  software  using  agile  technology  as  a core  capability. 

In  1999  they  were  79%  print  and  85%  advertizing;  in  2009  they  are  1 1%  print  and  2% 
advertizing. 

They  look  at  revenue  per  employee  as  a very  important  measure  and  they  are  at  $300k  per 
employee. 

They  have  been  able  to  achieve  50%  per  year  revenue  growth  and  60%  per  year  EBITDA 
growth. 

Opportunities: 

1 . Build  and  host  communities;  e.g.  provide  a Facebook  for  doctors. 

2.  User  generated  content  - wikis  for  doctors  “wikimedicine” 

3.  Open  application  interface;  interoperability.  Partners  use  Hearst  tools 

4.  Shared  services;  virtualization  and  outsourced  hosting 

5.  Acquisition  of  platforms;  finance,  healthcare,  automotive  and  electronics 

6.  Mobile  aware  content 

McKinsey  built  the  process  for  them  and  they  now  have  30  products  in  their  incubators. 

He  hires  people  with  deep  sector  capability.  His  health  business  is  run  by  doctors  who  still 
practice  one  day  a week.  You  MUST  have  that. 

He  has  only  two  corporate  people  on  his  staff.  He  does  not  review  his  presidents.  He  sits  with 
them  once  a year  to  review  their  staff. 

He  only  recruits  from  the  top  25  universities. 

He  wants  products  that  sell  themselves. 

X.  OLC  Meeting 

We  had  9 of  our  group  at  the  meeting.  I asked  a question  about  agile  development. 

Only  one  of  our  smaller  companies  used  it  exclusively  and  not  for  the  basic  platform.  The 
consensus  was  that  it  was  useful  for  small  fast  development  but  not  for  core.  Some  of  the 
principles  could  be  used  but  major  development  must  be  properly  analyzed  and  planned.  Agile  is 
several  levels  down  and  it  is  assumed  as  a standard  now  at  that  level  when  you  ‘chunk  up’  major 
projects. 

However  the  group  started  to  ask  what  we  were  going  to  use  it  for.  When  I said  that  it  would  be 
for  our  core  systems  all  hell  broke  loose!  I had  also  commented  we  were  using  .net.  There  was 
no  support  for  this  at  all;  the  best  that  could  be  said  was  that  a couple  of  people  were  neutral; 
several  people  including  the  ones  that  most  know  about  technology  were  adamant  that  we  should 
be  Java  and  XML.  Reasons  against.net  were;  no  one  is  going  into  it  out  of  College,  many  more 
Java  programmers,  MSFT  licenses  costs,  lack  of  open  source  software  compared  with  Java,  etc. 
Russ  mentioned  that  his  old  company  had  just  moved  their  whole  business  away  from  .net  to 
Java  and  that  was  quite  a task. 

Before  we  start  on  this  project  we  should  go  back  to  first  principles  and  do  a detailed  analysis  to 
define  what  we  are  going  to  do,  timeframes  and  costs.  Everyone  recognizes  there  will  be 
changes  as  we  go  along  but  we  must  have  a thorough  plan  before  we  start. 

They  agreed  with  getting  an  outside  advisor  or  advisors;  Marcus  had  used  a team  throughout  his 
development  where  he  paid  each  $5k  per  month  to  meet  with  his  team  and  review  where  they 
were  and  the  plans.  Bill  had  also  used  a consultant  and  will  give  me  his  name;  he  is  based  in 
New  York.  Kate  Noerr  advanced  I could  call  Peter  her  husband  who  is  the  techie  in  their  very 
fast  growing  software  company  (parenthetically  she  said  they  had  not  heard  from  Tim  Dowd 
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who  was  to  follow  up  with  them  after  our  new  CTO  was  on  board.  I said  I would  follow  up). 
Mike  Ortner  also  volunteered  we  could  talk  to  his  technology  guy. 

There  was  a lot  of  concern  that  we  may  be  going  down  a path  because  of  our  CTO's  biases  rather 
than  logical  choices.  “Beware  of  CTOs  with  emotional  attachments”.  They  asked  about  our  CTO 
and  whether  he  was  emotional;  I replied  he  was.  That  was  a ‘red  flag  . 

They  also  reacted  strongly  on  the  schedule  and  said  we  needed  to  be  very  careful  about  risk 
mitigation.  They  viewed  our  approach  as  very  high  risk. 

XI.  Wilma  Jordan  JEGI  M&A  Landscape 

In  the  markets  JEGI  tracks: 

2007  there  were  872  deals  for  $104  Billion 

2008  there  were  812  deals  for  $36  Billion 

As  of  3rd  Qtr  2009  there  were  466  deals  for  $16  billion 

She  pointed  out  that  US  debt  in  2008  was  368%  of  GDP  which  was  an  unheard  of  level.  Before 
the  great  Depression  it  was  265%  and  in  1970s  recession  it  was  142%.  So  there  is  now  no  debt 
available  to  support  M&A. 

There  are  strategic  growth  acquirers  and  quality  distressed  sellers,  often  from  the  portfolios  of 
VCs  and  private  equity  companies.  20%  - 40%  of  PE  companies  are  expected  to  go  out  of 
business. 

Valuations;  BTB  on-line  Media  about  2.5  - 3.5  times  revenues,  data  base  and  on-line  services 
about  3.0  - 4.0.  Acquirers  are  working  with  forecasted  financial  results.  Major  growth  sector  is 
mobile  where  there  is  a 75%  CAGR  in  content  delivery  market. 

XII.  Tim  Weller  Incisive  Media  - Anatomy  of  a Deal 

This  was  a warning  not  to  use  too  much  debt.  The  company  is  at  $500  million  revenues  with 
$120  million  of  EBITDA.  However  it  essentially  went  into  bankruptcy  last  year  because  of  too 
much  debt.  They  used  it  to  buy  a US  company  and  got  to  a ratio  of  debt/EBITDA  of  9X.  When 
the  market  for  their  services  (primarily  financial  services)  collapsed  at  the  end  of  last  year  they 
could  not  meet  their  covenants  and  the  bond  holders  essentially  took  over  the  company. 

They  were  forced  to  sell  their  US  acquisition  and  have  restructured. 

He  said  debt  is  the  destroyer  of  equity. 

XIII.  Mark  Upson  Scout  Analytics,  Analytics  for  Paid  Content 

His  focus  is  on  how  to  increase  revenue  from  existing  customers.  In  2009  only  3%  of  the 
increase  in  revenue  of  companies  they  had  studied  was  from  new  customers. 

Using  analytics  can: 

1 . Prevent  chum  - indicators  are  low  use  in  trial,  low  use  + high  denial  (which  means  they 
could  have  the  wrong  product),  large  drop  in  use,  etc. 

2.  Capture  upsells  - they  have  found  that  37%  of  IDs  in  content  companies  have  not  paid 
for  them.  Look  at;  usage  versus  license,  fewer  registered  users  than  peers, 

3.  Increase  cross-selling  - look  for  product  licensing  affinity 

The  results  can  be  10-15%  increase  in  revenues  from  existing  clients  by; 

1 . Reducing  chum  which  comes  from  lack  of  demand 

2.  Capturing  latent  demand  or  upsells 

3.  Leveraging  high  demand  into  cross-selling 
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Today  on  renewals  people  typically  get  a spread  sheet  of  use  data  just  before  renewal.  That  is  too 
late.  They  also  find  it  difficult  when  you  are  examining  thousands  of  customers  and  trying  to  find 
useful  information  from  a too  complicated  system. 

They  provide  Customer  Value  Analytics  that  provides  fast  payback,  gets  executive  attention  and 
provides  accountability.  They  use  comparables  in  paid  content  in  their  analysis;  the  kind  of  thing 
that  loyalty  programs  so. 

Process  is: 

1 . Segmentation  of  customers 

2.  Do  individual  companies  then  roll  up  into  segments. 

3.  Ratings  which  scores  the  true  customer  demand,  e.g.  $/pdf  document  downloaded 

4.  Rankings  which  look  at  relative  demand  among  customers  in  a segment  and  identify  the 
willingness  to  purchase. 

5.  They  then  produce  a chart  comparing  ratings  and  rankings  to  identify  where  there  is 
revenue  risk  (for  customer  services  to  focus),  revenue  development  opportunities 
(marketing  focus)  and  revenue  opportunities  (sales  focus) 

On  average  they  find  there  are  2.5  devices  that  connect  to  a service  per  licensed  individual. 
Vendors  systematically  under  price  site  licenses. 

It  is  a hosted  analytics  service.  They  typically  run  90  day  cycles  per  customer  segment;  some 
clients  do  monthly  and  some  weekly.  The  system  can  run  from  500  to  a million  customers. 
Outsell  is  launching  a partnership  with  them. 

XFV.  Fabrizio  Cardinal!  Giunti  Labs  Mobile  Knowledge  and  Learning 

This  was  easily  the  best  presentation  of  the  event.  He  used  a modem  version  of  presentation  by 
clicking  on  links  for  each  screen.  It  was  very  dynamic.  As  with  several  other  presentations  it 
included  video. 

Giunti  is  a several  hundred  year  old  publishing  company  in  Italy;  it  published  Galileo’s  work.  It 
is  about  $500  million. 

Fabrizio  runs  their  research  labs;  he  is  also  a global  advisor  to  the  Open  Content  Foundation  and 
has  a relationship  with  MIT. 

He  has  a series  of  partnerships  on: 

1.  Virtual  Learning 

2.  Competency  based  learning 

3.  Personal  portfolios 

4.  PALS  (Personal  Ambient  Learning  Systems) 

In  2003  they  launched  eXact  an  on  line  and  mobile  learning  content  system. 

There  is  a large  generational  problem  and  opportunity  in  healthcare  that  they  can  help  address. 
Medical  tourism  will  be  a $4.4  billion  business  by  2012;  it  costs  $5k  in  India  for  a heart 
operation  that  costs  $75K  in  USA.  Age  factors  will  lead  to  a 1%  decline  in  GDP/year  in  next  10 
years. 

Companies  will  need  to  innovate  to  compete  and  this  will  involve  heavily  corporate  training. 

This  leads  to  the  concept  of  Marchitecture  as  defined  in  Wikipedia.  We  need  a structured  context 
for  training:  new  organizational  models  lead  to  new  labor  competencies  which  lead  to  new 
personal  skills  and  new  learning  methods. 

BPM  defines  requirements  and  skills  development  develops  people;  this  must  be  individual 
oriented.  We  must  create  skills  and  competencies,  training  questions,  qualification  tests  and 
remediation  content.  You  must  also  have  feedback  to  the  training  originator 
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He  noted  that  80%  of  companies  now  use  Linked  in  as  a primary  source  of  employees.  He  gave  a 
video  from  YouTube  on  Social  Media  that  was  outstanding. 

He  stated  that  XML  was  the  reuse  standard  for  content.  Java  was  the  standard  for  mobile  (Russ 
also  confirmed  this.) 

Another  video  from  YouTube  was  on  the  Gutenberg  press  from  Oslo  Norway. 

XV.  Anthea  Stratigos  Conclusion 

Anthea  showed  that  Facebook  went  to  100  million  users  in  9 months;  an  unheard  of  pace.  But 
QZone  in  China  has  300  million  users. 

Growth  rate  of  Information  Industry  will  be  -8%  (-4%  if  you  exclude  newspapers)  this  year;  they 
forecast  2.7%  growth  next  year  and  4%  in  201 1/2012.  This  excludes  Google. 

The  mix  of  advertizing,  transaction  and  subscription  stays  roughly  the  same  at  40/30/30% 

I had  to  leave  at  this  point. 
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BOARD  OF  DIRECTORS  MEETING 
OCTOBER  14th,  2009 
AGENDA 


9:00  - Introduction  and  Minutes  of  previous  meeting  held  on  July  16th,  2009. 

9:05  - Financial  Review:  (Kevin  Gates  to  attend) 

3rd  Qtr  and  YTD  Results 
Projected  4th  Qtr  and  2009 

9:30  - 2010  Plan  Summary  (the  detailed  2010  Plan  discussion  will  follow  the  formal 
Board  meeting)  (Kevin  Gates  to  attend) 

9:45  - HR: 

OffieertT'Tppointrhent 
Stock  Issues 
Stock  Price 

Stock  Options  - Awards  and  Repurchases 
10:00  - Compensation  Committee  Report: 

Executive  Compensation  Report 
Employee  Satisfaction  Survey 
Compensation  Recommendations  for  2010 
10:30  - Other  Business: 

2010  Meeting  Schedule 
Other 
1 1 :00  Close 

The  next  BoD  Review  meeting  will  be  held  on  November  19'",  2009 
The  next  BoD  Meeting  will  be  held  on  December  1 7'h  2009 
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MEMORANDUM 


TO: 


DATE: 


Monday,  October  05,  2009 
Tim  Dowd  Kevin  Gates 


FROM:  Peter  Cunningham 

SUBJECT:  Draft  Agenda  October  1 4 , 2009  Board  meeting 


Tuesday,  October  13,  2009  6:30  p.m.  Dinner  with  Board  members 
Discussion  Subject:  dependent  on  attendance  of  New  SVP  Product  Development 

Wednesday,  October  14th,  2009 
8:  30  - Breakfast 

9:00  - Board  Meeting  (Board  Members  Only)  See  separate  Agenda 

1 1 :00  -Follow-up  from  LRP 

Product  Line  profitability 

11:15  — Employee  Survey  Results 

1 1 :30  — Revised  LRP 

1 2:00  - Lunch  (Technology  demonstrations) 

GovlA 

Public  Web  Site 
Dashboards 

1:00-2010  Plan 

Executive  Summary 
Financial  Plan 

New  Market/Product  Initiatives 

Cl 

13 

TOONS 

OA 

Other  planned  for  20 1 0 
Functional  Plans 

Sales  & Marketing 
Member  Services 
RAS 

Development 
Information  Systems 

New  Platform  Plan 
HR 

Hiring  Program  (University  Intake  and  Regular  Hiring) 
Finance  & Administration 

Next  Steps  (Budget  Process) 

4:00  - Staff  meeting 
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11720  Plaza  America  Drive,  Suite  1200 
Reston,  Virginia  20190 
Tel:  (703)  707-3500 
Fax:  (703)  707-6201 
www.input.com 


NOTICE  OF  BOARD  OF  DIRECTORS  MEETING 
INPUT  INC.  (Delaware) 


September  29th,  2009 

Peter  A.  Cunningham,  Director/Chairman 

Patricia  Cunningham  Director  and  Corporate  Secretary 

Timothy  P.  Dowd.  Director,  President  and  CEO 

Thomas  Hewitt,  Director 

Maryann  Hirsch,  Director 

Jed  Laird,  Director 

Rachel  Parrinello,  Director 

A meeting  of  the  Board  of  Directors  of  INPUT  INC.,  A Delaware  Corporation,  will  be  held 
Wednesday,  October  14th  2009  at  9:00  a.m.  at  the  offices  of  INPUT,  1 1 720  Plaza  America  Drive, 
Suite  1200,  Reston,  Virginia  20190. 

Please  find  attached: 

Agenda  (on  page  2 of  this  Notice)  for  the  formal  Board  meeting  that  will  include  a 
summary  of  the  2009  and  2010  Plans.  A detailed  presentation  of  each  will  follow  the  formal 
Board  meeting  and  will  have  separate  Agendas. 

Minutes  of  the  previous  meeting  held  on  July  16th,  2009  for  approval. 

The  Financial  and  Performance  Reports  for  the  period  ending  September  30th,  2009  will  follow. 

Please  inform  me  if  there  are  any  changes  you  wish  made  to  the  Agenda  as  soon  as  possible. 

Yours  sincerely. 


Patricia  Cunningham 
Secretary 

Cc:  Kevin  Gates,  Tom  Knox,  Tom  FitzGerald 
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MINUTES  OF  A MEETING 
OF  THE  BOARD  OF  DIRECTORS  OF 


INPUT.  INC. 

(Held  on  July  16.  2009) 

A meeting  (the  “Meeting”)  of  the  Board  of  Directors  (the  “Board”)  of  INPUT,  Inc.,  a 
Delaware  corporation  (the  "Corporation”),  was  held  at  the  offices  of  the  Corporation  located  at 
1 1 720  Plaza  America  Drive,  Suite  1 200,  Reston,  Virginia  20 1 90  on  July  1 6,  2009.  at  8:30  a.m. 
Eastern  Time. 

Present  were  directors  Peter  Cunningham,  Patricia  Cunningham,  Timothy  Dowd,  Thomas 
Hewitt  (via  teleconference),  Maryann  Hirsch,  Jed  Laird  and  Rachel  Parrinello.  Also  present 
were  Kevin  Gates.  Vice  President,  Finance  and  Administration,  and  Thomas  FitzGerald  of 
Morrison  & Foerster  LLP.  counsel  to  the  Corporation. 

Peter  Cunningham  called  the  Meeting  to  order  at  approximately  8:30  a.m.  and  acted  as 
Chairman  of  the  Meeting,  and  Patricia  Cunningham  acted  as  Secretary  of  the  Meeting. 

he  Chairman  announced  that  due  notice  of  the  Meeting  had  been  sent  to  all  directors  of 
the  C por  :on,  and  stated  that  by  virtue  of  the  fact  that  at  least  a majority  of  the  directors  were 
-esent  p*  ig,  there  was  a quorum  for  the  transaction  of  business  in  accordance  with  the 

a the  ration.  All  participants  could  hear  the  others  and  be  heard  by  the  others. 

i*  ~ ^ oril  29.2009  Minutes 

e Ci tail  .an  then  stated  that  the  first  item  of  business  was  a review  of  the  minutes  of 
the  April  29,  2009  meeting  of  the  Board,  copies  of  which  had  been  previously  distributed  to  the 
Board  The  rd  then  reviewed  the  minutes  and  upon  motion  duly  made  and  seconded,  the 
following  resolution  was  unanimously  approved: 

RESOLVED:  That  the  minutes  of  the  meeting  of  the  Board  held  on  April  29, 

2009,  copies  of  which  have  been  previously  distributed  to  and  reviewed  by  the 

Board,  be  and  hereby  are,  approved,  and  that  the  Secretary  of  the  Corporation  be, 

and  hereby  is,  directed  to  tile  such  minutes  in  the  Minute  Book  of  the 

Corporation. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the  Corporation’s 
financial  results  for  the  three-month  and  six-month  periods  ending  June  30,  2009.  Mr.  Dowd  and 
Mr.  Gates  gave  such  report  which  included  a review  of  the  Corporation’s  revenue  and  net 
income  for  these  time  periods  as  well  as  discussion  of  the  Corporation's  performance  as 
compared  to  the  forecast  for  such  periods.  Mr.  Dowd  then  gave  a brief  overview  of  the  forecast 
for  Q3  2009.  Questions  were  asked  and  answered  and  a discussion  ensued. 
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Plan,  is  authorized  to  grant  stock  options  under  the  Plan  and  to  determine  the 
persons  to  whom  such  stock  options  shall  be  granted  and  the  terms  and  conditions 
of  such  stock  options;  and 

WHEREAS:  The  Board  now  finds  it  desirable  to  grant  stock  option  awards  to 
certain  individuals  under  the  Plan. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all 
relevant  factors,  including,  without  limitation,  the  value  of  the  Corporation’s 
assets,  the  present  value  of  the  Corporation’s  estimated  future  cash  flows,  the 
value  of  comparable  companies  and  other  factors  the  Board  deems  relevant, 
including  the  earnings  history,  book  value  and  prospects  of  the  Corporation  in 
light  of  market  conditions  generally  and  a draft  of  the  Reznick  Group,  P.C. 
valuation  analysis  pursuant  to  which  the  fair  market  value  of  the  Common  Stock, 
as  of  December  3 1 , 2008,  was  valued  at  $ 1 .00  per  share,  that  the  fair  market  value 
of  the  Common  Stock  as  of  the  date  hereof  is  $1 .00  per  share; 

RESOLVED,  FURTHER:  That  in  recognition  of  the  contributions  to  the 
operating  progress  and  earning  power  of  the  Corporation,  and  as  an  incentive  to 
contribute  to  the  future  growth  and  success  of  the  Corporation,  each  individual 
identified  on  Exhibit  A attached  hereto  (each,  a “Grantee”)  is  hereby  granted  a 
stock  option  to  purchase  that  number  of  shares  of  the  Corporation’s  Common 
Stock  identified  on  Exhibit  A opposite  such  Grantee’s  name,  subject  to  the  terms 
and  conditions  set  forth  in  such  exhibit  and  in  the  Corporation's  standard  form  of 
stock  option  grant  agreement  (the  “Option  Agreement”),  and  having  a purchase 
price  of  $ 1 .00  per  share; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the 
Corporation,  acting  for  and  on  behalf  of,  and  in  the  name  of,  the  Corporation, 
shall  be,  and  hereby  are,  authorized,  empowered  and  directed  to  enter  into  and 
execute  an  Option  Agreement  with  each  Grantee,  with  such  terms  and  provisions 
therein  as  the  officer  or  officers  executing  the  same  shall  determine,  in  their 
discretion,  consistent  with  the  terms  and  provisions  of  the  Plan  and  on  the  terms 
set  forth  above,  and  shall  approve  (such  approval  to  be  conclusively  evidenced  by 
such  execution),  a copy  of  such  Option  Agreement  as  executed  to  be  inserted  in 
the  appropriate  records  of  the  Corporation;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions 
contemplated  thereby,  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all 
respects. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  regarding  the 
Board's  annual  review  and  assessment  of  the  Charter  of  the  Compensation  Committee  of  the 
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Exhibit  A 


Stock  Option  Grants 


Grantee  Name 

ISO/NQSO 

Number  of  Shares 

Vesting 

Dwight  Gibbs 

ISO 

If  software  revenues  in  201 1 are: 

— $2,500,000-$4,999,999  - 25,000  shares 
— $5,000, 000-$7, 499, 999,  then  40,000  shares 
— $7,500, 000-$9, 999, 999,  then  60,000  shares 
--$10,000,000  and  above,  75,000  shares  (1) 

[Immediately  vested  if 
revenue  milestones  are 
achieved) 

Jed  Laird 

NQSO 

10,000 

25%  at  the  End  of  Years 
1 through  4 

Total: 

210,000 

(1)  Shares  awards  are  incremental  upon  the  achievement  of  each  revenue  milestone.  For  example,  if  software  revenues  in  201  I are 
$10,000,001,  then  200,000  shares  shall  be  deemed  earned  and  vested.  “Software  revenue”  is  defined  as  revenue  generated  from 
software  based  products  like  Salesforce.com  supporting  INPUT’S  Personalization,  Community  and  Workflow  Integration  initiatives 
on  our  strategic  canvas. 
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INPUT,  INC. 

Board  of  Directors  Meeting 
October  14, 2009 
Proposed  Resolutions 


1.  Approval  of  July  16,  2009  Minutes 

RESOLVED:  That  the  minutes  of  the  meeting  of  the  Board  held  on  July  16,  2009, 
copies  of  which  have  been  previously  distributed  to  and  reviewed  by  the  Board,  be  and 
hereby  are,  approved,  and  that  the  Secretary  of  the  Corporation  be,  and  hereby  is,  directed 
to  file  such  minutes  in  the  Minute  Book  of  the  Corporation. 

-oOo- 
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INPUT,  INC. 

Board  of  Directors  Meeting 
October  14,  2009 
Proposed  Resolutions 


2.  Stock  Option  Grant  at  S1.00  per  Share 

WHEREAS:  Pursuant  to  Section  4 of  the  INPUT,  Inc.  2009  Common  Stock  Incentive 
Plan  (the  “Plan”)  the  Board,  in  its  capacity  as  “Administrator”  under  the  Plan,  is 
authorized  to  grant  stock  options  under  the  Plan  and  to  determine  the  persons  to  whom 
such  stock  options  shall  be  granted  and  the  terms  and  conditions  of  such  stock  options; 
and 

WHEREAS:  The  Board  now  finds  it  desirable  to  grant  stock  option  awards  to  certain 
individuals  under  the  Plan. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all  relevant 
factors,  including,  without  limitation,  the  value  of  the  Corporation's  assets,  the  present 
value  of  the  Corporation's  estimated  future  cash  flows,  the  value  of  comparable 
companies  and  other  factors  the  Board  deems  relevant,  including  the  earnings  history, 
book  value  and  prospects  of  the  Corporation  in  light  of  market  conditions  generally  and 
the  Reznick  Group,  P.C.  valuation  analysis  pursuant  to  which  the  fair  market  value  of  the 
Common  Stock,  as  of  December  31,  2008,  was  valued  at  $1.00  per  share,  that  the  fair 
market  value  of  the  Common  Stock  as  of  the  date  hereof  is  $1 .00  per  share; 

RESOLVED,  FURTHER:  That  in  recognition  of  the  contributions  to  the  operating 
progress  and  earning  power  of  the  Corporation,  and  as  an  incentive  to  contribute  to  the 
future  growth  and  success  of  the  Corporation,  each  individual  identified  on  Exhibit  A 
attached  hereto  (each,  a “Grantee”)  is  hereby  granted  a stock  option  to  purchase  that 
number  of  shares  of  the  Corporation’s  Common  Stock  identified  on  Exhibit  A opposite 
such  Grantee’s  name,  subject  to  the  terms  and  conditions  set  forth  in  such  exhibit  and  in 
the  Corporation’s  standard  form  of  stock  option  grant  agreement  (the  “Option 
Agreement”),  and  having  a purchase  price  of  $ 1 .00  per  share; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation, 
acting  for  and  on  behalf  of,  and  in  the  name  of,  the  Corporation,  shall  be,  and  hereby  are, 
authorized,  empowered  and  directed  to  enter  into  and  execute  an  Option  Agreement  w ith 
each  Grantee,  with  such  terms  and  provisions  therein  as  the  officer  or  officers  executing 
the  same  shall  determine,  in  their  discretion,  consistent  with  the  terms  and  provisions  of 
the  Plan  and  on  the  terms  set  forth  above,  and  shall  approve  (such  approval  to  be 
conclusively  evidenced  by  such  execution),  a copy  of  such  Option  Agreement  as 
executed  to  be  inserted  in  the  appropriate  records  of  the  Corporation;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions  contemplated 
thereby,  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all  respects. 

-oOo- 
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INPUT,  INC. 

Board  of  Directors  Meeting 
October  14, 2009 
Proposed  Resolutions 

Exhibit  A 

Stock  Option  Grants 


Grantee  Name 

ISO/NQSO 

Number  of  Shares 

Vesting 

Total: 

va-283717 
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INPUT  Schedule  of  Board  and  Stockholder  MeetinqsPrinted  10/9/2009 

2010 


BOD  Review 

Thu.  Jan  21 

1 0.00  am  - 1 1 .30  am 

Phone 

BOD  2009  Bonus  Approval  Meeting 

Thu.  Jan  21 

1 1 .30  am  - 12.30  pm 

Phone 

BOD  Review 

Thu.  Feb  25 

1 1 .00  am  - 12.30  pm 

Phone 

Exec/BOD  Dinner: 

Thu.  Apr  15 

6.30  pm 

OFFSITE 

BOD  & Strategic  Issues  Meeting: 

Fri  - Sat/Sun 
April  16-  17/18 

Fri:  8.00  am  - 5.00  pm 
Sat:  9.00  am  - 3 :00  pm 

Jupiter,  FL 

BOD  Review 

Thu.  May  13 

1 1 .00  am  - 12.30  pm 

Phone 

Exec  BOD  Dinner: 

Wed.  Jul  14 

6.30  pm 

Stockholders  Meeting: 

Thu.  Jul  15 

9.00  am  - 9.30  pm 

BOD  Meeting: 

9.30  am  - 1 1 .30  am 

INPUT 

an  Meeting: 

12:30  pm  - 4.00  pm 

JbOD  iveview 

Thu.  Aug  19 

1 1 .00  am  - 12.30  pm 

Phone 

>r^D  Dinner: 

Wed.  Oct  13 

6.30  pm 

BOD  iW 

Thu.  Oct  14 

9.00  am  - 1 1 .30  pm 

INPUT 

Bv  _ i Plan  Meeting: 

Thu.  Oct  14 

12.30pm  - 4.00  pm 

BOD  Review 

Thu.  Nov  18 

10.00  am  - 1 1.00  am 

Phone 

BOD  201 1 Budget  & Comp.  Submission 
Meeting 

Thu.  Nov  18 

1 1 .00  am  - 12.30  pm 

Exec/BOD  Dinner: 

Wed.  Dec  1 5 

6.30  pm 

BOD  Meeting  : 

Thu.  Dec  16 

9.00  am  - 10.30  am 

INPUT 

BOD  201 1 Budget  & Compensation 
Approval  Meeting: 

Thu.  Dec  16 

1 0.30  am  - 4.00  pm 

10/05/09  Changes  in  Red 

All  Board  Materials  to  be  delivered  Friday  before  the  Meetings. 

S Meetings  2010  (4)  100509  PEC.xIsx 
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INPUT 


MEMORANDUM 


DATE:  October  9,  2009 

TO:  INPUT  BOD 

FROM:  Tim  Dowd 

SUBJECT:  Q3  and  YTD  2009  Results 

CC: 


Excluding  Capture  Intelligence  (“Cl"),  tot^Sales  Orders  for  the  Quarter  fell  short  of  the  Plan  by  $1 1 5K 
(2%).  Revenues  for  the  Quarter  werg^f^K.  ( 1 %)  ahead  of  Plan.  For  the  YTD,  Sales  Orders  (also  without 
Cl)  are  $157K  short  of  Plan.  wJiiteRevenues  of  S18.8M  are  $163K  ahead  of  Plan  primarily  due  to 
Stimulus  sales  ($242K  recpgfuzed  to  date). 

Total  Expense  variance  versus  Plan  for  the  Quarter  (excluding  Ex-Budget  items)  was  $245K  unfavorable. 
Significant  expense  variances  include:  S100K.  for  training  (Scrum  and  Sales),  $45K  for  Investment 
Services  (non-Ex-Budget  costs),  and  $32K  for  the  increased  bonus  accrual.  For  the  YTD,  Total  Expenses 
are  $366K  favorable  vs.  Plan  due  to  several  positive  expense  variances  including:  Personnel,  Recruiting, 
Software  Licenses,  and  Travel. 

/'QrTtt  r»  ij£‘ 

For  the  YTD,  tBITDA  of  S998K  was  S529K  ahead  of  Plan;  Net  Income  (including  Ex-Budget)  was 
S120K.  vs.  the  S245K  Plan.  7 


Commentary 

1.  Initiatives  Update. 


1 


'W 


SEP  YEAR  TO  DATE  VERSUS  JULY  PLANS 


Orders 


Expenses 


(2) 

(1) 

(1) 

'l 


Capture  Intelligence 
Investment  Services 
Opportunity  Advisor 
Task  Order  Op  Notification 


July  Plan 

159,500 

14,070 

151,211 


Actual 

49,500 

43,933 


Variance  July  Plan  Actual  Variance 


(110,000) 

29,863 

(137,544) 


284,575 

-119,945 


(133,543) 

(42,409) 


Anecdotal  feedback  on  FSI  new  search  seems  neutral  to  negative 


? 


Onvia  announced  a Q4  discount  of  1 or  2 free  months  depending  upon  when  you  sign 


*■> 


CeniC 


Note  (1)  - Opp  Advisor  (OA)  &Task  Order  Op  Notification  (TO)  are  initiatives  that  required 
allocations  of  existing  staff;  no  staff  are  "100%  assigned"  to  the  business  line  currently.  OA 
planned  for  some  Marketing  costs. 

Note  (2)  — Investment  Services  does  not  include  Development  time  if 

biifUr  47 WN$  _ "Z- <M  tM£T 

2.  Competitive. 

• The  win/loss  significantly  narrowed  in  September.  No  apparent  reason.  Our  competitive 
activity  with  Centurion  and  Onvia  keeps  increasing 


Q 


n 
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Looking  Forward. 


Executive  Recruiting 

o SVP  New  Product  Development 

■ Offer  made  to  Darrell  Huntsman,  decision  expected  10/12 

■ No  back  up  candidate.  Brian  Dames  withdrew  and  Chris  Sternberg  was  deemed 
unsuitable  following  PAC  reference  checks 

Continued  sales  launch  of 4G4P-: Cl 

o Pipeline  available  on  SharePoint  highlighting  progress  against  Target  list.  Still  some 
issues  regarding  the  completion  and  distribution  of  Contact  reports-  will  be  resolved  by 
BOD  meeting 

Single  report  sales  for  top  tier  companies  not  relevant.  Once  they  are  convinced  of  the 
value  of  the  program  the  $35K  does  not  seem  to  be  an  issue.  At  least  2 subscriptions 
expected  in  October.  First  subscription  signed  in  September 

Executive  Sales  training  identified  and  date  to  be  finalized  by  10/12.  Julie  Santoriello 
and  Brian  Haney  will  also  attend 

On  track  to  deliver  at  least  4 reports  by  year  end.  2 new  reports  expected  to  be  released  in 
October 

Up  sell  plan  update 

o Team  fully  staffed  (1  manager  and  3 sellers) 
o Sept  Funnel  = $55,345,  closed  $29. 8K 
o Oct  Funnel  = $160,428,  expected  closes  $60K 


Finalize  Techn^gy  plan 


Plan  to  be  presented  at  October  BOD  meeting 

A)  _ . rs,  \ ^ f)\  A _ / . P rvAXWrOjO  U & (h 


ft  ~ r y-p  . J . 1-0 

* .our  -O  1f& (SL-rr.  Duly*****? 

Investor  Services  (13) 

o Product  build-out  remains  on  track. 

o J-SC-tcfupdate  and  add  detail  to  the  sales  and  marketing  plans  for  the  GovlA  product. 

Complete  for  Oct.  14  Board  meeting.  oc.^nr- 

o JSC  to  r-c-doubhrcfforts  to  researeh-propercompensation  scheme  for  i3  salesperson, 
o JSC  and  TD-to  learn  more  about  the  sales  channel  option  with  BNY  Convergex. 
o Conducted  5 Concept  test  with  favorable  results.  Test  clients  requested  analysis  on  non 
IT  companies  as  well  xccUc^r^S) . 

o Staffing  focused  on  non-IT  analysts  based  on  concept  test  feedback  7 


0G 


Implement  Alternate  Channel  opportunities 

o Deltek  term  sheet  completed  will  be  sent  to  PAC  on  10/12  following  Dowd  review 
(2)  referral  agreements  signed  in  Sept:  Relay  Strategy  & AOC/KS1 

■ lsl  referral  deal  closed  on  10/8/2009:  Carefusion  (24.5k  - Fed  Sales  Solution)  - 
Relay  Strategy 

■ Partner  agreements  sent  out  to  Tech  Data  and  Ingram  Micro 
Microsoft  — participated  in  partner  SL/ED  events  in  Seattle,  Dallas,  and  DC  — have  about 
6-10  new  deals  in  process  this  quarter 

■ Working  on  new  CRM  •‘on-premise”  connector  license  for  govt  contractors 

■ Possible  INPUT  OEM  relationship  for  their  new  MS  Stimulus  360  product 
which  will  be  sold  through  a partner  channel  to  S&L  govt  admins 
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Employee  Survey  (Actual  results  in-BQB-package) 

(M/tfAytVv  ^Vyn  c. 

Findings 

o Low  importance  among  Product  Companies 

o Reinforces  our  finding  of  lower  renewal  rates  among  this  group 

o Supports  our  plan  to  build  a specialized  product  for  this  group  to  address 

^ — value  gap  vs.  services  companies 

o Need  to  examine  S&L  Only  satisfaction  among  S&L  members 
o Limited  data  this  quarter,  but  unsatisfactory  ratings 
o Poor  comparison  vs.  FSI,  though  may  be  statistical  variation 

o Need  to  watch  this  carefully  with  their  new  search  tool 

Opportunities  for  improvement 

o Continued  improvement  in  timeliness  of  information  - biggest  gap  in  importance 
vs.  satisfaction 

o While  it  has  consistently  improved  (from  3.6  in  prior  years  to  3.9), 
still  room  to  do  better  Jj  £a/vw  - 


\jp 
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INPUT  - QUARTERLY  REPORT 


For  the  QTD  and  YTD  Ending  September  30,  2009 


Prepared  October  6,  2009 
PROPRIETARY  & CONFIDENTIAL 

INPUT 

Reston,  VA  20190 
(703)  707-3500 
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Net  Contract  Va.ue  - by  Product 
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Existing  Products 

Federal  IS  Products  (Includes  OIS) 

Total  Federal 


Total  Unduplicated  Members  Federal 


NCV  ($)  (1) 


# Member 
Companies  (2) 


17,915,606 


1574 


1463 


NCV  ($)  (1) 


# Member 
Companies  (2) 


19,528,326 


1817 


1645 


Total  S&L 

3,546,309 

535 

3,875,283 

538 

328,974 

+[  9.3%  \ 

Total  Unduplicated  Members  S&L 

519 

526 

1.3% 

Industry  Analysis  Products  (Includes  Trend 
Advisor) 

Total  Industry  Analysis 

1,197,957 

88 

1,290,265 

96 

92,308 

t 7.7% 

Total  Unduplicated  Members  Industry 

71 

76 

7.0% 

New  Products 

— 

— 

— 

— 

Capture  Intelligence  (full  subscription) 

- 

0 

35.000 

1 

35,000 

_ 

Opportunity  Advisor  (full  subscription) 

- 

0 

14,500 

1 

14,500 

Total  New  Products 

- 

0 

49,500 

2 

49,500 

- 

Total  Unduplicated  Members  New  Products 

0 

2 

- 

Total  Existing 

22,659,872 

2197 

24,743,374 

2453 

2,083,502 

t 9.2% 

Total  Unduplicated  Members  (Existing) 

1614 

1784 

10.5% 

Software 

— 

— 

— 

Web  Services 

81,369 

143 

106,045 

169 

24,676  ’“f  30.3% 

18.2% 

Task  Order  Opportunity  Notification  System  (3) 

- 

0 

15,917 

7 

15,917 

- 

Total  Software 

81,369 

143 

121,962 

176 

40,593 

t 49.9% 

Total  Unduplicated  Members  Software 

139 

172 

23.7% 

Total 

22,741,241 

2,340 

24,865,336 

2,629 

2,124,095 

"f-  9.3% 

Total  Unduplicated  Members J4) 

- 

1614 

1785 

10.6% 

Average  Subs/Mbr 

1.45 

— 

1.47 

— 

1.6% 

CV  as  of  October  1st  2008 

22,293,558 

Chanqe  2009/2008 

t 12% 

Unrenewable  Products 

Economic  Stimulus  Portal 

47,638 

26 

Federal  Economic  Stimulus  Package 

157,079 

22 

S&L  Economic  Stimulus  Package 

78,069 

16 

Capture  Intelligence  Reports 

14,500 

2 

Total  Unrenewable  Products 

297,286 

66 

Notes: 

1 ) Net  Contract  Value  (NCV)  is  equal  to  the  annualized  contract  value  of  active  subscriptions  as  of  the  date  specified.  NCV  for  non-subscription  products  is  the  contract  value  sold  for  the 
last  12  months. 

2)  Member  Companies  is  equal  to  the  total  number  of  active  subscriptions  at  the  product  level  Total  Member  Companies  is  equal  to  the  number  of  Member  Companies  with  at  least  one 
active  subscription 

3)  Pre-selling  began  in  May  2009 

4)  Unduplicated  Members  include  renewable  Existinq  and  Software  products 

# Member 

NCV  ($)  NCV  (%)  Companies 

(%) 
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Orders  YTD  & QTD 


Printed:  10/9/2009 


Year-to-Date 

Q3 

Actual 

$(000) 

2009 
Original 
Plan  $(000) 

Variance 
to  Plan  (%) 

Prior  Yr. 
$(000) 

Change 
2009/ 
2008  (%) 

Actual 

$(000) 

2009 
Original 
Plan  $(000) 

Variance 
to  Plan  (%) 

Prior  Yr. 
$(000) 

Change 
2009/ 
2008 (%) 

SUBSCRIPTIONS 

— ' ' ' 

' --  

~ ' — 

— 

— 

New  Business: 

— 

Sales  Teams 

5,299 

5,434 

-2% 

4,420 

20% 

1,891 

1,982 

-5% 

1,438 

32% 

Upsell  (Mbr  Svcs) 
Total 

(A) 

831 

1,320 

-37% 

1,041 

-20% 

275 

495 

-44% 

405 

-32% 

6,130 

6,754 

-9% 

5,461 

12% 

2,166 

2,477 

-13% 

1,843 

18% 

Renewals: 

Renewal  Sales 

11,566 

11,252 

3% 

10,252 

13% 

3,767 

3,661 

3% 

3,367 

12% 

Renewal  Rate 

76.7% 

74.6% 

2.1% 

74  5% 

2.2% 

76.8% 

74.6% 

2.2% 

78.9% 

-2.1% 

Total  Subscriptions 

17,696 

18,007 

-2% 

15,713 

13% 

5,933 

6,138 

-3% 

5,210 

14% 

EVENTS 

— 

— 

Attendance 

427 

617 

-31% 

449 

-5% 

189 

215 

-12% 

161 

18% 

Sponsorship 

193 

184 

5% 

162 

19% 

126 

67 

89% 

71 

78% 

Total  Events 

620 

800 

-23% 

610 

2% 

316 

282 

12% 

232 

36% 

OTHER 

Reports  & Documents 

Stimulus  (including  Portal) 

300 

0% 

0% 

11 

0% 

- 

0% 

Opportunity  Advisor  (Reports  Only) 

29 

0% 

- 

0% 

29 

- 

0% 

- 

0% 

Other  Reports  & Documents 
Total  Reports  & Documents 
Speaker  Fees 

167 

146 

14% 

197 

-15% 

87 

59 

48% 

85 

2% 

496 

146 

240% 

197 

152% 

127 

59 

116% 

85 

50% 

9 

38 

-77% 

- 

0% 

- 

13 

-100% 

0% 

Other 

13 

“ 

0% 

18 

-27% 

- 

- 

0% 

- 

0% 

TOTAL  BUDGETED  SALES 
ORDERS 

18,834 

18,991 

-1% 

16,538 

14% 

6,376 

6,491 

-2% 

5,527 

15% 

Ex-Budget:  (reported  vs.  Reforecast) 
Capture  Intelligence 

— 

50 

29 

71% 

- 

0% 

50 

29 

71% 

0% 

Grand  Total  Orders 

18,883 

19,020 

-1% 

16,538 

14% 

6,425 

6,520 

-1% 

5,527 

16% 

NOTES: 

1 

(A)  Upsell  includes  Strategic  team 

R-F  390 
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2009  PerfoQ  ce  Report 
Orders  by  LOB  by  Month 


Pril 


0/9/2009 


Orders  b 

y Month  - 2009  Actual 

$000) 

Jan 

Feb 

Mar 

1st  Qtr 

Apr 

May 

Jun 

2nd  Qtr 

Jul 

Aug 

| 

Sep 

3rd  Qtr 

Oct 

Nov 

Dec 

4th  Qtr 

Year 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

plan 

plan 

plan 

plan 

act/plan 

SUBSCRIPTIONS 



| 

Available  Renewals 

1,900 

1,945 

1,632 

5,476 

1,407 

1.509 

1,782 

4,697 

1.463 

1,852 

1,590 

4,904 

1.712 

1,561 

3,569 

6,842 

2 1 920 

Renewal  Subscription  Orders 

1,489 

1,379 

1.228 

4,096 

1,166 

1,280 

1,256 

3,703 

1,087 

1,459 

1,221 

3,767 

1,263 

1,121 

2,781 

5,165 

16,732 

New  Subscnption  Orders 

665 

585 

674 

1,924 

743 

632 

665 

2,040 

649 

691 

826 

2,166 

835 

884 

1,276 

2,996 

9,126 

Sales  Teams 

549 

482 

610 

1,640 

632 

579 

557 

1,768 

577 

592 

722 

1,891 

654 

719 

943 

2,316 

7,615 

- 

Upsell  (Mbr  Svcs) 

116 

103 

65 

284 

111 

53 

108 

271 

73 

99 

104 

275 

181 

165 

334 

680 

1,511 

Other 

- 

- 

- 

- 

_ 

- 

. 

_ 

_ 

_ 

_ 

T 

otal  Subscriptions 

2,154 

1,964 

1,903 

6,021 

1,909 

1,912 

1,921 

5,743 

1,737 

2,149 

2,047 

5,933 

2,098 

2,006 

4,058 

8,161 

25,857 

2009  Original  Plan 

2,063 

2.166 

1,970 

6,200 

1,758 

1,814 

2,098 

5,669 

1,842 

2,268 

2,028 

6,138 

2,098 

2,006 

4.058 

8,161 

26,168 

Prior  Year 

1,877 

1868 

2,077 

5,822 

1,458 

1.493 

1,729 

4.681 

1.517 

2,032 

1.660 

5,210 

1.887 

1,560 

3.831 

7,278 

22.991 

Change  2009 / 2008 

3% 

23% 

14% 

12% 

EVENTS 

— 

— 

- 

Attendance 

12 

63 

71 

146 

43 

24 

25 

92 

48 

76 

65 

189 

118 

50 

17 

185 

612 

Sponsorships 

5 

9 

10 

24 

9 

13 

21 

43 

55 

43 

28 

126 

27 

41 

34 

102 

295 

Total  Events 

17 

71 

81 

170 

52 

36 

46 

134 

103 

119 

93 

316 

145 

91 

51 

286 

906 

2009  Original  Plan 

12 

55 

57 

124 

123 

182 

91 

395 

62 

86 

134 

282 

145 

91 

_ 51 

286 

1,087 

OTHER 

— - 

— 

— 

— 

— 

— 

- 

Reports  & Documents 

Stimulus  (including  Portal) 

- 

2 

152 

153 

61 

34 

41 

136 

11 

ii 

- 

_ 

_ 

300 

Opportunity  Advisor  (Reports  Only 

- 

_ 

- 

- 

_ 

- 

- 

7 

7 

23 

29 

" ~ — _ 

7 

_ 

29 

Other  Reports  & Documents 

19 

13 

9 

41 

8 

28 

2 

38 

36 

19 

33 

87 

27 

15 

25 

67 

233 

Total  Reports  & Documents 

19 

15 

161 

195 

70 

62 

43 

174 

36 

36 

55 

127 

27 

15 

25 

67 

563 

Speaker  Fees 

- 

- 

1 

1 

7 

- 

1 

8 

. 

4 

4 

4 

13 

21 

Other 

- 

- 

10 

10 

3 

3 

- 

. 

m 

13 

Total  Other 

19 

15 

172 

206 

80 

62 

44 

185 

36 

36 

55 

127 

1— — — - 

31 

19 

30 

79 

597 

2009  Original  Plan 

14 

20 

17 

51 

23 

11 

27 

61 

12 

41 

18 

71 

31 

19 

30 

79 

263 

Total  Budgeted  Orders 

2,190 

2,050 

2,156 

6,396 

2,041 

2,010 

2,011 

6,062 

1,876 

2,304 

2,195 

6,376 

2,274 

2,115 

4,138 

8,527 

27,361 

2009  Original  Plan 

2.089 

2,241 

2.044 

6,374 

J 904 

2,006 

2^215 

6.126 

1,916 

2,395 

2,180 

6,491 

2.274 

2,115 

4.138 

8,527 

27.517 

Ex-Budget 

' 

Capture  Intelligence 

- 

- 

- 

- 

"1 

- 

- 

rr 

- 

50 

50 

- 

50 

Total  Orders  2,190 

2,050 

2,156 

6,396 

2,041 

2,010 

2,011 

6,062 

1,876 

2,304 

2,245 

6,425 

2^274 

2,115 

4,138 

8,527 

27,410 

Total  Orders  - 2008 

1,930 

1,959 

— 

2,173 

6,062 

1,538 

— 

1,569 

1,842 

4,949 

1,618 

2,153 

1,756 

5,527 

1,957 

1,607 

3,873 

7,436 

23,974 

CASH  EXPENDITURES 

1 

1 

— 

feast 

— 

— 

' - - 

Operating  expenses  (1) 

(2,235) 

(2.193) 

(1.742) 

(6,170) 

(1.868) 

(12) 

(1,816) 

(1.789) 

(5,473) 

(1.924) 

(1,952) 

(2.014) 

(5,890) 

(180) 

(2,150) 

(19) 

(1,788) 

(19) 

(1.792) 

(21) 

(5,731) 

(60) 

(23,263) 

(444) 

Capital  expenditures  (2) 

(40) 

(13) 

(74) 

(127) 

(47)' 

(18) 

(77) 

(64) 

(6lT 

(56) 

Financing  expenditures  (3) 

fiS 

<51 

<1 

(7) 

1 

(2) 

(52) 

(54) 

(3) 

(3) 

(3) 

(8) 

(3) 

.... 

(3) 

(3) 

(8) 

(77) 

(2.278) 

(2,211) 

(1.816) 

(6,305) 

(1,878) 

(1,866) 

(1,860) 

(5,604) 

(1.990) 

(2,015) 

(2,072) 

(6,078) 

(2,172) 

(1,810) 

(1.816) 

(5,798) 

(23,784) 

MTHLY  SALES  NET  OF 

' ' 1 

■ 

— 

— 

- 

CASH  EXPENDITURES 

m. 

_ CW. 

340 

91 

162 

145 

151 

458 

("*) 

289 

124 

298 

102 

305 

2,322 

2,729 

3,577 

YTD  SALES  NET  OF 

— 

1 

— 

— 

CASH  EXPENDITURES 

(88) 

91 

91  254 

398 

550 

550  435 

724 

848 

848 

950 

1,255 

3,577 

3,577 

3,577 

!<i 

otes 

J J 

' | ' ' | 

) All  cash  disbursements  (excludes  customer  refunds) 

(2)  & (3)  Per  the  Cash  Flow  Statement 

R-F  390  INPUT  Mgmt  Rpts  (13)  Sep  09  100609  TMC  xlsx 


Page  4 of  17 


Proprietary  / Confidential  INPUT 


2009  Performance  Report 
Competitive  Won  Lost  Trend 


Printed:  10/9/2009 


Competitive  Won  Lost  - Rolling  13  Months 


"S  $250,000 

O 


Sep-08  Oct-08  Nov-08  Dec-08  Jan-09  Feb-09  Mar-09  Apr-09  May-09  Jun-09  Jul-09  Aajg-09  Sep-09 


■■■■Win  5$ 

Losses^ 

Wins# 

Losses# 

For  the  Period  Ending  September  30,  2009 

Won 

Lost 

Win  Rates 

Competitors 

# of 

CVS 

# of 

CV$ 

by# 

by  $ 

Centurion 

7 

$52,270 

3 

$44,500 

70% 

54% 

CJIS 

0 

$0 

3 

$35,240 

0% 

0% 

E-Pipeline 

2 

$11,500 

3 

$36,300 

40% 

24% 

Onvia 

5 

$51,454 

4 

$35,102 

56% 

59% 

Other  Unknown 

1 

$6,880 

1 

$6,600 

50% 

51% 

Federal  Sources  - Federal 

9 

$115,124 

4 

$60,080 

69% 

66% 

Grand  Total 

24 

$237,228 

18 

$217,822 

57% 

52% 

390  'K|PUT  Mgmt  Rpts  (13)  Sep  09  100809  TMC.xIsx 
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2009  Perfor  nee  Report 
Competitive  Switches  Trend 


Competitive  Switch  Won  Lost  Trend  - Rolling  13  Months 

$300,000 


$250,000 


$200,000 


M 

h- 

| $150,000 

o 


$100,000 


$50,000 


$0 


■■*Wins$  Essii]  Lasses*  — — Wins#  — ■ — Losses# 


For  the  Period  Ending  September  30,  2009 

Won 

Lost 

Win  Rates 

Competitors 

#of 

CV$ 

# of 

CV$ 

by# 

by  $ 

Federal  Sources  - Federal 

5 

$58,049 

1 

$22,185 

83% 

72% 

Onvia 

3 

$32,542 

1 

$7,110 

75% 

82% 

Centurion 

3 

$18,320 

0 

$0 

100% 

100% 

Other  Unknown 

1 

$6,880 

0 

$0 

100% 

100% 

CJIS 

0 

$0 

1 

$8,690 

0% 

0% 

E-Pipeline 

1 

$4,900 

0 

$0 

100% 

100% 

Grand  Total 

13 

$120,690 

3 

$37,985 

81% 

76% 
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Proprietary  / Confidential  - INPUT 


2009  Performance  Report 
QTD  Competitive  Analysis 


Printed:  10/9/2009 


Break-down  of  summary  Competitive  W/L  Analysis: 

Wins 

CV  Value 

Losses 

CV  Value 

All  competitive 

71 

$ 871,741 

44 

$ 592,042 

New  Business 

56 

$ 674,067 

31 

$ 419,505 

Renewals 

15 

$ 197,674 

13 

$ 172,537 

Switches 

32 

$ 369,696 

12 

$ 172,855 

— 

\ 

\ 

Why  are  we  losing? 

Company  Size 

Reason  For  Loss 

# of  companies 

CVS 

% of  Total 

Enterprise 

Lack  of  Budget 

3 

$ 47,445 

682% 

Price 

2 

$ 30,300 

4.55% 

Other 

1 

$ 49,595 

2.27% 

Mid-Market 

Price 

5 

$ 98,413 

1 1 .36% 

Lack  of  Budget 

4 

$ 57,700 

9.09% 

Product  Quantity 

1 

$ 24,500 

2.27% 

Change  in  Business/Strategy 

1 

$ 22,185 

2.27% 

Other 

1 

$ 13,400 

2 27% 

Small  Business 

Price 

9 

$ 94,567 

20  45% 

Product  Quality 

6 

$ 49,700 

13  64% 

Other 

6 

$ 60,740 

13.64% 

Lack  of  Budget 

2 

$ 16,097 

4 55% 

Product  Quantity 

1 

$ 8,300 

2.27% 

Change  in  Business/Strategy 

1 

$ 12,900 

2.27% 

Dropped  Requirement 

1 

$ 6,200 

2.27% 

Grand  Total 

44 

$ 592,042 

100.00% 

Whv  are  we  winninq? 

Company  Size 

Reason  For  Win 

# of  companies 

CVS 

% of  Total 

Enterprise 

Content  Quality 

7 

$ 130,675 

9.86% 

Key  Information 

3 

$ 80,650 

423% 

Customer  Service 

2 

$ 61,819 

2.82% 

Quantity  of  Information 

1 

$ 20,000 

1.41% 

Interface  Quality 

1 

$ 34,340 

1.41% 

Mid-Market 

Content  Quality 

12 

$ 163,946 

16.90% 

Content  Quality,  Customer  Service 

1 

$ 14,295 

1.41% 

Key  Information 

1 

$ 12,100 

1.41% 

Small  Business 

Content  Quality 

25 

$ 188,137 

35.21% 

Customer  Service 

7 

$ 56,875 

9 86% 

Key  Information 

6 

$ 51,933 

8.45% 

Content  Quality,  Customer  Sen/ice 

V 1 

$ 1 1 ,603 

1.41% 

Interface  Quality 

\ 1 

$ 12,900 

1.41% 

Key  Information,  New  Business/Strategy 

\ 1 

$ 16,734 

1.41% 

Price 

V 

$ 6,600 

1.41% 

Quantity  of  Information 

i 

$ 9,135 

1.41% 

Grand  Total 

71  \ 

1 871,741 

100.00% 

\ 

\ 

\ 

\ 

\ 

\ 

What  are  we  seeing  in  the  marketplace? 

At 

1.  Competition's  activity  remains  unchanged 

V 

a.  Rationale  remains  the  same  - losses  typically  on  price,  wins  typically  on  value 

k ...  ..  i 

A_y 

Conclusions: 

1.  Recession  is  not  causing  members  to  flee  to  lower-priced  competitors 

a.  Caveat  - recession  may  be  causing  retreat  to  lower  solutions  or  not  renewing  at  all 

R-F  390  INPUT  Mgmt  Rpts  (13)  Sep  09  100809  TMC.xIsx 
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Proprietary  / Confidential  - INPUT 


2009  Performance  Report 
YTD  Competitive  Analysis 


Printed:  10/9/2009 


Break-down  of  summary  Competitive  W/L  Analysis: 

Wins 

CV  Value 

Losses 

CV  Value 

All  competitive 

204 

$ 2,320,671 

126 

$ 1,754,373 

New  Business 

171 

$ 1,902,039 

95 

$ 1,291,423 

Renewals 

33 

$ 418,632 

31 

$ 462,950 

Switches 

83 

$ 926,567 

24 

$ 321,168 

y 

Whv  are  we  losina? 

y~ 

/ 

Company  Size 

Reason  For  Loss 

# of  companies 

CVS 

% of  Total 

Enterprise 

Lack  of  Budget 

11 

$ 224,481 

/ 8.73% 

Price 

6 

$ 121,653 

/ 4.76% 

Other 

3 

$ 120,796 

2.38% 

Mid-Market 

Price 

13 

$ 244/508 

10.32% 

Other 

6 

$ ,80,110 

4.76% 

Lack  of  Budget 

4 

$ / 57,700 

3.17% 

Product  Quality 

3 

X 67,935 

2.38% 

Product  Quantity 

1 /I 

$ 24,500 

0.79% 

Change  in  Business/Strategy 

1 / 

$ 22,185 

0.79% 

Small  Business 

Price 

40/" 

$ 417,469 

31.75% 

Other 

A 

$ 154,590 

11.11% 

Product  Quality 

/ 9 

$ 76,200 

7.14% 

Lack  of  Budget 

/ 9 

$ 81,997 

7.14% 

Product  Quantity  , 

' 3 

$ 30,850 

2.38% 

Change  in  Business/Strategy  / 

1 

$ 12,900 

0.79% 

Customer  Service  / 

1 

$ 9,900 

0.79% 

Dropped  Reguirement  / 

1 

$ 6,200 

0.79% 

Grand  Total 

126 

$ 1,754,373 

100.00% 

/ 

y 

Whv  are  we  winnina?  / 

/ 

Company  Size 

Reason  For  Win 

# of  companies 

CV$ 

% of  Total 

Enterprise 

Content  Quality  / 

21 

$ 396,768 

10  29% 

Key  Information  / 

9 

$ 218,461 

4.41% 

Customer  Service  / 

2 

$ 61,819 

0.98% 

Interface  Quality  / 

2 

$ 49,025 

0.98% 

Quantity  of  Information 

1 

$ 20,000 

0.49% 

New  Business/Strategy 

1 

$ 9,900 

0.49% 

Strategic 

Key  Information 

3 

$ 39,384 

1.47% 

Mid-Market 

Content  Quality 

19 

$ 283,244 

9.31% 

Key  Information 

3 

$ 26,200 

1.47% 

Content  Quality,  Customer  Service 

2 

$ 36,845 

0.98% 

Key  ^formation,  Content  Quality 

1 

$ 12,800 

0.49% 

Price 

1 

$ 10,000 

0.49% 

Small  Business 

Content  Quality 

94 

$ 757,358 

46.08% 

Key  Information 

16 

$ 143,538 

7 84% 

Customer  Service 

12 

$ 100,658 

5.88% 

Price 

5 

$ 28,797 

2.45% 

Interface  Quality 

3 

$ 33,120 

1 .47% 

Content  Quality,  Customer  Service 

3 

$ 30,862 

1 .47% 

y 

New  Business/Strategy 

2 

$ 16,600 

0.98% 

/ 

Interface  Quality,  Key  Information,  Content  Quality 

1 

$ 7,363 

0.49% 

Key  Information,  New  Business/Strategy 

1 

$ 16,734 

0.49% 

Quantity  of  Information 

1 

$ 9,135 

0.49% 

Interface  Quality,  Key  Information 

1 

$ 12,060 

0.49% 

Grand  Total 

204 

$ 2,320,671 

100.00% 
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2009  Performance  Report 
Income  Stmt  • QTD 


Date  Printed:  10/9/2009 


QUARTER-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2009 / 
2008  (*/.) 

Original  Plan 
($) 

Variance  to 
Original  Plan 

<%) 

Revenue 

Subscriptions 

6,088,329 

5,478,034 

11% 

6,157,461 

-1% 

Events 

196,999 

138,139 

43% 

208,120 

-5% 

Other 

199,100 

76,260 

161% 

71,269 

179% 

Total  Net  Revenue 

6,484.428 

5,692,433 

14% 

6,436,849 

1% 

Operations,  Total 

1 381,287 

1.423.391 

~ 3% 

1,452,995 

5% 

% of  Revenue 

21% 

25% 

4% 

23% 

1% 

Member  Services,  Total 

940,338 

871,383 

-8% 

953,899 

1% 

% of  Revenue 

15% 

15% 

i% 

15% 

0% 

Cost  of  Services,  Total 

2,321,625 

2,294,774 

-i% 

2,406,895 

4% 

% of  Revenue 

36% 

40% 

5% 

37% 

2% 

Gross  Income  / (Loss) 

4,162,803 

3,397,659 

23% 

4,029,955 

3% 

Gross  Profit  % 

64% 

60% 

5% 

63% 

2% 

Sales,  Total 

1,185,287 

1,119,815 

-6% 

1,182,390 

0% 

% of  Revenue 

18% 

20% 

i% 

18% 

0% 

Marketing,  Total 

494  717 

298,720 

-66% 

473,459 

-4% 

% or  Revenue 

8% 

5% 

-2% 

7% 

0% 

R&D,  Total 

640,785 

344,062 

-86% 

397,562 

-61% 

% - Revenue 

— 

10% 

6% 

-4% 

6% 

-4% 

Administrative,  Total 

1,172,639 

1,149,231 

-2% 

1,216,934 

4% 

Revenue 

18% 

20% 

2% 

19% 

1% 

Co 

rperate  expenses,  Total 

167,107 

144,891 

-15% 

169,282 

1% 

% of  Revenue 

3% 

3% 

0% 

3% 

0% 

tent  Services  >$2S0K  Net  Loss 

61,528 

- 

0% 

- 

0% 

.tsuigence  >$4  )0K  Net  Loss 

- 

- 

0% 

- 

0% 

Provis  n for  Be -rises 

288,949 

112,214 

-157% 

257,348 

-12% 

Total  Exoense 

6,332,637 

5,463,707 

-16% 

6,103,870 

-4% 

r~~ 

151,791 

228.726 

-34% 

332,979 

-54% 

2% 

4% 

-2% 

5% 

-3% 

Depreciation  & Amortization 

115,574 

102,898 

-12% 

111,980 

-3% 

Onerati'-"  inr-'-o  ' 1 Loss) 

36,217 

125,828 

-71% 

221,000 

-84% 

penses) 

9,906 

30,436 

-67% 

33,281 

-70% 

till 

Taxes 

46,123 

156,264 

-70% 

254,281 

-82% 

it  e Taxes 

- 

- 

0% 

- 

0% 

Ne 

Income  / (Loss) 

46,123 

156,264 

-70% 

254.281 

-82% 

% of p-  ‘nue 

1% 

3% 

-2% 

4% 

-3% 

C.A 

-8i. 

Ao  ect 

- 

- 

0% 

- 

0% 

Chairman's  Bonus 

(41,250) 

- 

0% 

- 

0% 

Capture  Intelligence  (Net) 

(153,692) 

- 

0% 

- 

0% 

Investment  Services 

(61,528) 

- 

0% 

- 

0% 

Net  Income  / (Loss),  adjusted 

% of  Revenue 

(210,347) 

156,264 

235% 

254,281 

183% 

3% 

-6% 

4% 

-7% 

NOTES  / INSIGHTS: 

(A)  Percentages  are  presented  as  positive  for  favorable,  negative  for  unfavorable 
(Bf  Revenue  variance  (vs.  Original  Plan):  ~| 


Other  Rev  - Actual  includes  $11 6k  for  Stimulus  ($76k  tor  Q3  plus  $40k  prior  period  reclass  from  Subscriptions) 

(CV  Favorable  exp  variances  (vs.  Original  Plant:  Travel  $22k;  Recruiting  $1 3k;  Marketing  $12k  ($21k  for  tradeshow 

attendance  offset  by  negative  advertising,  web,  collateral,  etc  variance  of  $9k):  Misc  Office/Computer  Supplies  $7k 


Unfavorable  exp  variances  (vs.  Original  Plan):  Personnel  $24k  (headcount  1 above  Plan  at  month-end  plus  contract  labor; 

| increased  monthly  Stock  Comp  expense  by  $8k  beginning  in  Aug);  Bonus  $32k  (increased  accrual 

beginning  in  Aug  due  to  revenue  performance),  Training  $100k  (Scrum  and  Sales  training); 

FOIA/info  costs  $33k  (higher  volume);  Events  dept  costs  $18k;  Other  professional  fees  $17k  (AGI  special  project  $38k 

in  July);  Investment  Services  costs  $62k  (non-Ex-Budget  portion) | 

Note:  above  variances  do  not  include  Ex-Budget  items 


(DjCorporate  Expenses  indudes  Board  expenses  (ind.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO 


recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  similar  items. 


(E)  Provision  for  Bonuses  indudes  the  bonus  accrual  for  all  non-sales  & mbr  svcs.  staff  (ind.  the  Chairman) 


(F)  Prior  year  amounts  have  been  revised  to  reflect  the  bonus  provision  on  a straight-line  basis  

(G)  Time  charged  to  products  under  development  by  individuals  in  Operations  has  been  reclassified 
to  R&D  Personnel  - $20k  QTD  (exd.  Ex-Budget);  QTD  Capitalized  Platform/Website  costs  are  $37k 

(H)  Straight-lined  report  revenue  has  been  reclassified  from  Subscriptions  to  Other  (prior  periods  and  2008  have  been  restated) 
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2009  Performance  Report 
Income  Stmt  - YTD 


Date  Printed:  10/9/2009 


YEAR-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2009 / 
2008 (%) 

Original  Plan 
(*) 

Variance  to 
Original  Plan 
(%) 

Revenue 

Subscriptions 

17,781,101 

16,197,818 

10% 

17,775.290 

0% 

Events 

538,873 

487,314 

11% 

709,015 

-24% 

Other 

511,010 

214,532 

138% 

183,619 

178% 

Total  Net  Revenue 

18,830.985 

16,899,664 

11% 

18,667,924 

1% 

Operations,  Total 

4.126,528 

4,355,067 

5% 

4,445,792 

7% 

% of  Revenue 

22% 

26% 

4% 

24% 

2% 

Member  Services,  Total 

2,575,419 

2,638,632 

2% 

2,732,131 

6% 

% of  Revenue 

14% 

16% 

2% 

15% 

1% 

Cost  of  Services,  Total 

6,701,947 

6,993,699 

4% 

7,177,923 

7% 

% of  Revenue 

36% 

41% 

6% 

38% 

3% 

Gross  Income  / (Loss) 

12,129,037 

9,905,965 

22% 

11,490,000 

6%  “ 

Gross  Profit  % 

64% 

59% 

6% 

62% 

3% 

Sales,  Total 

3,438.156 

3,571,430 

4% 

3,527,527 

3% 

% of  Revenue 

18% 

21% 

3% 

19% 

1% 

Ma 

rketlng,  Total 

1,324,279 

740,429 

-79% 

1,404,965 

6% 

X of  Revenue 

7% 

4% 

-3% 

8% 

0% 

R&D,  Total 

1,471.920 

1,130,543 

-30% 

1,158,813 

-27% 

% of  Revenue 

8% 

7% 

-1% 

6% 

-2% 

General  & Administrative,  Total 

3,470,112 

3,329,383 

-4% 

3,646,539 

5% 

% of  Revenue^ 

18% 

20% 

i% 

20% 

1% 

Corporate  Expenses,  Total 

530,143 

615,212 

14% 

511,201 

-4% 

% of  Revenue  

3% 

4% 

1% 

3% 

0% 

Investment  Services  >$250K  Net  Loss 

76,248 

- 

0% 

- 

0% 

Capture  Intelligence  >$400K  Net  Loss 

- 

- 

0% 

- 

0% 

Loss  on  Product  Sunset  (IEP) 

- 

67,749 

100% 

. 

0% 

Provision  for  Bonuses 

803,647 

336,644 

-139% 

772,044 

-4% 

Total  Expenses 

17,816.452 

16,785,090 

-6% 

18,199,012 

2% 

EBITDA 

^ L014.533 

114,574 

785% 

468,912 

116% 

% of  Revenue 

5% 

i% 

5% 

3% 

3% 

Depreciation  & Amortization 

333,606 

296.482 

-13% 

319,352 

-4% 

Operating  Income  1 (Loss) 

680,927 

(181,908) 

- 

149,560 

355% 

Other  Revenues  / (Expenses) 

37.959 

137,209 

-72% 

95.819 

-60% 

Income  1 (Loss)  Before  Taxes 

718,886 

(44,699) 

- 

245.379 

193% 

Provision  for  Income  Taxes 

- 

- 

0% 

. 

0% 

Net  Income  / (Loss) 

718,886 

(44,699) 

- 

245,379 

193% 

% of  Revenue 

4% 

0% 

4% 

1% 

3% 

Ex 

Budget: 

AGI  Project 

(120,687) 

- 

0% 

- 

0% 

Chairman's  Bonus 

(123,750) 

- 

0% 

- 

0% 

Capture  Intelligence  (Net) 

(278,239) 

- 

0% 

- 

0% 

Net 

investment  Services 
Income  / (Loss),  adjusted 

(76,248) 

- 

0% 

- 

0% 

119,963 

(44,699) 

- 

245,379 

-51% 

% of  Revenue 

i % 

0% 

1% 

1% 

-1% 

NOTES ; INSIGHTS: 


(A)  Percentages  are  presented  as  positive  for  favorable,  negative  for  unfavorable  

(B)  Revenue  variance  (vs.  Original  Plan):  Events  - Conference  attendance  fell  short  of  Plan;  Two  How  To  events  In  the  Plan 

were  not  held;  One  Teaming  event  vs.  Two  in  the  Plan 
l Other  Rev  - Actual  includes  $242k  for  Stimulus  (including  e-commerce)  plus  $13k  for  custom  data  pulls 

(C)  Favorable  exp  variances  (vs.  Original  Plan):  Personnel  $252k  (avg  headcount  below  Plan  offset  by  contract  labor; 

increased  monthly  Stock  Comp  expense  by  $8k  beginning  in  Aug), 

Recruiting  SI  31  k (timing);  Misc  Office/Computer  Supplies  $77k;  Travel  $73k;  Marketing  $75k  ($20k 
advertising,  web,  collateral,  etc.  & $55k  for  tradeshow  attendance),  Telecom  $27k;  Events  $15k 
Unfavorable  exp  variances  (vs.  Original  Plan):  T raining  $87k  (Scrum  plus  timing  of  Sales  training);  Legal 

expenses  $65k  (includes  $24k  for  one-time  Practices/Handbook  reviews))  Investment  Services  costs  $76k  (non-Ex-Budget 
I portion);  Bonus  $32k  (increased  accrual  beginning  in  Aug  due  to  revenue  performance)  ; 

Note:  above  variances  do  not  include  Ex-Budget  items 

(D)  Corporate  Expenses  includes  Board  expenses  (incl.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO 

recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  similar  items. 

(E)  Provision  for  Bonuses  includes  the  bonus  accrual  for  all  non-sales  & mbr  svcs  staff. 

Prior  periods  have  been  revised  to  reflect  the  2009  accrual  for  the  Chairman. 

(F)  Prior  year  amounts  have  been  revised  toreflect  the  bonus  provision  on  a straight-line  basis 

(G) Time  charged  to  products  under  development  by  individuals  in  Marketing  & Operations  has  beenjeclassified 

to  R&D  Personnel  - $43k  YTD  (excl.  Ex-Budget),  YTD  Capitalized  Platform/Website  costs  are  $37k 

(H)  Straight-lined  report  revenue  has  been  reclassified  from  Subscriptions  to  Other  (prior  periods  and  2008  have  been  restated) 


R-F  390  INPUT  Mgmt  Rpts  (13)  Sep  09  100809  TMC.xisx 


Page  10  of  17 


Proprietary  / Confidential  - INPUT 


Printed:  10/9/2009 


2000  Performance  Report 
Income  iten  i Actual-Plan 


9 ACTUAL  / ORIGINAL  PLAN  ($000s) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Plan 

Plan 

Plan 

Act/Plan 

... 

Orders 

■ ■ 

Renewal  Base 

1,900 

1.945 

1,632 

1,407 

1,509 

1,782 

1,463 

1,852 

1,590 

1.712 

1,561 

3,569 

21,920 

■ 1 — 

. . 

Subscriptions  - Renewal 

1,489 

1,379 

1,228 

1,166 

1,280 

1,256 

1,087 

1,459 

1,221 

1,263 

1,121 

2,781 

16,732 

16,418 

314 

Renewal  rate 

78% 

71% 

75% 

83% 

85% 

71% 

74% 

79% 

77% 

74% 

72% 

78% 

76% 

Subscriptions  - New 

665 

585 

674  743 

632 

665 

649 

691 

826 

835 

884 

1,276 

9,126 

9,750 

(624) 

Sales  Teams 

5 49 

482 

610 

632 

579 

557 

577 

592 

722 

654 

719 

943 

7,615 

7,750 

(135) 

■ 

Upsell 

116 

103 

65 

in 

53 

108 

73 

99 

104 

181 

165 

334 

1,511 

2,000 

(489) 

Events 

17 

71 

81 

52 

36 

46 

103 

119 

93 

145 

91 

51 

906 

1,087 

(180) 

Other  (Indudes  Stimulus) 

19 

15 

172 

80 

62 

44 

36 

36 

55 

31 

19 

30 

597 

263 

334 

Total  Budgeted  Orders 

2,190 

2,050 

2,156 

2.041 

2,010 

2,011 

1,876 

2,304 

2,195 

2,274 

2,115 

4,138 

27,361 

27,517 

(157) 

Total  Orders  - 2008 



1,930 

1,959 

2,173 

1,538 

1,569 

1,842 

2,153 

1,756 

1,957 

1,607 

3,873 

23,974 

Ex-Budget: 

Capture  Intelligence 

- 

- 

— 

- 

50 

_ 

50 

- 

50 

Total  Orders 

2,190 

2,050 

2,156 

2.041 

2,010 

2,011 

1,876 

2,304 

2,245 

2,274 

2,115 

4,138 

27,410 

27,517 

(107) 

Revenue 

Subscriptions 

1.909 

1,919 

1,919 

1,955 

1,986 

2,005 

2,029 

2,009 

2,051 

2,131 

2.153 

2,177 

24,242 

24,236 

6 

(170) 

— 

Events 

1 

100 

104 

10 

78 

49 

41 

63 

93 

183 

108 

74 

903 

1,073 

- 

Other 

25 

32 

42 

108 

69 

36 

37 

93 

69 

31 

19 

30 

590 

263 

327 

Total  Net  Revenue 

1,935 

2,050 

2.064 

2.073 

2,133 

2,091 

2,107 

2,165 

2,213 

2,345 

2,279 

2,280 

25.735 

25,572 

163 

— 

% C 

'rowth 

6% 

1% 

0% 

3% 

■2% 

1% 

3% 

2% 

6% 

■3% 

0% 

Prior  Year 

1,820 

1,825 

1,883 

1,937 

1,825 

1,917 

1,850 

1,886 

1,956 

2,038 

1,931 

1,940 

22,809 

" 11  ■ ■ ■ ■ ■ ■ ■ 1 ■ ■■ 

i 



— 

Operations 



Personnel 

383 

389 

402 

385 

400 

405 

396 

388 

389 

419 

418 

418 

4,794 

4,980 

186 

Other  Expense 

45 

85 

80 

32 

80 

59 

50 

67 

91 

111 

55 

61 

815 

949 

133 

Operations,  Total 

428 

473 

483 

417 

480 

464 

447 

454 

480 

530 

473 

479 

5,609 

5,928 

319 

% of  Revenue 

22% 

23% 

23% 

20% 

22% 

22% 

21% 

21% 

22% 

23% 

21% 

21% 

22% 

23% 

_ 

Member  Services 



Personnel 

269 

259 

260 

264 

255 

266 

280 

290 

292 

308 

304 

303 

3,350 

3,516 

166 

Other  Expense 

2 

12 

13 

13 

15 

7 

39 

16 

23 

15 

15 

15 

185 

176 

1 21 

Member  Services,  Total 

271 

271 

273 

277 

270 

273 

320 

306 

315 

323 

319 

318 

3,535 

3,692 

157 

% of  Revenue 

14% 

13% 

13% 

13% 

13% 

13% 

15% 

14% 

14% 

14% 

14% 

14% 

14% 

14% 

Cost  of  Services,  Total 

699 

745 

755 

694 

750 

738 

766 

760 

795 

853 

792 

797 

9,144 

9,620 

476 

— 

% of  Revenue 

36% 

36% 

37% 

33% 

35% 

35% 

36% 

35% 

36% 

36% 

35% 

35% 

Gross  Income  / (Loss) 

1,236 

1,306 

1,309 

1,379 

1,383 

1,353 

1,340 

1,405 

1,418 

1,492 

1,487 

1,484 

16,591 

15,952 

639 

Gross  Profit  % 

64% 

64% 

63% 

67% 

65% 

65% 

64% 

65% 

64% 

64% 

65% 

65% 

64% 

62% 

■ ■ 

Sales 

Personnel 

381 

356 

343 

365 

349 

341 

365 

343 

375 

365 

362 

366 

4,309 

4,372 

64 

Other  Expense 

18 

18 

24 

21 

21 

16 

45 

22 

36 

27 

27 

27 

304 

330 

26 

Sales,  Total 

— 

399 

373 

367 

386 

371 

357 

410 

365 

411 

392 

390 

393 

4,613 

4,702 

89 

% of  Revenue 

21% 

18% 

18% 

19% 

17% 

17% 

19% 

17% 

19% 

17% 

17% 

17% 

18% 

18% 

Marketin 

9 

1 

Personnel 

64 

53 

77 

84 

94 

91 

81 

96 

100 

99 

98 

97 

1,034 

1,118 

84 

Other  Expense 

69 

87 

59 

47 

54 

50 

99 

56 

63 

59 

59 

59 

761 

758 

(3) 

Marketing,  Total 

133 

140 

136 

131 

148 

142 

180 

152 

163 

157 

157 

156 

1,795 

1,876 

81 

% of  Revenue 

7% 

7% 

7% 

6% 

7% 

7% 

9% 

7% 

7% 

7% 

7% 

7% 

7% 

7% 
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2009  Perfol  ice  Report 
Income  Statement  Actual-Plan 


R&D 


Jan 


Feb 


Actual  Actual 


Mar 


Apr 


Personnel 

Other  Expense 

Capitalized  Platform/Website  Costs 
R&D,  Total 

”] F % of  Revenue 

.11  ' ' 

General  & Administrative 

Personnel 
Other  Expense 

General  & Administrative,  Total 
% of  Revenue 

Corporate  Expenses 
Personnel 
Other  Expenses 
Corporate  Expenses,  Total 

% of  Revenue 

Investment  Services  >$250K  Net  Loss 
Capture  Intelligence  >$400K  Net  Loss 


80 

24 


Actual  j Actual 


May 


Jun 


Jul 


Aug 


122 

2 


104 

5 


100 

16 


110 

5% 


116 

6% 


134 
253  ! 


138 

269 


387 

19% 


33 

26 


407 

20% 


59 

3% 


63 

3% 


59 

3% 


Provision  for  Bonuses 

— f — r ~ 

Total  Expenses 
1 Prior  Year 

EBITDA 

% of  Revenue 

Depreciation  & Amortization 

Operating  Income  / (Loss) 

Other  Revenues  / (Expenses) 

Income  / (Loss)  Before  Taxes 


86 


1,856 

1.889 


79; 

4% 


1,898 

1.811 


153 

7% 


86 

1,900 

1,913 

164 

8% 


34 


37 


54 

3% 


86 


Actual  Actual 

X 


113 

29 


182 

53 


Actual 


Sep 


Oct 


Nov 


Dec 


188 

96 


211 

27 


Plan 


142  235 

7%  11% 

=1 


135 

245 


138 


241 


284 

13% 


142 

253 


238 

11% 


148 

9 

137L 


120 

13 


117 

13 


119 

5%T 


132 

6% 


147 

245 


=r 


145 

240 


134 


271 


381 

18% 


379 

18% 


395 

19% 


33  I 
33 


392 

18% 


33 

20 


385 

17% 


34 

24 


405 

17% 


62 

3% 


86 


66 
3%  j 

3 


57 

3% 


53 

2% 


57 

3% 


56 

2% 


17 


132 

6% 


133 


271 


130 

6% 


133 

271 


405 

18% 


33  ] 
23 


405 

18% 


56 

2% 


56 

2% 


1,878 

2,000 

195 


1,947 

1,871 


9% 


9% 


38 


2,005 

1,837 


86 

4% 


2,184 

1,858 


102 


38 


(77), 

-4% 

39 


2,079 

1,803 


86 

4% 


127 
5 ; 


158 


5 [ 


48 

4 


(116). 
3 f 


102 


2,070 

1,803 


143 

6% 


86 


2,082 

1,886 


H 


2,018 

1,848 


F 


263 

11% 


261 

11% 


38 


38 


38 


2,022 

1.744 


258 

11% 


38 


105 


225 


223 


12 


219 

13 


ZL 


50 


Provision  for  Income  Taxes 


123  I 


133 


153 


(113): 


51 


108 


237  1 


IT 

Net  Income  / (Loss) 
% of  Revenue 


50 


235J 

44 


232 

88 


3% 


J23,, 


133 


Ex-Budget: 

AGI  Project 
Chairman's  Bonus 
Capture  Intelligence  (Net) 
Investment  Services 

Net  income  / (Loss),  adjusted 
[ % of  Revenue 
Prior  Year 


(14). 


6% 


(34) 

(14). 


6% 


163 


8* 


_1M_ 


52 


7% 


2% 


JIB 


4— 


(9), 

(14) 

(6), 


4- 


4SL 


2% 

(53) 


JL 


4% 

IM 


-M ml. 

(14).  (14) 

(47)  (.33)4 

(5)  (7), 


JL 


108 


237 


2% 


(27) z\ 

(14)]  . <14]T 

(38)  (30) 

(3),  (7), 


104 

5% 

(49>; 


89 


56 


4% 


3% 


(81)  (651 


(14) 

(67)' 

JUL 


5% 

r 

r 

— 

C4)] 

(57). 

(38) 


10% 


jm. 


144 


8* 


6% 


-U- 


J22L 


■2% 

60 


J 


0 % 
128 


^37, 


191 


10 % 
137 


8% 

67 


6% 

176 


Act/Plan 


1,605 

300 


J371 


1,867 

7% 


1,654 

3,030 


4,685 

18% 


408 

291 


699 

3% 

76 


1,061 


23.939 

22,263 


1,796 

7% 


448 


1,348 

75 


1,422 

132 


1,290 

5% 


(121) 

(124) 

(278) 


691 


3% 

335 


Original 

Plan 


JL384 

170 


1,554 

6% 


1,603 

3,258 


4,861 

19% 


407 

272 


680 

3% 


1,250 

5% 


434 


816 

132 


949 

132 


817 


3% 


817 


3% 


Variance  to 
Prig  Plan 


(221) 

(130) 

37 


(313) 


(51) 

227 


176 


J) 

_H9) 


(19) 

(76) 

(32) 

383 

546 

— (14) 


.(58) 


474 


474 


(121) 

(124) 

(278) 

_£6) 
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2009  Performance  Report 
Income  Statement  Actual-Plan 


Printed.  10/9/2009 


— 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Plan 

Plan 

Plan 

Act/Plan 

<AL 

Facilities  costs  are  included  in  General  & Administrative  Expenses 

— 

— 

— 

Corporate  Expenses  includes  Board  expenses  (incl.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO  recruitment  and  the  Delaware  reincorporation.  Board-related  legal  fees,  and  similar  items. 

Provision  for  Bonuses  includes  the  bonus  accrual  for  all  non-sales  & mbr  svcs.  staff  (incl  Chairman)  i 

2008  Total  Expenses  and  Net  Income  have  been  revised  to  reflect  the  bonus  provision  on  a straight-line  basis  as  well  as  post  year-end  adjustments  I 

$43k  YTD  has  been  reclassified  to  R&D  Personnel  from  other  departments  for  time  spent  on  product  development  (excl  Ex-Budget);  YTD  Capitalized  Platform/Website  costs  are  $37k  

Highlighted  area(s):  Events  Rev  - YTD  - Conference  attendance  lower  than  Plan,  Two  How  To  events  planned  were  not  held,  One  Teaming  Event  held  vs.  2 in  the  Plan; 

I 1 Other  Rev  - Actual  includes  $242k  for  Stimulus  (including  e-commerce)  plus  $1 3k  for  custom  data  pulls;  1 I I I 1 I i l 

Sales  Personnel  - increase  from  prior  month  due  to  several  new  hires;  I . __] L 1 J. 

R&D  Personnel  - YTD  external  Developer  costs  $263k  (Excella  and  Matrix)  plus  $43k  reclassified  from  other  departments  (see  Note  E)  offset  favorable  headcount  variance  accumulated  from  earlier  in  the  year; 
beginning  in  Sept.  Excella  Investment  Services  related  costs  are  split  between  Investment  Services  and  Investment  Services  Ex-Budget  (no  longer  included  in  R&D  personnel) 

R&D  Other  - YTD  incl  $97 k for  Scrum  training;  G&A  Other  - YTD  favorable  variances  for  Recruiting  and  Office  Supplies/Misc  offset  by  unfavorable  legal  variance 
Prior  penod  restatements:  (a)  Straight-lined  report  revenue  has  been  reclassified  from  Subscriptions  to  Other;  (b)  Chairman's  Bonus  has  been  reclassified  to  Ex-Budget,  (c)  50%  of  Investment  Services 

expenses  are  now  included  in  unadjusted  Net  Income  1 i 1 111  


imt  Rpts  (13)  Sep  09  100809  TMC.xIsx 


Proprietary  / ( 


1/9/2009 


2009  Perfc  ce  Report 
Balance  sheet 


1 

Actual  ($) 

Prior  Yr.  ($) 

Change 
2009/2008  (%) 

2009  Original 
Plan  ($) 

Variance  to 
Original 
Plan  (%) 

Variance  to 
Original  Plan 
<*) 

Assets 

Current  Assets 

— 

— 

Cash  and  Cash  Equivalents 

(A) 

$ 7,150,954 

$ 5,581,805 

28% 

$ 6,608,501 

8% 

$ 542,453 

Accounts  Receivable,  net 

(A) 

2,105,000 

1,766,396 

19% 

3,048,895 

-31% 

(943,895) 

Other  Current  Assets 

(B) 

1,312,987 

1,292,954 

2% 

1,122,125 

17% 

190,862 

Total  Current  Assets 

10,568,941 

8,641,155 

22% 

10,779,521 

-2% 

(210,580) 

Fixed  Assets 

_ ■ - 

Fixed  Assets 

3,288,384 

3,003,858 

9% 

3,486,557 

-6% 

(198,173) 

Less  Depreciation  & Amort. 

(2,447,740) 

(2,107,169) 

16% 

(2,463,598) 

-1% 

15,858 

Net  Fixed  Assets 

(C) 

840,644 

896,689 

-6% 

1,022,959 

-18% 

(182,315) 

-s-il 



Internally  Developed  Software  (Internal  Use) 

37,367 

. 

0% 

" 

0% 

37,367 

Other  Assets 

— 

443,242 

466,179 

-5% 

478,112 

-7% 

(34.870) 

Total  Assets 

— 

$ 11,890.194 

$ 10.004.023 

19% 

$ 12.280,592 

-3% 

$ (390.398) 

Liabilities 

Current  Liabilities 

— 

— 

Accounts  Payable 

$ 161,089 

$ 89,337 

80% 

$ 179,248 

-10% 

$ (18,159) 

Other  Accrued  Liabilities 

(0) 

2,006,569 

1,421,505 

41% 

1,662,865 

21% 

343,704 

Capital  lease,  current 

54,304 

83,589 

-35% 

54,316 

0% 

(12) 

Deferred  Revenue  (Net  of  Unbilled) 

(E) 

10,264,407 

9,626,714 

7% 

10,897,930 

-6% 

(633,523) 

Total  Current  Liabilities 

12,486,369 

11,221,145 

11% 

12,794,359 

-2% 

(307,990) 

Non-Current  Liabilities 

— 

— 

Other  Non-Current  Liabilities 

— 

821,131 

776,654 

6% 

821,131 

0% 

m 

Total  Liabilities 

Shareholders'  Equity 

_ 

13,307,500 

11,997,799 

11% 

13,615,490 

-2% 

(307,990) 

— 

— 

Common  and  Treasury  Stock 

(200,470) 

(276,812) 

-28% 

(172,726) 

16% 

(27,744) 

1 Currency  gain  (loss) 

430 

(262) 

-264% 

(262) 

-264% 

692 

Retained  Earnings  - Accumulated 

(1,337,229) 

(1,672,005) 

-20% 

(1,407,289) 

-5% 

70,060 

Retained  Earnings  - Current  Year 

119,963 

(44,697) 

368% 

245,379 

51% 

(125,416) 

Total  Shareholders'  Equity 

(1.417,306) 

(1,993,776) 

-29% 

(1,334,898) 

-6% 

(82,408) 

Total  Liabilities  & Shareholders'  Equity 

$ 11,890,194 

$ 10,004,023 

19% 

$ 12,280,592 

-3% 

$ (390,398) 

Cash  Pledged  as  Collateral  for  Personal 

Loan  to  Principal  Stockholders 

1,862,093 

1,794,118 

4% 

NOTES  / INSIGHTS 

(A)  Favorable  cash  variance  due  primarily  to  favorable  cash  expense  variance  and  favorable  DSO  performance 

Unfavorable  AR  variance  due  to  higher  proportion  of  split-billing 
DSO:  30  days  actual  vs.  41  Orig  Plan  vs.  34  prior  yr 

payment  terms  than  anticipated  in  the  Plan-see  N 

)te  E,  and  lower  DSO 

(B)  Timing-actual  includes  $76k  for  barters;  Hoovers  renewal  ~$25k 

(C)  Timing  of  purchases  plus  actual  spending  less  then  anticipated 

(D)  Increased  Bonus  accrual  resulting  in  $155k  variance  vs.  Plan  (added  Chairman  to  Bonus  and  increased  accrual  due  to  revenue  performance); 
Sep  includes  accruals  for  external  labor  $80k;  Venue  costs  for  Sep  events  $27k 

h ‘ ‘ 1 1 ' 

(E)  Deferred  Revenue  variance  to  Original  Plan  due  to  a higher  proportion  of  split-billing  payment  terms  than  anticipated  in  the  Plan; 
2009  YTD  was  58/42  upfront/split  (2008  was  63/37  for  the  year) 
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2009  Performance  Report 
Staffing 


Printed  10/9/2009 


As  of  October  1,  2009 

Nl 

JMBER  OF  STAFF 

1/1/2009 

10/1/2009 

Plan 

September 

Hires 

September 

Terms 

Transfers 

Hires 
2009  YTD 

Terms 
2009  YTD 

New  Business  Sales 

Executive  Management 

1 00 

too 

too 

Sales  & Support  Managers 

4.00 

400 

3.00 

- 

- 

" 

Sales  People  (includes  GovEdae  1/1/09) 

26  00 

29  00 

29  00 

300 

100 

(2.00) 

9.00 

4.00 

Channel  Sales 

. 

too 

. 

- 

too 

Sales  Support  (Includes  SDRs,  etc 



5 80 

4 80 

4 80 

1 00 

■ 

(200) 

2 00 

too 

Subtotal 

36  80 

39  80 

37  80 

4.oo_ 

too 

(4  00, 

12.00 

500 

Member  Services 

Executive  Management 

too 

1.00 

too 

- 

Managers 

(a) 

500 

400 

500 

. 

- 

too 

2.00 

Upsell 

. 

3.00 

. 

. 

too 

2 00 

Advisors  (includes  Strategic) 

2400 

2500 

26.00 

100 

Support  & FOIA 

.M  - 

600 

600 

9.00 

■ 

2 00 

_ 

2.00 

Subtotal 

36.00 

39  00 

41.00 

‘ — 

300 

400 

400 

Marketin 

g & Events 

Executive  Management 

too 

. 

too 

. 

- 

1.00 

Managers  (including  Product  Management) 

2.80 

5.00 

700 

. 

- 

1.00 

3.20 

200 

Marketing  Staff 

200 

3.00 

1.00 

- 

- 

200 

too 

Events  Staff 

— 

1 00 

too 

1 00 

- 

■ 

- 

- 

Subtotal 

680 

900 

10.00 

_ 

- 

too 

5.20  4.00 

Total  Sales  & Marketing 

79  60 

87  80 

88  80 

4.00 

too 

. 

21  20 

1300 

■--upqg-' 

Research  & Analysis  Services 

Executive  Management 

too 

too 

1.00 

■ 

. 

- 

Managers 

900 

900 

900 

- 

Staff  Federal  IS 

26  50 

29.50 

30  40 

too 

1 00 

(4  00) 

1300 

600 

Staff  S&L  IS 

(b) 

13.50 

1550 

13.50 

- 

- 

3.00 

too 

Staff  IAP 

375 

390 

375 

0.15 

(1  00) 

1.15 

. 

Support  & Other 

too 

too 

1.00 

L__ 

_ - 

— . - . 

Subtotal 

54  75 

59.90 

58.65 

1.15 

too 

(5  00) 

1715 

700 

Research  & Development  and  IT 

Executive  Management 

. 

too 

2.00 

. 

. 

1.00 

_ 

Managers 

400 

300 

400 

. 

- 

. 

too 

2.00 

Operations  & Support 

2.00 

3.00 

300 

too 

too 

too 

Analysts  & Developers 

600 

7.00 

5.00 

2.00 

too 

- 

7.00 

600 

Subtotal 

12.00 

1400 

14.00 

2.00 

too 

1 00 

10.00 

900 

Finance  & Administration 

Executive  Management 

1 00 

1 00 

1.00 

- 

- 

. 

- 

Managers 

3.00 

300 

3.00 

- 

- 

- 

- 

- 

Accounting 

5.00 

500 

5.00 

- 

Administration 

300 

400 

3.00 

- 

- 

- 

3.00 

2.00 

HR 



1 00 

1 00 

1 00 

- 

• 

Subtotal 

1300 

1400 

1300 

- 

. 

- 

300 

2.00 

Executive  Management  Corporate 

— 

1 00 

1.00 

too 

_ 

. 

- 

— 

Office  of  the  Chairman 

too 

too 

too 

- 

- 

* 

■ 

- 

TOTAL  INPUT  Staffing 

1 - - 

16135 

177  70 

176.45 

7 15 

3.00 

(4  00) 

51  35 

3100 

Ex-Budget 

— 

Capture  Intelligence 

Executive  Management 

. 

too 

. 

. 

- 

1 00 

Managers 

. 

too 

. 

. 

_ 

too 

Staff 

- 

2 00 

- 

too 

2.00 

too 

too 

Subtotal 

_ 

400 

. 

too 

- 

2.00 

300 

1.00 

investment  Services 

Executive  Management 

. 

1.00 

- 

- 

- 

1 00 

. 

Staff 

- 

4 00 

- 

200 

. 

2 00 

2.00 

- 

Subtotal 

- 

- 

500 

- 

200 

7 

2.00 

300 

. 

TOTAL  INPUT  Staffing,  adjusted 

16135 

186  70 

17645 

10  15 

300 

57.35 

32.00 

Outsourced  Staffing 

SPi 

Bid  and  News  Article  Processing 

525 

6 45 

6.45 

GovEdge 

8.75 

_ 

. 

Federal  Labor  Pndng  Work 

- 

1 10 

1.10 

Contacts  Updating 

— 

1000 

1145 

11.45 

. . 

Subtotal 

2400 

1900 

1900 

— 

FOIA 



__  - 

300 

- 

Total  Outsourced  Staffing 

2400 

22  00. 

1900 

- 

■ 

TOTAL  with  Outsourced  Staffing 

186.35 

(208.70 

195.45 

1 10.1* 

3.00 

- 

57.35 

32.00 

— 

Voluntary 

300 

Voluntary 

1700 

Involuntary 

Involuntary 

14.00 

Temporary  Staffing: 

Total 

Admin  Marketing 

R&D 

FTE's  6.75 

1.25  1 2.00 

3.5 

' 

4.0 

Heads 

(a)  Vanance  for  FOIA  reduction  - 1 Manager  & 2 Staff 

(b)  Represents  transfer  of  Fisher  (Budgeted  in  Federal)  plus  maternity  overture 
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2009  Perfo  ice  Report 
Product  Web  Usage 


10/9/2009 


Auttawt  bay#  in  Month 
Federal  Products 

la 

23  , 

y 

Monthly  1 

’roduct  Pai 

e Views 

dOt: 

& 

ziz 

y 

Opportunities 

200,371 

227,411 

185.565 

198,792 

243,852 

233,408 

269,710 

256,015 

230,496 

259.009 

248.656 

230,654 

239,230 

19% 

Contacts 

3,962 

4.962 

3.844 

3,922 

4.925 

5,156 

6,135 

6,460 

4,838 

5.788 

5,032 

4,550 

5,228 

32% 

Organization  Charts 

8,829 

9.035 

6.955 

5,838 

7,418 

9.125 

9.157 

6,931 

6,161 

6,592 

6,904 

6,517 

6,282 

-29% 

Agency  Profiles 

11,465 

13,504 

9.729 

10,500 

13,526 

14,626 

14,395 

14,235 

11.874 

13,986 

13,570 

12,538 

11,926 

4% 

Account  Planners 

2.094 

3,781 

2,851 

3.459 

4,232 

4.044 

2,564 

2,090 

1.959 

2,195 

1,974 

1,938 

1,861 

-11% 

FPDS  Vendor  Profiles 

3,075 

3.898 

3.506 

3,378 

5,086 

6.192 

5,579 

5,565 

5.053 

5,401 

6,169 

4.657 

5,729 

86% 

Teaminq  Profiles 

12.927 

16,594 

1 1 ,762 

13,593 

17,558 

14,812 

18,158 

17,185 

14.350 

14,939 

16,681 

14,226 

13.422 

4% 

Labor  Pricing 

3,635 

3,645 

2,978 

2,696 

2,988 

4,867 

3,538 

4,638 

2,603 

3,453 

4,448 

3.735 

3,837 

6% 

Task  Orders 

2,539 

4.268 

2,141 

2,252 

2,682 

2,631 

2.983 

2,805 

2,703 

2,946 

3,999 

3,544 

2,739 

8% 

Task  Order  Opportunities  (3) 

30 

38 

S&L  Products 

Tracked  Opportunities 

14,230 

13,165 

11,019 

14,127 

18,125 

16,984 

19,136 

16.487 

15,854 

15,382 

15,837 

14,833 

15,577 

9% 

Opportunity  Alerts 

3,224 

3.437 

3,212 

5,449 

4,703 

5,394 

6,757 

7,912 

6,522 

6.663 

6,505 

6,773 

5,560 

72% 

Contacts 

605 

892 

497 

582 

546 

662 

655 

620 

682 

742 

883 

862 

729 

20% 

Profiles 

3,593 

3,327 

1,931 

2,895 

3,608 

4,326 

2,600 

2.806 

2,923 

2.725 

2,410 

2,470 

2,037 

-43% 

Account  Planners 

333 

276 

146 

163 

83 

Grants 

97 

79 

59 

63 

45 

81 

263 

340 

223 

119 

212 

191 

180 

86% 

Vertical  Profiles 

1,578 

1,090 

814 

1,242 

1,483 

1,836 

1,060 

869 

1,236 

1,405 

1,161 

1,095 

982 

-38% 

Analysis  Products 

Federal  Industry  Analysis 

991 

9,667 

1,854 

981 

1,670 

946 

1,055 

605 

524 

885 

643 

756 

514 

-48% 

S&L  Industry  Analysis 

527 

632 

385 

702 

899 

994 

556 

427 

295 

408 

474 

360 

260 

-51% 

Grand  Total 

273,742 

319,407 

249,102 

270,471 

333,346 

326,084 

364,301 

345,990 

308,629 

342,914 

335,704 

309,892 

316,214 

16% 

# of  Paqe  Views  by  Members 

804,536 

911,433 

731,900 

767,322 

967,044 

970,947 

1,094,245 

1,009,461 

896,247 

994.190 

982.959 

873,560 

879,730 

9% 

Usaqe  Per  Business  Day 

38,311 

39,628 

40,661 

36,539 

46,050 

51,102 

49,738 

45.885 

44,812 

45,190 

44,680 

41.598 

41,892 

9% 

Unduplicated  Members 

1,540 

1,555 

1,572 

1,618 

1,647 

1.648 

1,673 

1,709 

1,728 

1.730 

1,748 

1,765 

1,785 

16% 

Average  Monthly  Usaqe  Per  Member  Co 

522 

586 

466 

474 

587 

589 

654 

591 

519 

575 

562 

495 

493 

-6% 



Web  Site  Uptime 

100  00% 

100.00% 

100.00%  1 

1 00,00% ! 

100  00% 

100  00% 

99.39%l 

100.00%’ 

99  68% 

99  87% 

99.84% 

99.89% 

99.78% 



1 

— 

— 

I 

Note  1 - Federal  Industry  Analysis  spike  in 
Note  2 - State  Account  Planners  were  rele 

Oct  2008  due  to  wide  release  of  Top  20 

Federal  Opportunities  and  Top  1 0 Set  As 

ide  Opportunities  analysis  i 

eports. 

1 1 

ased  in  May,  2009 

1 

(Note  3 - Task  Order  Opportunities  was  released  in  August,  2009 

— 

— 

1 i ■ 1 
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2009  Performance  Report 
Unique  Visitors  Per  Product 


Printed  10/9/2009 


Monthly  Unique  Product  Visitors 

— 

Business  Days  in  Month 

1 

23 

— ] 

j 

19 

y|-  yjscv 

1 

• 9 

I 

Aug -09  I 
21 

Var  (%)  vs. 
Prior  Year 

Federal  Products 



Opportunities 

9,491 

10,256 

9,693 

10,031 

11,161 

11,461 

12,051 

11,970 

11,757 

12,136 

12,034 

11,890 

11,763 

24% 

Contacts 

1,072 

1,347 

1,218 

1,207 

1,468 

1 ,489 

1,570 

1,477 

1,305 

1,469 

1,408 

1,271 

1,345 

25% 

Organization  Charts 

732 

922 

752 

739 

979 

1,036 

1,035 

846 

722 

839 

794 

752 

767 

5% 

Agency  Profiles 

1,787 

2.060 

1,691 

1,855 

2,230 

2,283 

2,173 

2,021 

1,824 

2,054 

1,908 

1,780 

1,834 

3% 

Account  Planners 

599 

900 

677 

854 

972 

1,035 

812 

679 

626 

659 

652 

669 

589 

-2% 

Vendor  Performance  Profiles 

783 

991 

821 

802 

1,038 

1,122 

1,151 

1,159 

1,091 

1,138 

1,157 

1,082 

1,107 

41% 

Teaming  Profiles 

2,156 

2,365 

2,042 

2.075 

2,701 

2,702 

2,737 

2,633 

2,294 

2,514 

2,369 

2,278 

2,324 

8% 

Labor  Pricing 

264 

300 

272 

250 

348 

346 

343 

367 

335 

357 

367 

360 

291 

10% 

Task  Orders 

473 

354 

331 

293 

384 

375 

407 

367 

420 

369 

380 

402 

399 

-16% 

Task  Order  Opportunities  (1) 

- — 

6 

8 

S&L  Products 

Tracked  Opportunities 

1,512 

1,455 

1,355 

1,504 

1,696 

1,737 

1,728 

1,656 

1,532 

1,539 

1,584 

1,488 

1,473 

-3% 

Opportunity  Alerts 

712 

731 

660 

870 

773 

926 

1,051 

1,141 

1,079 

1,136 

1,094 

1,124 

1,056 

48% 

172 

178 

159 

180 

204 

213 

203 

198 

212 

216 

199 

187 

193 

12% 

327 

371 

306 

442 

555 

584 

493 

452 

484 

414 

353 

334 

314 

-4% 

Account  Planners  (3) 

161 

105 

50 

52 

48 

Grants 

22 

31 

17 

26 

23 

20 

81 

90 

59 

38 

61 

59 

54 

1 45% 

Vertical  Profiles 

143 

180 

113 

132 

195 

188 

156 

160 

167 

162 

151 

161 

141 

-1% 

Analysis  Products 

_ _ 





Federal  Industry  Analysis 

535 

2,492 

1,008 

493 

880 

469 

597 

292 

205 

475 

312 

391 

269 

-50% 

S&L  Industry  Analysis 

150 

150 

182 

237 

291 

284 

239 

194 

139 

185 



209 

192 

124 

-17% 

— 

— 

— 

— 



’roduct 

. 

< • 

. 

' 

- 

■ 

. 

■ 

AusHIS 

Var  <%)  vs. 
Prior  Year 

Active  User  Account  Turnover 

User  Accounts  Beginning  of  Month 

16,595 

17,056 

17,400 

17,718 

17,567 

18,451 

19,469 

19,721 

19,949 

20,354 

20,512 

20,418 

20,070 

21% 

User  Accounts  Added 

3,440 

2,623 

1,891 

2,253 

2,620 

2,356 

2,280 

2,342 

1,980 

1,941 

2.793 

1,767 

2,054 

-40% 

User  Accounts  Deactivated 

2,979 

2,279 

1,573 

2,404 

1,736 

1,338 

2,028 

2,114 

1,575 

1,783 

2,887 

2,115 

2,080 

-30% 

User  Accounts  End  of  Month 

17,056 

17,400 

17,718 

17,567 

18,451 

19,469 

19,721 

19,949 

20,354 

20,512 

20,418 

20,070 

20,044 

18% 

Account  Utilization 

# of  Accounts  Utilized 

12,807 

13,602 

12,853 

13,186 

14,691 

15,092 

15,734 

15,480 

15,134 

15,678 

15,581 

15,481 

15,251 

19% 

Accounts  Used  Per  Member  Company 

8 3 
110,899 

87 

126,409 

8.2 

8.1 

8.9  92 

9.4 

9.1 

88 

9 1 

8.9 

8 8 

8 5 

3% 

# of  Visits 

101,362 

110,369 

129,136{  129,184 

143,024 

135,239 

124,222 

135,265 

135,515 

128,570 

127,612 

1 5% 

Visits  Per  Member  Company 

72  0 

81.3 

64.5 

68  2 

784  784 

85  5 

79.1 

71  9 

78.2 

77.5 

72.8 

71.5 

-i% 

Avg  Visit  Duration  (mins) 

13:26 

13:33 

13:16 

13:30 

14:21  1400 

13:58 

13:42 

13:15 

13:55 

13:44 

13:18 

T 

13:30 

' 

0% 

Shared  Teaming  Profiles 

24,444 

25,041 

25,511 

26,077 

26.7891  27,431 

28,069 

28,749 

29,292 

29,878 

30,464 

30,995 

31,506 

29% 

Opportunity  Interest  Advertisements 

2,226 

2,248 

1,876 

1,854 

2,313  2,409 

3,058 

2,842 

2,194 

2,523 

2,318 

2,392 

2,087 

-6% 

i 

— 

1 

Nntp  1 - Task  Order  ODDortunities  was  re 

eased  in  Auaust.  2009 

1 

Note  2 - Federal  Industry  Analysis  spike  in  Oct  2008  due  to  wide  release  of  Top  20  Federal  Opportunities  and  Top  10  Set  Aside  Opportunities  analysis  reports. 

J 

Note  3 - State  Account  Planners  were  released  in  May,  2009 

1 
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Reforecast 


2009  Reforecast 


I.  Introduction 

Following  the  September  BOD  meeting  the  INPUT  executive  team  was  given  the 
challenge  of  generating  $50K  to  $100K  of  net  income  after  covering  the  unplanned 
investments  in  2009.  We  started  out  minus  $233K.  Outlined  below  are  the  changes 
required  and  as  you  can  see  on  the  associated  financials  the  current  net  income 
attainment  after  these  changes  is  $86K. 


II.  GAP  Analysis 

The  items  below  represent  the  major  savings  in  order  to  achieve  the  projected  $86K 


in  net  income  in  2009 

GAP 

Slowed  hiring  in  RAS  and  Investor  Services 

T&233KT 

$82K 

Eliminated  IT  headcount 

$83K 

Eliminated  PR  firm 

$36K 

SVP  Severance  reversal 

$25K 

Reduced  Contractor  expenses 

$ipK- 

Software  development  Capitalization 

&50K 

Total 

($53K^ 

The  remaining  $33K  is  spread  across  the  remainder  of  the  expense  budget.  There 
may  be  additional  upside  depending  on  pace  of  hiring  and  further  evaluation  of  the 
Grant  Thornton  capitalization  opinion 


III.  Next  Steps 

1.  Execute  the  plans  in  place  and  keep  vigilance  over  all  expense  flow 

2.  Evaluate  the  Grant  Thornton  opinion  for  proper  application  of 
capitalization  opinion 
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2009  Reforecast 
Income  Statement  Act-Recast 


Printed  10/9/2009 


■ 

2009  ACTUAL  / REFORECAST  ($000s) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Notes 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Re-Cast 

Re-Cast 

Re-Cast 

Re-Cast 

Act/Re-Cast 

Orders  - 

Not  including  Cl  and  13 

— 



Renewal  Base 

1,900 

1,945 

1,632 

1,407 

1,509 

1,782 

1,463 

1,852 

1,590 

1,712 

1,561 

3,569 

21,920 

. 

1 

i T 

- 

Subscriptions  - Renewal 

1,489 

1,379 

1,228 

1,166 

1,280 

1,256 

1,087 

1,459 

1,164 

1,263 

1,121 

2,781 

16,675 

16,418 

257 

Renewal  rate 

78% 

71% 

75% 

83% 

85% 

71% 

74% 

79% 

73% 

74% 

72% 

78% 

— 

Subscriptions  - New 

665 

585 

674 

743 

632 

665 

649 

691 

887 

859 

908 

1,300 

9,259 

9,750 

(491) 

Sales  Teams 

549 

482 

610 

632 

579 

557 

577 

592 

702 

654 

719 

943 

7,595 

7, 750 

(155) 

Upsell 

11 6 

103 

65 

111 

53 

108 

73 

99 

185 

205 

189 

358 

1,664 

2,000 

(336) 

Events 

17 

71 

81 

52 

36 

46 

103 

119 

82 

124 

168 

29 

929 

1,087 

(158) 

Other  (Includes  Stimulus) 

19 

15 

172 

80 

62 

44 

36 

36 

27 

53 

59 

83 

685 

263 

422 

Total  Orders 

2,190 

2,050 

2,156 

2,041 

2,010 

2,011 

1,876 

2,304 

2,160 

2,299 

2,257 

4,194 

27,548 

27,517 

30 

Total  Orders  - 2008 

1,930 

1,959 

2,173 

1,538 

1,569 

1,842 

1,618 

2,153 

1,756 

1,957 

1,607 

3,873 

23,974 

14  9%  growth 

_ _ 

1 

: zr 

Revenue 

- Not  Including  Cl  and  13 

Subscriptions 

1,919 

1.928 

1,928 

1,964 

1,994 

2,013 

2,035  2,015 

2,088 

2,128 

2,152 

2,178 

24,343 

24,236 

106 

Events 

1 

100 

104 

10 

78 

49 

41 

63 

92 

111 

144 

142 

934 

1,073 

(139) 

Other 

16 

22 

32 

99 

60 

28 

31 

86 

27 

53 

59 

83 

597 

263 

334 

Total  Net  Revenue 

1,935 

2,050 

2,064 

2,073 

2,133 

2,091 

2,107 

2,165 

2,207 

2,292 

2,355 

2,402 

25,874 

25,572 

302 

% Growth 

6% 

1% 

0% 

3% 

-2% 

1% 

3% 

2% 

4% 

3% 

2% 

Prior  Year 

_ 

1,820 

1,825 

1,883 

1,937 

1,825 

1,917 

1,850 

1,886 

1,956 

2,038 

1,931 

1,940 

22,809 

13.4%  growtt 

Operations 

1 

Personnel 

383 

389 

402 

385 

400 

405 

396 

388 

398 

402 

401 

400 

4,749 

4,980 

231 

slow  hiring 

Other  Expense 

45 

85 

80 

32 

60 

59 

50 

67 

68 

105 

54 

81 

806 

949 

143 

Operations,  Total 

428 

473 

483 

417 

480 

464 

447 

454 

465 

507 

455 

481 

5,554 

5,928 

374 

% of  Revenue 

22% 

23% 

23% 

20% 

22% 

22% 

21% 

21% 

21% 

22% 

19% 

20% 

21% 

23% 

Prior  Yr  % of  Revenue 

~ ~ 

25% 

Member  Services 



_ 

— 

Personnel 

269 

259  260 

264 

255 

266 

280 

290 

288 

312 

299 

299 

3,341 

3,516 

175 

Other  Expense 

2 

12 

13 

13 

15 

7 

39 

16 

21 

21 

21 

21 

201 

176 

(25) 

Merr 

ber  Services,  Total 

271 

271 

273 

277 

270 

273 

320 

306 

309 

333 

320 

320 

3,542 

3,692 

150 

% of  Revenue 

14% 

13% 

13%  13% 

13% 

13% 

15% 

14% 

14% 

15% 

14% 

13% 

14% 

14% 

Prior  Yr  % of  Revenue 

4 

15% 

Cost  of  Services,  Total 

699 

745 

755 

694  750 

738 

766 

760 

774 

840 

775 

801 

9,097 

9,620 

523 

% of  Revenue 

36% 

36% 

37% 

33% 

35% 

35% 

36% 

35% 

35% 

37% 

33% 

33% 

35% 

38% 

Prior  Yr  % of  Revenue 

1 — - -• 

- 

40% 

Gross  Income  / (Loss) 

r~ 

1,236 

1,306 

1,309 

1,379 

1,383 

1,353 

1,340 

1,405 

1,433 

1,452 

1,580 

1,602 

16,777 

15,952 

825 

Gross  Profit  % 

64% 

64% 

63% 

67% 

65% 

65% 

64% 

65% 

65% 

63% 

67% 

67% 

65% 

62% 

Phor 

Yr  Gross  Profit  % 

— - 

60% 

Sale 

s 

— 

, . _ 

Personnel 

381 

356 

343 

365 

349 

341 

365 

343 

373 

369 

369 

368 

4,320 

4,372 

53 

Other  Expense 

18 

18 

24 

21 

21 

16 

45 

22 

27 

27 

27 

27 

295 

330 

35 

Sales,  Total 

399 

373 

367 

386 

371 

357 

410 

365 

400 

397 

396 

395 

4,615 

4,702 

87 

% of  Revenue 

21% 

18% 

18% 

19% 

17% 

17% 

19% 

17% 

18% 

17% 

17% 

16% 

18% 

18% 

Prior  Yr.  % of  Revenue 

20% 

Marketing 

— 



10K  Contractor 

Personnel 

64 

53 

77 

84 

94 

91 

81 

96 

99 

98 

85 

76 

997 

1,118 

121 

25K  SVP 

Other  Expense 

69 

87 

59 

47 

54 

50 

99 

56 

71 

59 

59 

59 

769 

758 

(ID 

36K  Schwartz 

Marketing,  Total 

133 

140 

136 

131 

148 

142 

180 

152 

169 

157 

143 

135 

1,766 

1,876 

110 

% of  Revenue 

7% 

7% 

7% 

6% 

7% 

7% 

9% 

7% 

8% 

7% 

6% 

6% 

7% 

7% 

Prior  Yr  % of  Revenue 

' 

' 

5% 

R-F  Reforec* 
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2009  Reforecast 


Income  Stat  't  Act-Recast 


Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

VjS  e to 

Oria  Plan 

Notes 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Re-Cast 

Re-Cast 

Re-Cast 

Re-Cast 

Act/Re-Cast 

R&D 

Personnel 

80 

122 

104 

100 

113 

182 

188 

211 

167 

232 

265 

264 

2,029 

1,384 

(645) 

search  +S167K 

Capitalized  Platform/Website  Costs 

(100) 

(100) 

■ 

100 

(24) 

(48) 

(48) 

(121) 

- 

121 

Other  Expense 

24 

2 

5 

16 

29 

53 

96 

27 

50 

13 

13 

13 

341 

170 

(171) 

R&D.  Total 

104 

124 

110 

116 

142 

235 

284 

238 

217 

221 

229 

129 

2,149 

1,554 

(595) 

% of  Revenue 

5% 

6% 

5% 

6% 

7% 

n% 

13% 

11% 

10% 

10% 

10% 

5% 

8% 

6% 

Prior  Yr.  % of  Revenue 

. : 

- 

— --4- 

6% 

General  & Administrative 

— 

- 

-p— 

Personnel 

141 

134 

134 

138 

135 

138 

142 

147 

149 

149 

147 

146 

1,700 

1,603 

(97) 

Other  Expense 

236 

233 

253 

269 

245 

241 

253 

245 

275 

275 

275 

275 

3,078 

3,258 

180 

General  & Administrative,  Total 

377 

367 

387 

407 

381 

379 

395 

392 

424 

425 

423 

422 

4,778 

4,861 

83 

% of  Revenue 

20% 

18% 

19% 

20% 

18% 

18% 

19% 

18% 

19% 

19% 

18% 

18% 

18% 

19% 

Pnor  Yr  % of  Revenue 

, 

^ 

19% 

Corf 

orate  Expenses 

— 

— | 

— 

— 

Personnel 

34 

39 

33 

34 

33 

33 

35 

33 

34 

34 

33 

33 

408 

407 

(i) 

Other  Expenses 

25 

24 

26 

20 

28 

33 

22 

20 

23 

23 

23 

23 

290 

272 

(18) 

Corporate  Expenses,  Total 

59 

63 

59 

54 

62 

66 

57 

53 

56 

56 

56 

56 

698 

680 

(18) 

% of  Revenue 

3% 

3% 

3% 

3% 

3% 

3% 

3% 

2% 

3% 

2% 

2% 

2% 

3% 

3% 

Pnor  Yr  % of  Revenue 

4% 

Investment  Services  >$250K  Net  Loss 

_ 

. 

_ 

5 

7 

3 

7 

17 

43 

49 

51 

59 

241 

(241) 

Note  (E) 

Capture  Intelligence  > $400K  Net  Loss 

- 

- 

- 

- 

- 

- 

- 

• 

- 

- 

- 

2 

2 

(2) 

Note  (F) 

Provision  for  Bonuses  (Note  C) 

86 

86 

86 

86 

86 

86 

86 

102 

102 

102 

102 

102 

1,108 

1,029 

(79) 

Total  Expenses 

1,856 

1,898 

1,900 

1,878 

1,947 

2.005 

2,184 

2,079 

2,185 

2,246 

2,175 

2,100 

24,454 

24,322 

(132) 

Prior  Year 

1,889 

1,811 

1,913 

2,000 

1,871 

1,837 

1,858 

1,803 

1,803 

1,886 

1,848 

1,744 

22,263 

EBITDA 

79 

153 

164 

195 

186 

86 

(77) 

86 

21 

45 

179 

303 

1,420 

1,250 

170 

% of  Revenue 

4% 

7% 

8% 

9% 

9% 

4% 

-4% 

4% 

1% 

2% 

8% 

13% 

5% 

5% 

Prior  Yr.  % of  Revenue 

- 

2% 

Depreciation  & Amortization 

35 

34 

37 

37 

38 

38 

39 

38 

40 

40 

40 

40 

455 

434 

122] 

Operating  Income  / (Loss) 

- 

44 

118 

127 

158 

149 

48 

(116) 

48 

(19) 

5 

139 

263 

965 

816 

149 

Other  Revenues  / (Expenses) 

— 

6 

5 

5 

5 

4 

— 

4 

3 

3 

3 

3 

3 

3 

47 

132 

(86) 

Income  / (Loss)  Before  Taxes 

— 

- 

50 

123 

133 

163 

153 

52 

(113) 

51 

(16) 

8 

142 

266 

1,012 

949 

63 

Provision  for  Income  Taxes 

— 

. 

. 

- 

. 

' ~ _ 

r 

. 

~z 

- 

- 

- 

132 

132 

i - - - 

Net 

ncome  / (Loss) 

50 

123 

133 

163 

153 

52 

(113) 

51 

(16) 

8 

142 

266 

1.012 

817 

196 

% of  Revenue 

3% 

6% 

6% 

8% 

7% 

2% 

-5% 

2% 

-1% 

0% 

6% 

11% 

4% 

3% 

■ 

Ex-Budget  (for  Aug-Dec  see  "Ex-Budget  DeU 

il"  Below): 

— 

— 

— 

AGI  Project 

' 

- 

(34) 

O) 

(8) 

(42) 

(27) 

- 

- 

- 

- 

(121) 

- 

(121) 

Chairman's  Bonus 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(165) 

- 

(165) 

Platform  Developers  (Note  D) 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

83K 

Capture  Intelligence  (Net) 

- 

(6) 

(47) 

(33) 

(38) 

(30) 

(67) 

(52) 

(44) 

(43) 

(40) 

(400) 

- 

(400) 

Investment  Services  (Net) 

- 

(5) 

£ZI 

(31 

1Z1 

(17) 

(43) 

(49) 

1511 

(59) 

(241) 

- 

(241| 

slow  hiring 

Net  Income  / (Loss),  adjusted 

36 

75 

104 

89 

56 

(29) 

(163) 

(47) 

(124) 

(98) 

35 

154 

86 

817 

(73V 

% of  Revenue 

2% 

4% 

5% 

4% 

3% 

-1% 

-8% 

-2% 

-6% 

-4% 

i% 

6% 

0% 

3% 

1 

Prior  Year 

(58) 

(3) 

(49) 

(81) 

(65) 

55 

(32) 

60 

128 

137 

67 

176 

335 

R-F  Reforecast  (11)  100809  KDG  xlsx 


Page  2 of  3 


Proprietary  / Confidential  - INPUT 
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Printed:  10/9/2009 


Jan 


Feb 


Mar 


Apr 


May 


-;r  ! - ■; 

EX-BUDGET  DETAIL 
Capture  Intelligence 
Orders 

Revenues 
Personnel  Exp 
Other  Expense 
Capture  Intelligence,  Total 
% of  Revenue 


Investment  Services  (up  to  $250K  net  loss) 
Orders 

Revenues 

Personnel  Exp  (not  including  R&D) 
Add:  Excella  development  costs 
Other  Expense 
Investment  Services,  Total 
% of  Revenue 


Actual 


Actual 


Actual 


(?) 


0% 


0% 


(6) 

0% 


Actual 


(47) 


Jun 


Jul 


Aug 


Sep 


Oct 


Nov 


Dec 


Actual 


Actual 


Actual 


t 

4= 


Actual 


Re-Cast  Re-Cast  Re-Cast  Re-Cast 


(33), 


i 


(38),  (30) 


3= 


(47) 

-2% 


;-4- 

(5) 


(33) 

-2% 


(7) 


(38) 

-2% 


(30) 
- 1 % 


4= 


(41) 

J261 


(3) 


(7) 


(67) 

-3% 


(17) 


29 

22 

(71) 

J21 


(A) 

(B) 

(C) 


r 


0% 


0%  0% 

5 


(5) 

0 % 


(7) 

0 % 


(3) 

0 % 


(7) 

0% 


(17) 
- 1 % 


(52) 

-2% 


(24) 

(19) 

JL 


44 

33 

(74)' 

J2L 


(43) 

-2% 


(44) 

-2% 


(30) 

(19) 

JL 


44 

34 

(74) 

J2L 


85 

35 

(74) 

(1) 


(43) 

-2% 


30 


(40) 

-2% 


120 


(49) 

-2% 


(33)  (38) 

(19)  (19) 

-fl til 


(51) 

-2% 


(59) 

■2% 


Year 


Act/R  e-Cast 


201 


124 

(487) 

(37) 


(400) 

-2% 


150 

1 

(163) 

(74) 

J51 


(241) 
- 1 % 


Facilities  costs  are  included  in  General  & Administrative  Expenses 
Corporate  Expenses  includes  Board  expenses  (ind  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO  recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fees,  and  similar  items 
Provision  for  Bonuses  includes  the  bonus  accrual  for  all  non-sales  & mbr  svcs.  staff.  It  does  NOT  include  accrual  for  the  Chairman;  Chairman's  bonus  is  Ex-Budget 


Original 

Plan 


Variance  to 
Prig  Plan 


201 

124 

(487) 

(37) 


(400) 


150 

1 

(163) 

(74) 

(5) 


(241) 


Notes 


Max  400K 


Note  (F) 


slow  hiring  — 
MS  & Sales 


(D)  Ex-Budget  Platform  developers  have  been  removed 

(E)  The  presentation  for  Investment  Services  reflects  the  agreement  that  the  costs  for  that  initiative  would  be  split  evenly  between  the  "above  EBITDA"  line  and  "Ex-Budget",  and  further  that  the  Ex-Budget  net  loss  will  not  exceed  $250K 

(F)  The  presentation  for  Capture  Intelligence  reflects  the  understanding  that  any  loss  above  $400K  must  be  absorbed  by  the  business  above  the  EBITDA  line 


r~ 

r — 


i 
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2009  I recast 


Cash  Position  - Reforecast 


12/31/2009 

12/31/2008 

r ' " ' 

Cash  and  Cash  Equivalents 

2009  = PLAN 

$ 7,508,272  $ 5,933,868 

Cash  Pledged  @ RBC  - Est. 

2009  = PLAN 

(1,888,619)  (1,833,611) 

Cash  Available 

2009  = PLAN 

5,619,653  4,100,257 

Cash  in  Excess  of  Plan  as  of  8/31/09 

819,720 

Orders  in  Excess  of  Plan,  Sep-Dec 

553,608 

Less  December  Excess  Orders  (collection  2010) 

(260,183) 

Less  50%  of  Nov  Excess  Orders  (collection  2010) 

(107,678) 

Subtotal 

185,747 

. 

Billed  upfront  factor 

56% 

Excess  Orders  Converted  to  Cash 

104,018 

Expenses  in  Excess  of  Plan,  Sep-Dec 

(1,158,142) 

Add:  Capitalized  Costs 

(220,833) 

Less:  IT  Contractors  in  Dec  in  Excess  of  Plan  (Paid  Jan) 

85,333 

Less:  Ex-Budget  Bonus  provision  (Cl,  13,  Chairman 

246,563 

Expenses  to  be  paid  by  12/31/09 

(1,047,080) 

— 

Cash  and  Cash  Equiv.,  12/31/09  Reforecast 

7,384,931 

Cash  Pledged  @ RBC  - Est. 

(1,888,619) 

Cash  Available  @12/31/09  - Reforecast 

5,496,311 
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Audit  • Tax  • Advisory 


Grant  Thornton  LLP 

2010  Corporate  Ridge,  Suite  400 
McLean.  VA  22102-7838 

T 703.847.7500 
F 703.848.9580 

www.GranfFhomton.com 


Grant  Thornton 


To:  Kevin  Gates,  INPUT,  Inc. 

From:  Tim  O’Neil,  Grant  Thornton  LLP 

Cl:  Peter  Cunningham,  INPUT,  Inc. 

Kerry  Hall,  Grant  Thornton  LLP 

Date:  September  30,  2009 

Re-.  Software  Development  Costs 


The  information  contained  below  is  to  provide  management  with  the  appropriate  guidance  necessary  to 
determine  if  costs  incurred  for  the  overhaul  of  the  Company's  backend  database  and  conversion  of 
existing  market  intelligence  products  from  cold  fusion  technology  to  .Net  technology  requires 
capitalization  to  comply  with  accounting  principles  generally  accepted  in  the  United  States  of  America.  It 
is  our  understanding  that  management  believes  the  costs  incurred  for  the  development  of  a .Net  database 
and  coding  for  market  intelligence  products  meets  the  criteria  for  capitalization. 

Background 

Through  discussion  with  Kevin  Gates  on  August  21,  2009  we  understand  that  the  Company  intends  to 
replace  its  current  backend  database  that  uses  cold  fusion  technology  with  a backend  database  that  is 
based  on  .Net  technology.  This  change  will  require  the  Company  to  convert  existing  market  intelligence 
products  written  in  cold  fusion  to  .Net.  In  addition  to  the  conversion  of  existing  products,  management 
intends  to  leverage  the  new  technology  to  develop  additional  products  in  the  future. 

Issue 

Should  management  capitalize  costs  incurred  to  rebuild  its  backend  database?  Should  management 
capitalize  costs  incurred  to  convert  existing  products  from  cold  fusion  to  .Net?  Should  management 
capitalize  costs  incurred  to  develop  new  products? 

Discussion 

Capitalization  of  software  development  costs  is  governed  by  two  sections  of  the  Financial  Accounting 
Standards  Board  ("FASB")  Codification  depending  on  the  end  user  of  the  software.  Software  developed 
for  internal  use  is  governed  by  ASC  350-40-25  (formerly  SOP  98-1  "Accounting  for  Costs  of  Computer 
Software  Developed  or  Obtained  for  Internal  Use)  and  software  developed  for  purposes  of  customer  use 
is  governed  by  ASC  985-40-25  (formerly  SFAS  86  "Accounting  for  the  Costs  of  Computer  Software  to  be 
Sold,  Leased,  or  Otherwise  Marketed).  Based  on  the  facts  detailed  above  in  the  background  section  we 
look  to  ASC  350-40-25  because  both  the  database  and  the  product  source  code  are  assets  that  are  utilized 
by  the  Company  to  support  operations  (i.e.  the  customer  purchases  the  market  intelligence  data  not  the 
actual  source  code  or  software).  Accordingly,  costs  incurred  during  the  preliminary  project  stage  shall  be 
expensed  as  incurred  as  defined  by  ASC  350-40-25-1 . The  preliminary  project  stage  is  defined  as  the 
period  by  which  management  makes  strategic  decisions  to  allocate  resources  between  alternative  projects 
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at  a given  point  in  time  (i.e.  should  programmers  develop  a new  system  or  direct  efforts  toward 
correcting  issues  in  the  current  system),  determines  the  performance  requirements,  evaluates  vendors  if 
using  external  assistance,  explores  alternative  means  of  achieving  specified  performance  requirements, 
and  determines  if  the  technology  necessary  to  achieve  specified  performance  requirements  exists.  Once 
the  aforementioned  questions  are  answered  the  project  application  development  stage  begins.  Costs 
incurred  during  the  application  development  stage  (i.e.  the  period  internal  and  external  technology 
personnel  are  building/ developing  the  backend  database  and/  or  writing  the  dot  net  code  for  market 
intelligence  projects)  should  be  capitalized  and  amortized  over  the  useful  life  of  the  asset  (generally  3 
years  for  technology)  in  accordance  with  ASC  350-40-25-12  through  16.  As  stated  in  paragraph  14  of  ASC 
350-40-25  capitalization  of  development  costs  should  cease  no  later  than  the  point  at  which  the  computer 
software  project  is  substantially  complete  and  ready  for  its  intended  use,  that  is,  after  all  substantial 
testing  is  completed.  Any  costs  incurred  subsequent  to  this  point  should  be  expensed  as  incurred  as 
repairs  and  maintenance  costs  unless  such  costs  add  additional  functionality  to  the  software/ application 
as  defined  in  ASC  350-40-25-7. 

The  aforementioned  discussion  should  be  considered  in  the  context  of  materiality,  meaning  that 
management  should  consider  the  estimated  monetary  amount  of  each  project  before  applying  the 
guidance  referenced  above.  Materiality  is  generally  defined  as  a percentage  of  pretax  net  earnings  ( 5%  - 
10%  can  be  used  as  a baseline,  facts  and  circumstances  can  alter).  Furthermore,  management  should 
define  the  expected  useful  life  of  each  project  (set  of  source  code)  and  determine  if  such  expected  life 
provides  a basis  to  support  capitalizing  the  associated  costs.  For  example,  if  management  determines 
that  Project  A has  a useful  life  of  18  months  it  is  not  unreasonable  for  management  to  expense  costs 
incurred  to  develop  Project  A because  the  useful  life  does  not  extend  much  beyond  one  fiscal  period,  that 
is  the  technology  is  changing  at  such  a rapid  pace  that  expensing  costs  as  incurred  is  reasonable. 

Conclusion 

We  believe  management  should  apply  the  accounting  principles  outlined  in  ASC  350-40  (Internal  Use 
Software  Subtopic  of  the  FASB  Codification)  in  determining  whether  the  costs  incurred  to  build  a Net 
backend  database,  convert  existing  product  code  to  .Net,  and  develop  new  products  using  Net 
technology  should  be  capitalized.  In  applying  these  principles  management  should  use  a materiality 
threshold  and  consider  the  expected  useful  life  of  such  products  before  capitalizing.  Based  on  those 
conclusions  we  concur  with  management' s assessment  that  the  costs  associate  with  the  project  should  be 
capitalized  in  accordance  with  the  aforementioned  guidance. 
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CONFIDENTIAL 


INPUT  - A DELAWARE  CORPORATION 
BOARD  OF  DIRECTORS  MEETING 
OCTOBER  14™,  2009 

INPUT  - 2009  COMMON  STOCK  INCENTIVE  PLAN 


AWARD  LEVELS  GUIDELINES  (Ref:  P-A  080  Stock  Plans  Practice): 

1.  Executives  and  Directors  who  have  proven  exceptional  performance  and  contribution  to  the  company,  and  who 
have  successfully  completed  an  adequate  review  period. 

2.  Special  awards  other  than  the  titles  listed  above  for  unusual  and  exceptional  performance. 

FUNCTION:  Range 


- Member  of  the  Board  of  Directors  (Annual  Grant) 

- Senior  Vice  President 

- Vice  President 

- Director 

* As  defined  in  the  Director's  engagement  Letter 


10,000  (On  Anniversary)* 

20.000  - 40,000 

10.000  - 20,000 
5,000  - 10,000 


VESTING: 

Standard  Vesting  Schedule:  25%  at  the  end  of  Years  1 to  4 following 

the  Award  Date. 


THE  COMPENSATION  COMMITTEE  RECOMMENDS  THE  FOLLOWING  AWARDS: 

Approved  Price  Per  Share:  $1.00 


R-OCT 2009  - Option  Award  List  (2)  101309  KDG.xisx 
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Vested  stock  options  which  have  been  purchased  must  be  offered  for  sale  to  the  company  on 
termination  of  employment  at  the  then  valuation  determined  by  the  Board. 

AWARD  LEVELS  GUIDELINES: 

Awards  are  normally  based  on  recommendations  from  the  president,  following  consultation  with 
executives  and  managers  of  the  company,  and  confirmed  by  the  Compensation  Committee,  using 
the  following  guidelines: 

1 . Executives  and  Directors  who  have  proven  exceptional  performance  and  contribution  to  the 
company,  and  who  have  successfully  completed  an  adequate  review  period. 

2.  Special  awards  other  than  the  titles  listed  above  for  unusual  and  exceptional  performance. 


III. 

A. 


B. 


Amount  of  Award: 


Function: 

- Member  of  the  Board  of  Directors  (Annual  Grant) 

- Senior  Vice  President 

- Vice  President 

- Director 

* As  defined  in  the  Director ’s  engagement  letter. 
Vesting: 

- Standard  Vesting  Schedule: 


Range 

10.000  (On  Anniversary)* 

20.000  - 40,000 
10,000-20,000 

5,000-  10,000 


25%  at  the  end  of  Year  1 through  4 
following  the  Award  Date 


- Non-Standard  Vesting  Schedules  may  only  be  approved  by  the  Board. 

Employee  Awards  are  given  using  the  relevant  INPUT  Stock  Option  Plan  and  Qualified  Stock 
Option  Agreement.  Non-employee  awards  are  given  using  the  relevant  rNPUT  Stock  Option 
Plan  and  Non-Qualified  Stock  Option  Agreement. 

PROCEDURES 

AWARD  RECOMMENDATIONS: 

HR  prepares  a draft  Award  Distribution  List  ( see  Exhibit  - P-A080A-  MON  YEAR  - Option 
Award  List  000009  and  circulates  to  the  Chairman,  President  and  Secretary  before  each  quarterly 
Board  meeting: 

- The  President  updates  the  List,  based  on  his  recommendations  of  and  those  of  his  executive 
staff. 

The  President  forwards  the  list  to  the  Compensation  Committee  and  the  Secretary  for  their 
review. 

- The  Chairman  and  Secretary  add  any  other  awards,  including  Director  level  awards. 

The  Compensation  Committee  completes  its  review  and  returns  the  completed  list  to  the 
Secretary  for  presentation  at  the  next  appropriate  Board  Meeting. 

PROCEDURES  FOLLOWING  APPROVAL  OF  AWARDS: 

The  Secretary  sends  the  Board  Approved  Award  List  to  HR  for  preparation  and  distribution  of 
awards  documents  and  updating  of  records. 
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• The  specific  procedures  for  distribution,  purchase  and  repurchase  of  awards  are  described 
separately  in  the  following  Practices: 

P A 081:  DISIRIBL  1 ION  OF  STOCK  AWARDS 

P-A  082:  PURCHASE  OF  STOCK  OPTIONS 

P-A  083:  TERMINATION  OF  STOCK  AW  ARDS 

C.  RECORDING  STOCK  OPTION  AND  STOCK  TRANSACTIONS: 

. CORPORATE  STOCK  FILES: 

- HR  maintains  individual  Stock  Option  / Owner  file,  which  contain  signed  stock  documents 
for  all  transactions,  including  awards,  purchases  and  repurchases.  A summary  Stock  Record 
(The  Blue  Sheet)  is  prepared  is  for  ease  of  reference  of  all  transactions  in  the  file. 

. THE  PERSONNEL  FILE: 

- HR  files  a copy  of  the  Award  Notice  in  the  employee’s  personnel  or  contractor  file,  and  each 
stock  transaction  is  recorded  on  an  Employee  ‘Salary  / Title  Record  , in  each  person  s 
personnel  file. 

. CORPORATE  LAWYERS  RECORDS: 

A copy  of  the  signed  Agreement  is  forwarded  to  the  Corporate  Lawyers  for  their  rNPUT 
Stock  Records. 

. FINANCE  FILES: 

- Finance  Updates  the  Financial  Stock  Records  Excel  spreadsheets  for  each  transaction  as  they 
occur  in  each  quarter  and  at  year-end. 

- Audited  Financial  Statements  are  distributed  annually  to  all  stockholders. 

A.  EXHIBITS 

• P-A  OHO  A-  MON  YEAR  - Option  Award  List 

B.  TEMPLATES 

. P-A080A-  MON  YEAR  - Option  Award  List 

C.  RELATED  PRACTICES 

. P-H  332  Stock  Option  Plan  Benefit 

• P-A  081  Distribution  of  Stock  Awards 

• P-A  0S2  Purchase  of  Options  by  Option  Holders 

• P-A  0H3  Termination  of  Stock  Awards 

D.  OTHER 


*** 
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LRP 


2010-2012  Long  Range  Plan 


I.  Introduction 

As  a follow-up  to  the  LRP  that  was  presented  at  the  September  BOD  meeting  we  had 
some  unidentified  orders  gaps  and  underestimated  headcount/  operating  costs  to 
support  the  growth  objectives  in  2011  and  2012.  While  we  agreed  to  defer  any 
additional  work  on  the  LRP  until  after  the  Budget  process  Kevin  Gates  and  I identified 
the  sources  for  the  unidentified  Orders  and  added  headcount  to  member  services 
and  sales  to  support  the  additional  growth.  We  did  not  add  resources  to  the 
Research  and  Analysis  group  beyond  2010  in  anticipation  of  productivity 
improvements  due  to  new  processes  supported  by  technology.  We  intend  to  shift 
those  resources  to  higher  valued  activities  that  support  orders  growth 


II.  Highlights 

The  Orders  gap  and  sources  of  growth  are  outlined  in  the  following  table 


201 1 

- 2012  Orders  Gap  ($000s) 

2011 

2012 

Total  Gap  to  25%  Plan 
Potential  Growth  Prospects: 

1 ,876 

5,797 

(A)  Industry  Analysis 

1 ,000 

1 ,000 

(B ) Software 

450 

2,000 

(C)  P latform -E nabled  Svcs 

(D)  Cl  - type  product 

(E)  GovlA  - type  product 

425 

800 
1 ,000 
1 ,000 

1,875  5,800 


(A)  IA  grows  from  $2M  at  end  of  2010  to  $4M  by  end  of  2012 

(B)  Products  such  as  Task  O rder  Aggregation^/' • 

(C)  Community  features,  private  blogs,  enhanced  Cross-Sell,  etc. 

(D)  Special  analy tical-oriented  product  line 

(E)  Software  tool  with  featured  content 


1.  Industry  analysis  (Note  A) 

A business  plan  to  grow  Industry  Analysis  will  be  developed  during  Q4  2009.  Kevin 
Plexico  and  potentially  the  new  SVP  Product  Development  will  work  on  this  plan 

2.  New  Products  (notes  D,  E) 

In  2009  we  launched  2 new  products  Capture  Intelligence  and  Investor  Services  Gov 
IA  that  are  expected  to  generate  in  excess  of  $2MM  in  2010  orders.  Its  reasonable 

Page  1 of  2 Confidential/ Proprietary  — INPUT 

PL  LRP  UPDATE  100909  TPD.docx 


Printed:  October  9,  2009 


to  expect  that  there  will  be  at  least  2 more  similar  type  products  by  2012.  It's  a 
reasonable  estimate  if  we  expect  to  be  developing  a new  platform  in  2010. 

3.  Software  (Note  B) 

We  are  just  scratching  the  service  with  the  Task  Order  Aggregation  software.  The 
lead  times  may  be  a bit  longer  than  anticipated  for  this  product  but  the  member 
feedback  has  been  positive  and  the  capabilities  we  may  have  with  the  new  platform 
would  allow  expanding  functionality  and  revenue  opportunities. 

4.  Community  Features  (Note  C) 

During  the  initial  capabilities  discussion  regarding  the  new  platform  it  was  clear  there 
would  enhancements  developed  that  would  create  additional  revenue  opportunities. 
The  estimates  in  the  LRP  represent  just  1%  and  2%  respectively  in  2011  and  2012 
subscription  orders. 


III.  Next  Steps 

1.  Begin  work  on  the  Analysis  business  plan  in  Q4 

2.  Start  the  process  of  new  product  development  late  Q4  and  Q1  2010  to  lead 
into  the  April  planning  process 
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INCOME  STATEMENT: 

2009  Reforecast 
(1) 

2010 

2011 

2012 

Revenue  5 25,874,003 

$ 30,806,425 

$ 38,546,096 

$ 48,262,199 

% change 

19% 

25% 

25% 

Operations 

6,729,270 

9,114,914 

10,552,770 

11,373,403 

Subtotals:  Capture  Intelligence 

2,252 

1,114,616 

Institutional  Investors/GovlA 

880,229 

All  Other 

6, 727,018 

7,120,070 

Member  Services 

4,261,174 

4,969,810 

5,715,412 

6,424,437 

Total  Cost  of  Services 

10,990,443 

14,084,725  16,268,182 

17,797,840 

% of  Revenue 

42% 

46% 

42% 

37% 

Sales 

5,346,078 

5,889,711 

7,062,016  8,343,214 

Marketing 

1 ,607,447 

1,423,794 

1,597,927 

H 

1,778,290 

;/  ' . 

Total  Sales  & Marketing 

6,953,524 

7,313,505 

8,659,943 

10,121,503 

Market  & Product  Mgmt/Dev 

346,890 

915,818 

942,160 

L 

1,068,234 

Research  & Development 

2,981,833 

3,911,923 

3,646,330 

4,070,574 

Capitalized  Development  Costs 

(220,833) 

2,703,727 

(780,000) 

— (400,000) 

(450,000) 

General  & Administrative 

2,895,609 

3,002,122 

3,297,567 

'-‘nrporate 

697,937 

727,759 

939,814 

949,732 

m Total  G&A  and  Corporate 

3,401,663 

3,623,367 

3,941,936 

4,247,299 

EBITDA 

1,420,482 

455,148 

1,737,087  5,487,544 

11,406,748 

Depreciation  & Amortization 

750,000 

816,667 

891 ,667 

Other  Revenues  (Expenses)  46,787 

60,000 

100,000 

150,000 

Provision  for  Income  Taxes 

299,876 

1,669,807 

3,732,778 

Net  Income  / (Loss) 

j_$  1,012,121 

$ 747,211 

$ 3,101,070 

$ 6,932,303 

Ex  Budget: 



—>V 

AGI  Project 

(120,687) 

Chairman's  Bonus 

(165,000) 

Capture  Intelligence  / 

(400,000) 

Investment  Services 

(240,532) 

V 

Net  Income  / (Loss),  adjusted 

$ 85,903 

\ 

1 — 

v - 

rw 

NOTE:  Provision  for  Bonus  (2009  includes  Chairman) 

1,273,394 

1)810,769  1,908,957 

1,946,716 

— 

(1)  Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 

1 

(2)  Amounts  above  include  Facilities  Allocation  for  comparability 

(3)  Bonuses  for  2010  include  President  at  100%  of  Base,  Qhairman  at  Zero 

(4)  IT  Ods  has  been  included  in  R&D  in  2010,  and  Operations  in  2009  (approx  $300K  reclassification  impact) 

(5)  Market  & Product  Development  includes  staffing  costs  only  (plan  has  not  been  developed  for 

additional  expenses).  As  the  function  was  being  "stood  up"  in  2009,  the  costs  are  not  comparable  to 
2010. 
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COMMON-SIZE  INCOME  STATEMENT: 

2009  Reforecast 

(D 

2010 

2011 

2012 

Revenue 

100%  100%  100% 

100% 

Cost  of  Services 

42% 

46% 

42% 

37% 

Sales  & Marketing 

27% 

24% 

22% 

21% 

1 

i 

-- 

Market  & Product  Development 

1% 

3% 

2% 

2% 



Research  & Development  12% 

13% 

9% 

8% 

Capitalized  Development  Costs  -1% 

-3% 

-1% 

-1% 

- 

General  & Admin  (including  Corp) 

13% 

12%  10% 

9% 

« 

EBITDA 

5% 

6% 

14% 

' 

Depreciation  & Amortization 

2% 

2% 

2% 

2% 

Other  Revenues  (Expenses) 

0% 

0% 

0% 

0% 

Provision  for  Income  Taxes 

0% 

1% 

4% 

8% 

— 

Net  Income  / (Loss) 

4% 

2%  8%  14% 

Ex-Budget 

-4% 

! 

Net  Income  / (Loss),  adjusted 

0% 

(1)  Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 

J 

L 
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INPUT  LRP 
Financials  2009-2012 


BALANCE  SHEET: 

2009  Reforecast 

(D 

2010 

2011 

2012 

Cash 

$ 7,384,931 

$ 8,912,594 

$ 14,628,768 

$ 25,097,221 

Accounts  Receivable,  net 

3,905,771 

4,489,513 

5,180,207 

5,935,654 

Other  Current  Assets 

1,350,221 

1,463,200 

1,671,996 

1,779,320 

Fixed  Assets,  net 

1,004,146 

1,840,926 

1,824,260 

1.782,593 

Other  Assets 

478,112 

488,112 

498,112 

508,112 

Total  Assets 

$ 14,123,182 

$ 17,194,344 

$ 23,803,343 

$ 35,102,899 

Accounts  Payable  $ 250,000  $ 262,500  $ 275,625 

$ 289,406 

Accrued  Liabilities  2,143,020 

3,010,769 

2,908,957 

2,946,716 

Other  Current  Liabilities  46,614 

14,139 

80,000 

50,000 

Non-Current  Liabilities  822,419 

803,514 

728,814 

599,441 

Deferred  Revenue 

12,259,745 

13,554,827 

16,960,282 

21,235,368 

Total  Liabilities 

15,521,798 

17,645,750 

20,953,678 

25,120,931 

Stock  (Common  & Treasury) 

(147,720) 

52,280 

252,280 

452,280 

Currency  Gain/(Loss) 

430 

430 

430 

430 

Retained  Earnings 

(1,251,326) 

(504,115)  2,596,955 

9,529,258 

J 

Total  Stockholders'  Equity 

(1,398,616) 

(451,405) 

2,849,665  9,981,968 



Total  Liabilities  & 

Stockholders'  Equity 

$ 14,123,182 

$ 17,194.344 

$ 23,803,343 

$ 35,102,899 

- 

- 

- 

- 

(1) 

Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 

- 

- 

- 

- 
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SALES  ORDERS: 

2009  Reforecast 

(D 

2010 

2011 

2012 

Sales  Orders 

1 

Subscriptions 

$ 26,284.377 

$ 33,063,081 

$ 39,590,863 

$ 46,030,290 

Events 

929,163 

983,508 

1,474,991 

1,851,480 

Other  684,828 

488,123 

226,146 

281,230 

Unknown  - Gap  to  25%  LRP  (2011-2012) 

- 

1,876,391 

5,797,488 



Total  Sales  Orders 

$ 27,898,368 

$ 34,534,712 

$ 43,168,390 

$ 53,960,488 

„ t/!  • 

(1) 

Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 

Vry 

SALES  ORDER  GROWTH  $: 

2009  Reforecast 

(D 

2010 

2011 

2012 

$ Growth 

Sales  Orders 

Subscriptions 

$ 3,293,351 

$ 6,778,704 

$ 6,527,782 

$ 6,439,427 

Consulting 

(16,125) 

- 

-y 

Events 

232,580 

54,345 

491,483 

376,^ 

Other 

414,497 

(196,705) 

(261,977) 

55,084 

Unknown  - Gap  to  25%  LRP  (201 1-2012) 

- 

- 

1,876,391 

3,921,097 

Total  Sales  Orders 

$ 3,924,303 

$ 6,636,345 

$ 8,633,678 

$ 10,792,098 

(1)  Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 

SALES  ORDER  GROWTH  %: 

2009  Reforecast 
(1) 

2010 

2011 

2012 

% Growth 

j 

Sales  Orders 

1 

Subscriptions 

14.3% 

25.8% 

19.7% 

16.3% 

Consulting 

-100.0% 

0.0% 

0.0% 

0.0% 

Events 

33.4% 

5.8% 

50.0% 

25.5% 

Other 

153  3% 

-28.7% 

-53.7% 

24.4% 

Unknown  - Gap  to  25%  LRP  (2011-2012) 

N/A  N/A 

209.0% 

Total  Sales  Orders 

16.4% 

23.8% 

25.0% 

25.0% 

(1)  Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 
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€> 


HEADCOUNT: 


Sales 

Member  Services 
RAS  (Excluding  Cl  and  13) 

Market  & Product  Mgmt/Dev 
R&D 

MARKETING  (Incl.  Events) 
G&A 

CORPORATE 


Average  # Staff  including 
outsourced  staff 


2009 

Reforecast 


2010 


# Staff  @ Year-end  incl.  outsourced  staff. 


2009 

Reforecast 


2010 


2011 


2012 


t 


38 

40 

79 

2 

15 

'5 


151 

T 


41 

46 

84 

~4 

18 

8 

16 

1 


40 

44 

80 

41 


43 

49 

88 

4 


17 


15 

1 


19 


3 

17 


48 

54 

88 

4 

21 

11 


18 

1 


59 

60 
90 

5 

23 

12 

20 

1 


CAPTURE  INTELLIGENCE  (A) 

2 

5 

4 6 

8 

8 

INVESTMENT  SERVICES  (A) 

4 

9 

7 

10  15 

16 

Total  Staffing,  adjusted 

202  232 

218 

245 

268 

294 

OUTSOURCED  STAFF  INCL  ABOVE: 

i- ' 

— 

SPi  (allocated  to  RAS) 

22 

20 

19 

21 

21 

21 

FOIA  Group  (allocated  to  MS) 

2 

4 

3 

5 

5 

5 

Total  Outsourced 

23 

24 

22 

26 

26 

26 

Note  (A):  Capture  Intelligence  and  Investment  Services  include  any  dedicated  sales  and  mbr  svcs  support  in 

their  headcount  totals 

PRODUCTIVITY: 

2009 

Reforecast 

2010 

Orders  per  Head  (incl.  Outsourced) 

$ 138,167 

$ 148,918 

% Change 

8% 

Orders  per  Head  (excl.  Outsourced)  $ 155,930 

S 166,109 

% Change 

7% 

' ' ~~ 

Revenue  per  Head  (incl.  Outsourced) 

$ 128,060 

$ 132,835 

% Change 

4% 

Revenue  per  Head  (excl.  Outsourced) 

$ 144,524 

$ 148,169 

-f" 

% Change 

3% 

Net  Inc.per  Head  (incl.  Outsourced) 

$ 343 

$ 3,244 

% Change 

846% 

Net  Inc.  per  Head  (excl.  Outsourced) 

$ 387 

$ 3,619 

% Change 

835% 
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ORDERS 

REVENUES 

j ALLOCABLE 

SOFTWARE 

INDUSTRY 

ANALYSIS 

STATE  AND 
LOCAL  IS 

FEDERAL  IS 

CORP 

IS 

$ 440,000 

$ 1,355,578 

$ 4,206,075 

$ 20,617,052 

$ 50,000 

$ 

116,900 

1,325,010 

3,843,204 

19,654,628 

50,000 

r ' 

- 

536,616 

1,176,326 

2,877,103 

8,240,712 

10,761,660 

- 

520,695 

1, 120,223 

2,827,181 

3,983,380 

9,924,933 

- 

15,922 

56,104 

49,922 

4,257,332 

836, 727 

- 

6 

16 

38 

25 

99 

116,900 

788,394 

2,666,877 

16,777,525 

(8,190,712) 

(10,761,660) 

- 

75,210 

194,292 

478,210 

(2,149,124) 

1,238,457 

60,028 

184,937 

573,821 

2,812,717 

(3,799,261) 

- 

6,248 

19,250 

59,730 

292,781 

(378,010) 

- 

29,831 

91,906 

285,166 

1,397,807 

(1 ,864,316) 

' — 

18,708 

72,049 

682,246 

4,458,738 

. 

(5,231,741) 

66,470 

204,785 

635,405 

3,114,586 

- 

(4,154,060) 

130,000 

10,000 

384,237 

1,883,429 

- 

(2,614,316) 

- 

311,286 

658,138 

2,814,898 

14,438,267 

(8,190,712) 

(10,761,660) 

$ (194,386) 

$ 130,256  $ (148,021) 

$ 2,339,258 

$ 

$ 

4-3  ^ 

TOTAL 

$ 27,898,368 

26,000.659 

' 

25,506,395 

19,557.676 

5,948,719 

196 

494,264 

METHOD 

Headct 

Orders 

■ - ' 

Orders  (A) 

- 

Orders  (C) 

- 

Orders  (E) 

- 

Orders  (D) 

- 

Projects  (B) 

- 

$ 494,264 

INVESTMENT  CAPTURE 
SERVICES  INTELLIGENCE  EVENTS 

$ 150,000  $ 200,500  $ 879,11 

2,500  124,156 


DIRECT  EXPENSES 
PERSONNEL 
OTHER 

Y/E  HEADCOUNT 

' 

GROSS  PROFIT 

i 

INDIRECT  EXPENSES 
FACILITIES  ALLOC 
CORP  OH  (FIN,  HR,  ETC) 

; 

CORP  OPS 

MARKETING/PROD  MGMT 
SALES 

r 

MBR  SVCS 
R&D 

TOTAL  INDIRECT 


EBITDA 


r 


483.563 

473.563 
10,000 

7 


526,408 

487,341 

39,067 

4 


(481,063);  (402,252) 


87,745 

20,464 


196,649 

304,858 


A)  Corp  Ops:  to  Software,  IA,  S&L,  Fed  IS 

B)  R&D:  allocated  by  estimated  time  in  each  area 


50,140 

27,354 


77,494 


884,261 

904,006 

220,360 

683,646 

2 

(19,745) 

25,070 

119,941 

59,606 

132,814 

10,000 

347,431 


(785,921)  $ (479,746)  $ (367,176) 


EL—  . 

D)  Mbr  Svcs  not  allocated  to  Invest  Svcs.  or  Cl  because  their  Direct  costs  have  assumption  of  such  support  included 

E)  Sales  not  allocated  to  Invest.  Svcs.  or  Cl  or  Events  because  their  Direct  costs  have  assumption  of  such  support  included:  based  on  split  of  New  Orders  thru  9/30/09 
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201'  n 

EBITDA  by  Pioduct  Line 


”1 

ALLOCABLE 

- j 

INVESTMENT 

SERVICES 

CAPTURE 

INTELLIGENCE 

EVENTS 

SOFTWARE 

INDUSTRY 

ANALYSIS 

STATE  AND 
LOCAL  IS 

FEDERAL  IS 

CORP  IS 

TOTAL 

— 

1 

ORDERS 

$ 1,440,500 

$ 1,388,000 

$ 933,508 

$ 772,132 

$ 1,997,847 

$ 4,348,802 

$ 23,603,923 

$ 50,000 

$ 34,534,713 

” 1 

REVENUES 

783,500 

672,719 

933,508 

589,459 

1,644,599 

4,270,302 

21,862,338 

50,000 

- 

30,806,426 

- 

DIRECT  EXPENSES 

1,055,229 

1,239,615 

806,520 

- 

630,761 

1,224,756 

3,104,517 

8,396,135 

12,611,805 

29,069,338 

PERSONNEL 

1,002,729 

1,171,415 

365,873 

- 

620,761 

1, 124, 756 

3,014,517 

4,096,135 

11,939,096 

23.335,2 83 

■ 

OTHER 

52,500 

68,200 

440,647 

- 

10,000 

100,000 

90,000 

4,300,000 

672,709 



5,734.055 

Y/E  HEADCOUNT 

10 

6 

4 

- 

6 

17 

43 

29 

104  71 

219 

GROSS  PROFIT 

(271,729) 

(566,896) 

126,988 

589,459 

1,013,838 

3,045,546 

18,757,821 

(8,346,135) 

(12,611,805) 

1,737,087 

p 

INDIRECT  EXPENSES 

METHOD 

p 

FACILITIES  ALLOC 

125,365 

75,219 

50,146 

- 

72,085 

213,120 

537,815 

(2,386,442) 

1,312,694 

Headct 

* 

1 ] 

CORP  OH  (FIN,  HR,  ETC) 

151,189 

145,679 

97,977 

81,040 

209,685 

456,432 

2,477,367 

(3,619,367) 

- 

Orders 

CORP  OPS 

- 

- 

- 

10,022 

25,933 

56,449 

306,385 

(398,788) 

Orders  (A) 

- 

MARKETING/PROD  MGMT 

- 

- 

57,254 

47,356 

122,532 

266,720 

1,447,674 

(1,941,536) 

- 

Orders  (C) 

- 

“ 

SALES 

- 

19,604 

75,499 

714,917 

4,672,250 

(5,482,270) 

Orders  (E) 

- 

- “ 

MBR  SVCS 

- 

- 

145,046 

119,972 

310,421 

675,707 

3,667,526 

- 

(4,918,673) 

Orders  (D) 

- 

- - 

R&D 

- - “ 

147,186 

41,822 

5,383 

78,894 

204,135 

444,349 

2,601,786 

- 

(3,523,556) 

Orders  (B) 

- 

-*  ' 

TOTAL  INDIRECT 

423,740 

262,719 

355,807 

356,889 

1,020,289 

2,827,694 

15,710,802 

(8,346,135) 

(12,611,805) 

- 

EBITDA 

$ (695,469) 

$ (829,616) 

$ (228,818) 

$ 232,570 

$ (6,451) 

$ 217,852 

$ 3,047,019 

* 10) 

$ (0) 

$ 1 ,737,087 



A)  Corp  Ops:  to  Software,  IA,  S&L,  Fed  IS 

B)  R&D  because  most  of  next  yr  is  Platform/Rebulld,  Orders  was  chosed  as  a reasonable  proxy  for  the  allocation  of  the  Department's  effort  in  201 1 , though  Cl  & Events  have  been  judgementally  reduced 

L - 

C)  Mktg  & Prod  Mgmt  not  allocated  to  Invest  Svcs.  or  Cl  because  their  Direct  costs  have  assumption  of  such  support  included 

D)  Mbr  Svcs  not  allocated  to  Invest.  Svcs  or  Cl  because  their  Direct  costs  have  assumption  of  such  support  included 

P ’ 

E)  Sales  not  allocated  to  Invest  Svcs,  or  Cl  or  Events  because  their  Direct  costs  have  assumption  of  such  support  included,  based  on  split  of  New  Orders  thru  9/30/09 
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INPUT- A DELAWARE  CORPORATION 
BOARD  OF  DIRECTORS  MEETING 
OCTOBER  14™,  2009 

INPUT  - 2009  COMMON  STOCK  INCENTIVE  PLAN 


AWARD  LEVELS  GUIDELINES  (Ref:  P-A  080  Stock  Plans  Practice): 

1.  Executives  and  Directors  who  have  proven  exceptional  performance  and  contribution  to  the  company,  and  who 
have  successfully  completed  an  adequate  review  period. 

2.  Special  awards  other  than  the  titles  listed  above  for  unusual  and  exceptional  performance. 


FUNCTION: 

- Member  of  the  Board  of  Directors  (Annual  Grant) 

- Senior  Vice  President 

- Vice  President 

- Director 

* As  defined  in  the  Director's  engagement  Letter 
VESTING: 

Standard  Vesting  Schedule: 


(On  Anniversary )* 


Range 

10,000 

20.000  - 40,000 

10.000  - 20,000 

5,000  - 10,000 


25%  at  the  end  of  Years  1 to  4 following 
the  Award  Date. 


THE  COMPENSATION  COMMITTEE  RECOMMENDS  THE  FOLLOWING  AWARDS: 

Approved  Price  Per  Share:  $1.00 


NAME 

No.  Curr. 
Shares 

TITLE 

JUSTIFICATION 

STATE 

(1) 

AWARD 

BOARD  DIRECTOR  (NQO): 

(2) 

o 

0 

NEW  AWARDS  TO  EMPLOYEES  (ISO): 

(2) 

0 

0 

(2) 

0 

(2) 

0 

ADDITIONAL  AWARDS  TO  EMPLOYEES  (ISO): 

(2) 

0 

0 

(2) 

0 

(2) 

0 

TOTAL  DISTRIBUTION:  0 

PENDING  AWARDS  TO  EMPLOYEES  (ISO): 

(3) 

Timothy  Dowd 

300,000 

President  & CEO 

BOD  Approved  5/12/08  as  a 
reserve  for  future  Performance 
Award 

VA  900,000 

(2) 

Dwight  J.  Gibbs 

0 

SVP,  Technology 

H:  2/9/09  - Hiring  Award  Due 
o/a  5/9/09 

VA 

50,000 

(3) 

Dwight  J.  Gibbs 

0 

SVP,  Technology 

BOD  Approved  7/16/09  as  a 
reserve  for  future  Performance 
Award 

VA 

200,000 

(2) 

Daphne  Zweifel-Berger 

0 VP,  Capture  Assist 
Intelligence 

H.  5/4/09  - Hiring  Award 
Due  o/a  8/4/09 

MD 

50,000 

(2) 

Julie  Santoriello  Chariell 

0 

VP,  Financial  Services 

H.  7/15/09  - Hiring  Award 
Due  o/a  10/15/09 

NY 

20,000 

(1) 

(2) 

13) 

Separate  Award  Agreement  may  be  required  for  specific  States. 

Standard  Vesting  Schedule 

Vesting  Schedule  specified  in  Award  Agreement 

R-OCT2009  - Option  Award  List  (01)  092309  PEC.xisx 
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INPUT  STOCKHOLDER  RECORDS 


Printed:  10/9/2009 


INPUT  - STOCK  SUMMARY  LIST 
September  30,  2009 

1993  ISO  OPTION  PLAN  EXPIRED  OCT  2003: 


Cumulative  Options  Purchased: 

555,000 

Options  Outstanding: 
Options  Available: 
Total: 

0 

0 

555,000 

2004  ISO  & NQO  OPTION  PLANS  DISCONTINUED  JAN  2009 

Cumulative  Options  Purchased: 
Options  Outstanding: 
Options  Available: 
Total: 

6,000 

1.741.000 
0 

1.747.000 

2009  ISO  & NQO  OPTION  PLANS  AUTHORIZED  JAN  2009: 

Authorized  Options  In  Pool: 
Price  since  6/1/07 

500,000 

$1.05 

Cumulative  Options  Purchased: 
Options  Outstanding: 
Options  AVAILABLE: 
Total: 

0 

230.000 

270.000 

500.000 

ALL  PLANS  TOTAL  Cumulative  Options  Purchased: 

561,000 

ALL  PLANS  TOTAL  Options  Outstanding: 
2009  PLAN  Options  AVAILABLE: 

Total: 

1.971.000 
270,000 

2.802.000 

R-OCT  2009  - Option  Award  List  (01)  092309  PEC.xIsx 
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STOCK  OPTION  PLAN 
NQO  SHARES 

OPTIONS  ISO  OPTIONS  PURCHASED 

BOARD 

AWARDED 

SHARES 

GRAND  TOTAL 

%of 

GT 

1 

Cavman  EBusiness 



- 

7,525,010 

7,525,010 

72.7% 

2 

William 

Bryant 

_ 

200,000 

200,000 

1.9% 

3 

Thomas 

Hewitt 

* 

100,000 

100,000 

200,000 

1.9% 

4 

Maryann 

Hirsch 

* 

60,000 

60,000 

0.6% 

5 

Jed 

Laird 

* 

115,000 

115,000 

1.1% 

6 

Timothy 

Dowd  (Pres/CEO) 

*§ 

1,200,000 

1,200,000 

116% 

7 

Rachel 

Parrinello  (CunningharT 

* 

60,000 

60,000 

0.6% 

TOTAL  BOARD 

335,000 

1,200,000 

0 

7,825,010 

9,360,010 

90% 

8 

David 

Borland  (GAB) 

* 

1,000 

1,000 

0.0% 

9 

Carolyn 

Purcell  (GAB) 

* 

1,000 

1 .000 

0.0% 

TOTAL  O/S  STAFF  OPTIONS 

2,000 

0 

0 

0 

2,000 

0% 

10 

Mary  Beth 

Cockerham  (SVP) 

* 

50,000 

50,000 

0.5% 

11 

Kevin 

Gates  (VP) 

* 

40,000 

_ 

40,000 

0.4% 

12 

Dwight 

Gibbs  (SVP) 

*§ 

200,000 

200,000 

1 9% 

13 

Brian 

Haney  (SVP) 

50,000 

10,000 

60,000 

0.6% 

14 

Kevin 

Plexico  (SVP) 

* 

500,000 

500,000 

4.8% 

15 

Barbara 

Austin  (Fisher) 

* 

5,000 

5,000 

10,000 

0.1% 

16 

Deepak 

Bhat 

* 

15,000 

5,000 

20,000 

0.2% 

17 

Timothy 

Brett 

* 

2,500 

2,500 

5,000 

0.0% 

18 

Schalene 

Dagutis 

* 

40,000 

40,000 

0.4% 

19 

Megan 

Gamse 

* 

2,500 

2,500 

L 

5,000 

0.0% 

20 

Susan 

G rot  h off 

10,000 

10,000 

0.1% 

21 

Dana 

Klein 

* 

2,500 

2,500 

0.0% 

22 

Joshua 

Lockridge 

* 

1,000 

1 ,000 

0.0% 

23 

Suzy 

Masini  (Haleen) 

* 

2,500 

5,000 

|_ 

7,500 

0.1% 

24 

James  C. 

Noyes 

* 

6,500 

6,500 

0.1% 

25 

Colleen 

O'Neill 

* 

5,000 

5,000 

0.0% 

26 

Joe 

Roth 

* 

2,500 

2,500 

0.0% 

27 

Gary  J. 

Sajko 

* 

r 

2,500 

L 

2,500 

0.0% 

28 

Lauren  P 

Jones  Sbu 

* 

10,000 

10,000 

0.1% 

29 

Andrew 

Sung 

* 

10,000 

10,000 

0.1% 

30 

Paul 

Treszczotko 

* 

5,000 

5,000 

0.0% 

31 

Alexander 

Turner 

2,500 

2,500 

0.0% 

TOTAL  STAFF  OPTIONS 

0 

434,000 

561,000 

0 

995,000 

10% 

* 

Vesting  on  all  or  part  of  award(s) 

§ Max  No.  of  Shares  Reserved,  Award  based  on  Performance 

TOTAL  ALL 

337,000 

1,634,000 

561,000 

7,825,010 

10,357,010 

100% 
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MEMORANDUM 


DATE: 


October  13,  2009 


TO: 


Tim  Dowd 


CC: 


SUBJECT: 


FROM: 


Victoria  Paylor 

2009  Employee  Survey,  Summary  of  Implications 
Peter  Cunningham,  Kevin  Gates 


What  INPUT  is  Doing  Well. 

• High  satisfaction  overall  with  INPUT  as  a place  to  work:  39%  “Strongly  Agree”  (more  than 
double  2007’s  response)  and  48%  “Agree”  (versus  48%  in  2007).  One  staff  members  indicated 
that  INPUT  is  “the  best  work  experience  [they’ve]  ever  been  privileged  to  experience.  The  moral 
values  of  employees  and  the  recognition  of  the  organization  as  a whole  speaks  volumes.” 
Another  commented  that  “INPUT  is  an  awesome  place  to  work.”  And,  another  considers  INPUT 
to  be  the  “ABSOLUTE  best  place  to  gain  insight  into  doing  business  with  the  government.” 

• Very  favorable  responses  on  the  issue  of  "respect";  how  employees  treat  each  other;  how  they  are 
treated  by  their  supervisors  & by  executive  management  all  "most  favorable." 

• "Most  favorable"  3 times  with  "goals"  --  communicating  performance  against  goals, 
understanding  INPUT'S  goals,  and  immediate  supervisor's  communication  of  them.  Staff  is 
“excited  and  surprised  by  the  amount  of  openness  that  is  display  despite  being  a privately  held 
company.” 

• Benefits  have  improved  59.3%  since  our  2007  survey  (86.3%  in  2009  versus  27%  in  2007).  Fully 
staffed  HR  department  has  offered  significant  improvement  as  staff  resource. 

• Compensation  programs  have  improved  38.4%  over  2007  (74.4%  versus  36%  in  2007). 

• INPUT  has  improved  internal  communication  by  36.1%  over  2007. 

• Culture  is  changes.  INPUT  is  becoming  “a  great  place  to  work  with  great  people.  The 
environment  is  relaxed  and  fun.” 

• Staff  believes  company  is  “poised  for  growth  with  a strong  and  aggressive  leadership  team.” 
Additional  of  President/CEO  has  had  a positive  impact  in  that  he  has  “brought  leadership  to  the 
company.” 

• New  training  opportunities  have  been  well  received,  especially  those  involving  Sales  and 
Member  Services. 


Where  INPUT  Can  Improve. 

• Failure  to  act  on  suggestions  from  employees  was  the  MOST  unfavorable... 27%  combined 
Disagree/Strongly  Disagree. 
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• Providing  opportunities  for  advancement  was  2nd  most  unfavorable  at  25%;  4th  most  unfavorable 
(18%)  was  doing  a good  job  of  retaining  highly  qualified  employees...  this  is  an  interesting  pair, 
as  both  can  have  an  amplifying  effect  on  the  other.  Also  interesting  was  that  "INPUT  does  a 
good  job  of  promoting  the  most  qualified  employees"  was  6th  worse.  Staff  wants  to  know  “what 
their  career  path  is  if  they  remain  with  INPUT.” 

• A fair  amount  of  concern  was  raised  (3rd  most  unfavorable  - 21%)  that  there  are  "enough 
employees  in  my  work  group  to  get  the  job  done  right." 

• Strong  feeling  that  there  is  “too  much  bureaucracy”  and  that  INPUT’S  practices  are  so  numerous 
as  to  “stifle  creativity,  innovation  and  entrepreneurial  efforts.” 

• Managers  need  to  do  a better  job  keeping  their  team  up  to  date  on  higher  level  decisions.  Things 
don’t  tend  to  “filter  down.” 

• Free  up  the  manager’s  time  to  training  and  coach.  Right  now,  they  are  not  accessible  because 
they  are  required  to  attend  too  many  meetings  and  over-burdened  with  processes. 

• SharePoint  is  a “disaster.”  We  need  a better  way  to  manage  and  maintain  documents. 

• INPUT  could  handle  the  termination  process  with  more  discretion.  Staff  believes  it  to  be 
unnecessary  to  watch  a former  employee  clean  out  their  desk  during  business  hours. 

• Retention,  especially  at  the  Senior  Executive  Level.  However,  most  believe  it  has  improved  in 
the  last  two  years. 

• More  flexibility  in  telecommuting  or  remote  employment  arrangements,  as  well  as  with  flex  work 
schedules. 

• Improve  IT  tools  and  office  furniture. 
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INPUT 

OVERALL  REPORT 
2009 


2009  Employee  Survey 
Dimension  Summary 


Dimension 


Commitment 

Communication 

Business  Goals 

Integrity 

Performance 

Management 

Career  Advancement 

Training  & 
Development 

Work 

Environment/Team 

Leadership 

Continuous 

Improvement 

Customer  Focus 

Work  - Life 

Organizational  Culture 

Benefits 

Compensation 


Number  of 
Respondents 


2007  2009 


141  124 
141  124 
141  124 
141  124 

141  124 
141  124 

141  124 

141  124 
141  124 

141  124 
141  124 
141  124 

141  124 
141  124 
141  101 


Strongly 

Agree 


2007  2009 


15.0%  25.8% 
12.3%  31.5% 
25.0%  20.2% 
22.0%  18.5% 

14.0%  19.4% 
7.0%  8.9% 

13.0%  9.7% 

16.0%  38.7% 
12.0%  30.6% 

14.0%  13.7% 
16.0%  12.9% 
24.0%  33.9% 

33.0%  35.5% 
9.0%  25.8% 
7.0%  22.9% 


Agree 


2007  2009 


43.0%  54.8% 
34.7%  51.6% 
55.0%  63.7% 
62.0%  58.1% 

46.0%  45.2% 
40.0%  52.4% 

56.0%  61.3% 

53.0%  46.8% 
48.0%  46.8% 

52.0%  48.4% 
55.0%  50.8% 
51.0%  37.9% 

52.0%  54.0% 
18.0%  60.5% 
29.0%  51.5% 


Percent 

Favorable 


2007  2009 


58.0%  80.6% 
47.0%  83.1% 

80.0%  83.9% 
84.0%  76.6% 

60.0%  64.6% 
47.0%  61.3% 

69.0%  71.0% 

69.0%  85.5% 
60.0%  77.4% 

66.0%  62.1% 
71.0%  63.7% 
75.0%  71.8% 

85.0%  89.5% 
27.0%  86.3% 
36.0%  74.4% 


Change/ 

Difference 


2007  v.  2009 


22.6% 

36.1% 

3.9% 

-7.4% 

4.6% 

14.3% 

2.0% 

16.5% 

17.4% 

-3.9% 

-7.3% 

-3.2% 

4.5% 

59.3% 

38.4% 


Neutral 


2007  2009 


29.0%  17.7% 
33.0%  12.9% 
16.0%  10.5% 
12.0%  16.1% 

25.0%  10.5% 
30.0%  22.6% 

23.0%  17.7% 

22.0%  8.9% 

32.0%  16.9% 

24.0%  25.0% 
23.0%  16.9% 
17.0%  13.7% 

10.0%  7.3% 

11.0%  8.9% 

15.0%  18.8% 


No  Opinion 


2007  2009 


0.0%  0.8% 
0.0%  0.0% 
0.0%  2.4% 

0.0%  2.4% 

0.0%  16.9% 
0.0%  6.5% 

0.0%  4.0% 

0.0%  2.4% 

0.0%  2.4% 

0.0%  7.3% 

0.0%  19.5% 
0.0%  7.3% 

0.0%  2.4% 

0.0%  2.4% 

0.0%  1.0% 


Percent  Neutral 
or  No  Opinion; 
Mixed 


2007  2009 


29.0%  18.5% 

33.0%  12.9% 

16.0%  12.9% 

12.0%  18.5% 

25.0%  27.4% 

30.0%  29.1% 

23.0%  21.7% 

22.0%  11.3% 

32.0%  19.3% 

24.0%  32.3% 

23.0%  36.4% 

17.0%  21.0% 

10.0%  9.7% 

11.0%  11.3% 

15.0%  19.8% 


Change/ 

Difference 


2007  v.  2009 


-10.5% 

-20.1% 

-3.1% 

6.5% 

2.4% 

-0.9% 

-1.3% 

-10.7% 

-12.7% 

8.3% 

13.4% 

4.0% 

-0.3% 

0.3% 

4.8% 


Disagree 


2007  2009 


10.0%  0.8% 

12.4%  4.0% 

2.8%  2.4% 

4.0%  4.8% 

9.0%  5.6% 

14.0%  8.1% 

6.0%  5.6% 

7.0%  2.4% 

6.0%  2.4% 

6.0%  4.8% 

4.7%  8.9% 

4.0%  5.6% 

2.5%  0.8% 

4.0%  0.8% 

6.0%  4.0% 


Percent 

Unfavorable 

Change/ 

Difference 

2007 

2009 

2007  v.  2009 

13.0% 

0.8% 

-12.2% 

20.0% 

4.0% 

-16.0% 

4.0% 

3.2% 

-0.8% 

4.0% 

4.8% 

0.8% 

15.0% 

8.0% 

-7.0% 

23.0% 

9.7% 

-13.3% 

8.0% 

7.2% 

-0.8% 

9.0% 

3.2% 

-5.8% 

8.0% 

3.2% 

-4.8% 

9.0% 

5.6% 

-3.4% 

6.0% 

8.9% 

2.9% 

8.0% 

7.2% 

-0.8% 

4.0% 

0.8% 

-3.2% 

5.0% 

2.4% 

-2.6% 

6.0% 

6.0% 

0.0% 
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e 


Dimension 


Commitment 

Communication 

Business  Goals 

Performance 

Management 

Career  Advancement 

Training  & 
Development 

Work 

Environment/Team 

Leadership 

Organizational  Culture 

Benefits 

Compensation 


Number  of 
Respondents 


2007  2009 


141  124 

141  124 

141  124 

141  124 

141  124 

141  124 

141  124 

141  124 

141  124 

141  124 

141  101 


Strongly 

Agree 


2007  2009 


15.0%  25.8% 
12.3%  31.5% 
25.0%  20.2% 

14.0%  19.4% 
7.0%  8.9% 

13.0%  9.7% 

16.0%  38.7% 
12.0%  30.6% 

33.0%  35.5% 
9.0%  25.8% 
7.0%  22.9% 


Agree 


2007  2009 


43.0%  54.8% 
34.7%  51.6% 
55.0%  63.7% 

46.0%  45.2% 
40.0%  52.4% 

56.0%  61.3% 

53.0%  46.8% 
48.0%  46.8% 

52.0%  54.0% 
18.0%  60.5% 
29.0%  51.5% 


Percent 

Favorable 


2007  2009 


58.0%  80.6% 
47.0%  83.1% 

80.0%  83.9% 

60.0%  64.6% 
47.0%  61.3% 

69.0%  71.0% 

69.0%  85.5% 
60.0%  77.4% 

85.0%  89.5% 
27.0%  86.3% 
36.0%  74.4% 


Change/ 

Difference 


2007  v.  2009 


22.6% 

36.1% 

3.9% 

4.6% 

14.3% 

2.0% 

16.5% 

17.4% 

4.5% 

59.3% 

38.4% 


Neutral 


2007  2009 


29.0%  17.7% 
33.0%  12.9% 
16.0%  10.5% 

25.0%  10.5% 
30.0%  22.6% 

23.0%  17.7% 

22.0%  8.9% 

32.0%  16.9% 

10.0%  7.3% 

11.0%  8.9% 

15.0%  18.8% 


No  Opinion 


2007  2009 


0.0%  0.8% 
0.0%  0.0% 
0.0%  2.4% 

0.0%  16.9% 
0.0%  6.5% 

0.0%  4.0% 

0.0%  2.4% 

0.0%  2.4% 

0.0%  2.4% 

0.0%  2.4% 

0.0%  1.0% 


Percent  Neutral 
or  No  Opinion; 
Mixed 


2007  2009 


29.0%  18.5% 

33.0%  12.9% 

16.0%  12.9% 

25.0%  27.4% 

30.0%  29.1% 

23.0%  21.7% 

22.0%  11.3% 

32.0%  19.3% 

10.0%  9.7% 

11.0%  11.3% 

15.0%  19.8% 


Change/ 

Difference 


2007  v.  2009 


-10.5% 

-20.1% 

-3.1% 

2.4% 

-0.9% 

-1.3% 

-10.7% 

-12.7% 

-0.3% 

0.3% 

4.8% 


Disagree 


2007  2009 


10.0%  0.8% 

12.4%  4.0% 

2.8%  2.4% 

9.0%  5.6% 

14.0%  8.1% 

6.0%  5.6% 

7.0%  2.4% 

6.0%  2.4% 

2.5%  0.8% 

4.0%  0.8% 

6.0%  4.0% 


Percent 

Unfavorable 

Change/ 

Difference 

2007 

2009 

2007  v. 2009 

13.0% 

0.8% 

-12.2% 

20.0% 

4.0% 

-16.0% 

4.0% 

3.2% 

-0.8% 

15.0% 

8.0% 

-7.0% 

23.0% 

9.7% 

-13.3% 

8.0% 

7.2% 

-0.8% 

9.0% 

3.2% 

-5.8% 

8.0% 

3.2% 

-4.8% 

4.0% 

0.8% 

-3.2% 

5.0% 

2.4% 

-2.6% 

6.0% 

6.0% 

0.0% 
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Number  of 
Respondents 

Strongly 

Agree 

Agree 

Percent 

Favorable 

Change/ 

Difference 

Neutral 

No  Opinion 

Percent  Neutral 
or  No  Opinion; 
Mixed 

Change/ 

Difference 

Disagree 

Percent 

Unfavorable 

Change/ 

Difference 

Dimension 

2007 

2009 

2007 

2009 

2007 

2009 

2007 

2009 

2007  v.  2009 

2007 

2009 

2007 

2009 

2007 

2009 

2007  v.  2009 

2007 

2009 

2007 

2009 

2007  v.  2009 

Integrity 

141 

124 

22.0% 

18.5% 

62.0% 

58.1% 

84.0% 

76.6% 

-7.4% 

12.0% 

16.1% 

0.0% 

2.4% 

12.0% 

18.5% 

6.5% 

4.0% 

4.8% 

4.0% 

4.8% 

0.8% 

Continuous 

Improvement 

141 

124 

14.0% 

13.7% 

52.0% 

48.4% 

66.0% 

62.1% 

-3.9% 

24.0% 

25.0% 

0.0% 

7.3% 

24.0% 

32.3% 

8.3% 

6.0% 

4.8% 

9.0% 

5.6% 

-3.4% 

Customer  Focus 

141 

124 

16.0% 

12.9% 

55.0% 

50.8% 

71.0% 

63.7% 

-7.3% 

23.0% 

16.9% 

0.0% 

19.5% 

23.0% 

36.4% 

13.4% 

4.7% 

8.9% 

1.3%  0.0% 

6.0% 

8.9% 

2.9% 

Work  - Life 

141 

124 

24.0% 

33.9% 

51.0% 

37.9% 

75.0% 

71.8% 

-3.2% 

17.0% 

13.7% 

0.0% 

7.3% 

17.0% 

21.0% 

4.0% 

4.0% 

5.6% 

4.0%  1.6% 

8.0% 

7.2% 

-0.8% 
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Number  of 
Respondents 

Strongly 

Change/ 

Difference 

Agree 

Change/ 

Difference 

Neutral 

Change/ 

Difference 

Disagree 

Change/ 

Difference 

Sirohgjr 

Change/ 

Difference 

No  Opinion 

Change/ 

Difference 

2007 

2009 

2007 

2009 

2007  v.  2009 

2007 

2009 

2007  v.  2009 

2007 

2009 

2007  v.  2009 

2007 

2009 

2007  v.  2009 

2007  v.  2009 

2007 

2009 

2007  v.  2009 

1 

1 would  recommend  INPUT  to  others  as  a good  place  to 
work. 

141 

124 

18.0% 

25.8% 

7.8% 

46.0% 

54.8% 

8.8% 

25.0% 

17.7% 

-7.3% 

9.0% 

0.8% 

-8.2% 

10%  0.0% 

-1.0% 

0.0% 

0.8% 

0.8% 

2 

1 would  prefer  to  remain  with  INPUT  even  if  a comparable 
job  were  available  in  another  company. 

138 

124 

21.0% 

24.2% 

3.2% 

39.0% 

45.2% 

6.2% 

30.0% 

19.4% 

-10.6% 

7.0% 

8.9% 

1 .9% 

-2.4% 

0.7% 

0.8% 

0.1% 

3 

Overall,  how  satisfied  are  you  with  INPUT  as  a place  to 
work? 

141 

124 

15.0% 

38.7% 

23.7% 

48.0% 

47.6% 

-0.4% 

32.0% 

6.5% 

-25.5% 

5.0% 

4.8% 

-0.2% 

''W:  Wt 

-1.0% 

0.0% 

2.4% 

2.4% 

4 

Taking  everything  into  account,  how  satisfied  are  you 
with  your  current  job? 

140 

124 

12.0% 

29.0% 

17.0% 

46.0% 

56.5% 

10.5% 

29.0% 

8.9% 

-20.1% 

12.0% 

5.6% 

-6.4% 

-1.0% 

0.0% 

0.0% 

0.0% 

5 

How  satisfied  are  you  with  the  chance  to  use  your  skills 
in  your  job? 

139 

124 

19.0% 

44.4% 

25.4% 

47.0% 

33.1% 

•13.9% 

22.0% 

15.3% 

-6.7% 

9.0% 

6.5% 

-2.5% 

-2.2% 

0.0% 

0.0% 

0.0% 

6 

INPUT  has  developed  a reputation  for  being  a desirable 
place  to  work. 

139 

124 

7.0% 

12.9% 

5.9% 

32.0% 

50.0% 

18.0% 

35.0% 

26.6% 

-8.4% 

19.0% 

9.7% 

-9.3% 

-6.2% 

1.4% 

0.0% 

-1.4% 

7 

My  immediate  supervisor  clearly  communicates  goals 
and  assignments. 

141 

124 

26.0% 

31.5% 

5.5% 

40.0% 

51 .6% 

11.6% 

24.0% 

12.9% 

-11.1% 

9.0% 

4.0% 

-5.0% 

-2.0% 

0.0% 

0.0% 

0.0% 

8 

My  immediate  supervisor  keeps  me  informed  about 
management  decisions  in  a timely  manner. 

139 

124 

22.0% 

31.5% 

9.5% 

48.0% 

46.0% 

-2.0% 

18.0% 

17.7% 

-0.3% 

8.0% 

4.0% 

-4.0% 

-3.2% 

1.4% 

0.0% 

-1 .4% 

9 

The  company  does  a good  job  of  seeking  the  opinions 
and  suggestions  of  employees. 

140 

124 

11.0% 

8.1% 

-2.9% 

34.0% 

47.6% 

13.6% 

44.0% 

32.3% 

-11.7% 

6.0% 

11.3% 

5.3% 

-5.2% 

0.7% 

0.0% 

-0.7% 

10 

INPUT  does  a good  job  of  acting  on  the  suggestions  of 
employees. 

136 

124 

6.0% 

6.5% 

0.5% 

22.0% 

24.2% 

2.2% 

43.0% 

38.7% 

-4.3% 

15.0% 

25.0% 

10.0% 

-10.6% 

3.7% 

3.2% 

-0.5% 

11 

Management  at  INPUT  does  a good  job  of  involving 
employees  in  decisions  that  affect  them. 

134 

124 

6.0% 

6.5% 

0.5% 

22.0% 

37.1% 

15.1% 

46.0% 

42.7% 

-3.3% 

15.0% 

12.1% 

-2.9% 

b %. 

-10.4% 

5.2% 

0.0% 

-5.2% 

12 

Management  at  INPUT  does  a good  job  of  explaining  the 
reasons  behind  their  major  decisions. 

136 

124 

7.0% 

10.5% 

3.5% 

32.0% 

46.8% 

14.8% 

32.0% 

33.9% 

1.9% 

19.0% 

8.1% 

-10.9% 

-9.2% 

3.7% 

0.0% 

-3.7% 

13 

1 believe  the  information  from  this  employee  survey  will 
be  used  constructively  by  management. 

137 

124 

8.0% 

7.3% 

-0.7% 

43.0% 

43.5% 

0.5% 

27.0% 

26.6% 

-0.4% 

15.0% 

13.7% 

-1 .3% 

7.0%  0.8% 

-6.2% 

2.9% 

8.1% 

5.2% 

14 

1 have  a good  understanding  of  INPUT’S  business  goals. 

141 

124 

16.0% 

20.2% 

4.2% 

66.0% 

63.7% 

-2.3% 

14.0% 

10.5% 

-3.5% 

1.0% 

2.4% 

1 .4% 

-1 .2% 

0.0% 

2.4% 

2.4% 

15 

1 have  a good  understanding  of  the  steps  we  are  taking 
to  reach  the  company’s  business  goals. 

139 

124 

9.0% 

12.9% 

3.9% 

56.0% 

66.1% 

10.1% 

28.0% 

16.1% 

-11.9% 

6.0% 

2.4% 

-3.6% 

-1.0% 

0.0% 

2.4% 

2.4% 

16 

1 have  a good  understanding  of  how  my  job  contributes 
to  the  company  achieving  its  business  goals. 

139 

124 

35.0% 

41.1% 

6.1% 

52.0% 

52.4% 

0.4% 

12.0% 

4.0% 

-8.0% 

1.0% 

0.0% 

-1.0% 

0.0,  0„% 

0.8% 

0.7% 

1.6% 

0.9% 

17 

INPUT  does  a good  job  providing  information  on  how 
well  the  company  is  performing  against  our  business 
goals. 

138 

124 

39.0% 

46.8% 

7.8% 

53.0% 

47.6% 

-5.4% 

7.0% 

3.2% 

-3.8% 

1.0% 

0.0% 

-1.0% 

-1.0% 

0.7% 

2.4% 

1.7% 

18 

The  better  the  company  does  at  meeting  its  goals,  the 
better  it  will  be  for  me  personally. 

136 

124 

30.0% 

31.5% 

1.5% 

46.0% 

37.9% 

-8.1% 

18.0% 

21 .0% 

3.0% 

4.0% 

5.6% 

1.6% 

-0.2% 

2.9% 

3.2% 

0.3% 

19 

Priorities  set  for  me  are  consistent  with  the  overall  goals 
of  the  company. 

137 

124 

17.0% 

16.9% 

-0.1% 

58.0% 

56.5% 

-1.5% 

19.0% 

16.9% 

-2.1% 

4.0% 

4.0% 

0.0% 

0.4% 

2.9% 

3.2% 

0.3% 

20 

1 have  trust  and  confidence  in  the  job  being  done  by  the 
Executive  Management  at  INPUT. 

139 

124 

15.0% 

18.5% 

3.5% 

53.0% 

58.1% 

5.1% 

22.0% 

16.1% 

-5.9% 

9.0% 

4.8% 

-4.2% 

-2.0% 

1.4% 

2.4% 

1.0% 
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21 

INPUT  conducts  its  business  activities  with  honesty  and 

139 

124 

27.0% 

33.1% 

6.1% 

60.0% 

56.5% 

-3.5% 

11.0% 

8.1% 

-2.9% 

1.0% 

0.0% 

-1 .0% 

0.0%  0 0% 

0.0% 

1.4% 

2.4% 

1 .0% 

integrity. 

22 

INPUT  clearly  communicates  its  expectations  for  ethical 
behavior. 

139 

124 

22.0% 

29.8% 

7.8% 

64.0% 

58.9% 

-5.1% 

1 1 .0% 

6.5% 

-4.5% 

3.0% 

1.6% 

-1.4% 

0.8% 

1.4% 

2.4% 

1 .0% 

23 

1 would  feel  comfortable  raising  an  ethical  concern  to  my 
immediate  supervisor  or  someone  else  in  management. 

141 

124 

25.0% 

33.9% 

8.9% 

61.0% 

46.0% 

-15.0% 

11.0% 

12.1% 

1.1% 

3.0% 

4.0% 

1.0% 

0.8% 

0.0% 

3.2% 

3.2% 

24 

If  management  were  informed  of  unethical  behavior,  1 

137 

124 

20.0% 

31.5% 

11.5% 

64.0% 

49.2% 

-14.8% 

1 1 .0% 

9.7% 

-1.3% 

5.0% 

4.0% 

-1 .0% 

0i0%  Cft8% 

0.8% 

2.9% 

4.8% 

1.9% 

have  confidence  they  would  respond  appropriately. 

25 

My  immediate  supervisor  applies  policies  and 
procedures  fairly. 

141 

124 

25.0% 

34.7% 

9.7% 

58.0% 

51.6% 

-6.4% 

11.0% 

9.7% 

-1.3% 

4.0% 

0.8% 

-3.2% 

-1.2% 

0.0% 

2.4% 

2.4% 

26 

1 have  a good  understanding  of  INPUT’S  Core  Values. 

141 

124 

21.0% 

26.6% 

5.6% 

69.0% 

62.9% 

-6.1% 

9.0% 

8.1% 

-0.9% 

1.0% 

0.0% 

-1.0% 

i\6% 

-0.2% 

0.0% 

1.6% 

1.6% 

27 

My  performance  was  accurately  evaluated  in  my  most 
recent  review. 

119 

124 

15.0% 

19.4% 

4.4% 

61.0% 

45.2% 

-15.8% 

17.0% 

10.5% 

-6.5% 

7.0% 

5.6% 

-1.4% 

1.4% 

16.8% 

16.0% 

-0.8% 

28 

My  performance  goals  are  realistic/achievable. 

134 

124 

14.0% 

16.1% 

2.1% 

54.0% 

54.8% 

0.8% 

19.0% 

17.7% 

-1.3% 

9.0% 

4.8% 

-4.2% 

-1.6% 

3.7% 

4.0% 

0.3% 

29 

My  immediate  supervisor  recognizes  me  when  1 do  a 
good  job. 

140 

124 

29.0% 

37.1% 

8.1% 

44.0% 

44.4% 

0.4% 

19.0% 

12.1% 

-6.9% 

4.0% 

2.4% 

-1.6% 

-3.2% 

0.7% 

3.2% 

2.5% 

30 

My  immediate  supervisor  coaches  me  to  improve  my 

138 

124 

14.0% 

24.2% 

10.2% 

43.0% 

46.8% 

3.8% 

28.0% 

17.7% 

-10.3% 

7.0% 

6.5% 

-0.5% 

-7.2% 

1.4% 

4.0% 

2.6% 

performance. 

31 

INPUT  does  a good  job  of  helping  poor  performers 
improve  their  performance. 

122 

124 

4.0% 

7.3% 

3.3% 

25.0% 

28.2% 

3.2% 

38.0% 

33.1% 

-4.9% 

23.0% 

8.9% 

-14.1% 

-7.6% 

14.8% 

20.2% 

5.5% 

32 

INPUT  handles  terminations  in  a professional  manner. 

107 

124 

6.0% 

8.9% 

2.9% 

45.0% 

24.2% 

-20.8% 

32.0% 

29.0% 

-3.0% 

5.0% 

4.0% 

-1.0% 

13.0%  3,2% 

-9.8% 

30.8% 

30.6% 

-0.2% 

33 

INPUT  does  a good  job  of  hiring  highly  qualified 
employees. 

136 

124 

6.0% 

8.9% 

2.9% 

41.0% 

52.4% 

11.4% 

42.0% 

22.6% 

-19.4% 

7.0% 

8.1% 

1.1% 

-2.4% 

3.6% 

6.5% 

2.9% 

34 

INPUT  does  a good  job  of  retaining  highly  qualified 
employees. 

132 

124 

1.0% 

4.8% 

3.8% 

24.0% 

35.5% 

11.5% 

37.0% 

33.1% 

-3.9% 

21.0% 

14.5% 

-6.5% 

m lm 

-13.8% 

6.1% 

8.9% 

2.8% 

35 

1 know  what  1 need  to  do  to  advance  in  the  company. 

139 

124 

9.0% 

8.1% 

-0.9% 

40.0% 

41 .9% 

1.9% 

27.0% 

27.4% 

0.4% 

18.0% 

12.1% 

-5.9% 

-2.8% 

0.7% 

7.3% 

6.6% 

36 

INPUT  does  a good  job  of  providing  opportunities  for 

129 

124 

9.0% 

4.8% 

-4.2% 

38.0% 

34.7% 

-3.3% 

29.0% 

26.6% 

-2.4% 

15.0% 

20.2% 

5.2% 

-4.2% 

7.0% 

8.9% 

1 .9% 

advancement  (promotion). 

37 

INPUT  does  a good  job  of  promoting  the  most  qualified 
employees. 

131 

124 

9.0% 

2.4% 

-6.6% 

39.0% 

40.3% 

1.3% 

25.0% 

28.2% 

3.2% 

18.0% 

11.3% 

-6.7% 

8.0%  4,0% 

-4.0% 

6.1% 

13.7% 

7.6% 

38 

INPUT  provides  job  security  to  employees  who  perform 

131 

124 

8.0% 

12.9% 

4.9% 

58.0% 

52.4% 

-5.6% 

20.0% 

17.7% 

-2.3% 

6.0% 

4.8% 

-1.2% 

8:0%  0.8% 

-7.2% 

6.9% 

11.3% 

4.4% 

well. 

39 

1 have  access  to  the  training  1 need  to  be  productive  in 
my  current  position. 

140 

124 

10.0% 

9.7% 

-0.3% 

54.0% 

61.3% 

7.3% 

31.0% 

17.7% 

-13.3% 

3.0% 

5.6% 

2.6% 

,0%  lls% 

-0.4% 

0.0% 

4.0% 

4.0% 

40 

INPUT  offers  training  that  helps  me  to  be  more  effective 

139 

124 

12.0% 

9.7% 

-2.3% 

50.8% 

-4.2% 

24.0% 

22.6% 

-1.4% 

6.0% 

6.5% 

0.5% 

1 .8% 

0.0% 

5.6% 

5.6% 

in  my  current  position. 

41 

INPUT  does  a good  job  of  providing  opportunities  for 

131 

124 

10.0% 

8.1% 

-1.9% 

56.0% 

46.8% 

-9.2% 

24.0% 

25.8% 

1.8% 

9.0% 

8.9% 

-0.1% 

0.0%  0 0% 

0.0% 

5.3% 

10.5% 

5.2% 

personal  development  (for  example,  project 
assignments,  lateral  transfers). 

42 

My  immediate  supervisor  helps  me  make  time  to 
participate  in  training  and  development  activities. 

135 

124 

18.0% 

15.3% 

-2.7% 

59.0% 

47.6% 

-11.4% 

13.0% 

21.8% 

8.8% 

5.0% 

6.5% 

1.5% 

4,0%  2:4: . 

-1 .6% 

3.7% 

6.5% 

2.8% 
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43 

INPUT  provides  the  resources  necessary  for  me  to  work 
effectively  (hardware,  tools,  equipment,  supplies,  etc.). 

141 

124 

30.0% 

38.7% 

8.7% 

60.0% 

46.8% 

-13.2% 

7.0% 

8.9% 

1 .9% 

2.0% 

2.4% 

0.4% 

44 

lean  quickly  access  the  information  1 need  to  do  my  job 
effectively. 

139 

124 

22.0% 

21.8% 

-0.2% 

63.0% 

54.0% 

-9.0% 

12.0% 

13.7% 

1.7% 

3.0% 

6.5% 

3.5% 

45 

There  are  generally  enough  employees  in  my  work  group 
to  get  the  job  done  right. 

139 

124 

9.0% 

15.3% 

6.3% 

44.0% 

41.9% 

-2.1% 

28.0% 

16.1% 

-1 1 .9% 

14.0% 

19.4% 

5.4% 

46 

At  INPUT,  there  is  general  good  teamwork  between 
departments. 

139 

124 

8.0% 

12.1% 

4.1% 

55.0% 

50.0% 

-5.0% 

23.0% 

19.4% 

-3.6% 

10.0% 

12.1% 

2.1% 

47 

My  work  group  operates  effectively  as  a team. 

139 

124 

25.0% 

37.9% 

12.9% 

53.0% 

48.4% 

-4.6% 

17.0% 

8.9% 

-8.1% 

4.0% 

0.0% 

-4.0% 

48 

1 have  enough  say  in  how  my  job  gets  done. 

138 

124 

16.0% 

21.8% 

5.8% 

55.0% 

55.6% 

0.6% 

25.0% 

12.9% 

-12.1% 

4.0% 

7.3% 

3.3% 

49 

The  amount  of  work  1 am  expected  to  do  is  reasonable. 

140 

124 

11.0% 

14.5% 

3.5% 

54.0% 

55.6% 

1.6% 

23.0% 

19.4% 

-3.6% 

7.0% 

5.6% 

-1.4% 

50 

The  work  processes  within  my  work  group  are  efficient. 

141 

124 

8.0% 

11.3% 

3.3% 

50.0% 

52.4% 

2.4% 

37.0% 

24.2% 

-12.8% 

4.0% 

8.9% 

4.9% 

51 

INPUT  does  a good  job  of  encouraging  the  sharing  of 

138 

124 

9.0% 

8.9% 

-0.1% 

46.0% 

45.2% 

-0.8% 

33.0% 

33.1% 

0.1% 

11.0% 

8.1% 

-2.9% 

information  and  ideas  across  the  company. 

0.0% 

0.0% 

0.0% 

0.0% 

52 

My  immediate  supervisor  has  adequate  decision  making 

136 

124 

20.0% 

24.2% 

4.2% 

56.0% 

46.0% 

-10.0% 

14.0% 

13.7% 

-0.3% 

7.0% 

11.3% 

4.3% 

authority. 

53 

1 have  confidence  in  the  long-term  business  success  of 
the  company. 

137 

124 

12.0% 

30.6% 

18.6% 

58.0% 

46.8% 

-11.2% 

23.0% 

16.9% 

-6.1% 

5.0% 

2.4% 

-2.6% 

54 

How  would  you  rate  the  job  Executive  Management  is 
doing  to  make  changes  needed  so  the  company  can 
compete  effectively? 

134 

124 

13.0% 

12.1% 

-0.9% 

39.0% 

45.2% 

6.2% 

39.0% 

24.2% 

-14.8% 

7.0% 

8.1% 

1.1% 

55 

How  would  you  rate  the  job  Executive  management  is 
doing  to  grow  the  business  (increasing  revenues,  new 
products  and  service)? 

132 

124 

12.0% 

17.7% 

5.7% 

40.0% 

43.5% 

3.5% 

38.0% 

25.0% 

-13.0% 

6.0% 

8.1% 

2.1% 

56 

How  would  you  rate  the  job  Executive  management  is 
doing  to  control  costs? 

116 

124 

11.0% 

9.7% 

-1.3% 

55.0% 

31.5% 

-23.5% 

28.0% 

25.8% 

-2.2% 

6.0% 

9.7% 

3.7% 

57 

INPUT  is  effectively  applying  new  technology  to  our 
work  (for  example,  new  equipment,  systems  or 
processes). 

136 

124 

17.0% 

13.7% 

-3.3% 

60.0% 

48.4% 

-11.6% 

17.0% 

25.0% 

8.0% 

5.0% 

4.8% 

-0.2% 

58 

In  my  work  group,  we  are  encouraged  to  suggest  better 
ways  for  getting  our  work  done. 

140 

124 

21.0% 

29.8% 

8.8% 

61.0% 

47.6% 

-13.4% 

11.0% 

15.3% 

4.3% 

4.0% 

3.2% 

-0.8% 

59 

INPUT  does  a good  job  of  improving  efficiency  (ie., 
reducing  waste,  streamlining  processes). 

135 

124 

5.0% 

8.1% 

3.1% 

47.0% 

35.5% 

-11.5% 

32.0% 

30.6% 

-1.4% 

10.0% 

16.1% 

6.1% 

60 

In  my  work  group,  we  focus  on  preventing  problems  from 
the  start  rather  than  correcting  them  later. 

138 

124 

11.0% 

12.1% 

1.1% 

43.0% 

46.0% 

3.0% 

38.0% 

24.2% 

-13.8% 

5.0% 

8.9% 

3.9% 

61 

61 ) 1 receive  the  support  1 need  from  other  work  groups 
to  provide  high-quality  service  to  customers. 

135 

124 

13.0% 

12.9% 

-0.1% 

55.0% 

50.8% 

-4.2% 

26.0% 

16.9% 

-9.1% 

4.0% 

8.9% 

4.9% 

62 

1 have  the  decision  making  authority  1 need  to  meet  the 
needs  of  my  customers. 

130 

124 

8.0% 

8.1% 

0.1% 

56.0% 

46.0% 

-10.0% 

27.0% 

21.8% 

-5.2% 

8.0% 

8.9% 

0.9% 

Change/ 
Difference 
2007  v.  2009 


0.8% 

1.6% 

-3.4% 

-1.6% 

-1.0% 

0.0% 

-1.6% 

-0.2% 

-1.0% 

0.0% 

-1.4% 

-0.2% 

2.2% 

-1.6% 

3.2% 

-0.2% 


-3.0% 


-5.0% 


-4.0% 


-1.0% 


-1.2% 


No  Opinion 
2007  2009~ 

0.0%  2.4% 

0.0%  2.4% 

1.4%  5.6% 

1.4%  4.0% 

1.4%  4.8% 

1.4%  2.4% 

0.0%  2.4% 

0.0%  2.4% 

2.2%  4.8% 

3.7%  3.2% 

1.5%  2.4% 

3.7%  7.3% 

4.5%  3.2% 

18.9%  20.2% 

3.6%  7.3% 

0.0%  4.0% 

4.4%  9.7% 

2.1%  8.9% 

4.4%  10.5% 

8.4%  14.5% 


Change/ 
Difference 
2007  v.  2009 

2.4% 

2.4% 

4.2% 

2.6% 

3.4% 

1.0% 

2.4% 

2.4% 

2.6% 

-0.5% 

1.0% 

3.6% 

-1.3% 

1.3% 

3.7% 

4.0% 

5.3% 

6.8% 

6.1% 

6.1% 
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Summary 


Questions 

Number  of 
Respondents 

Strongly 

Agree 

Change/ 

Difference 

Agree 

Change/ 

Difference 

Neutral 

2007 

2009 

2007 

2009 

2007  v.  2009 

2007 

2009 

2007  v.  2009 

2007 

2009 

63 

INPUT  makes  customer  satisfaction  a top  priority. 

139 

124 

27.0% 

27.4% 

0.4% 

54.0% 

50.0% 

-4.0% 

17.0% 

12.9% 

64 

My  immediate  supervisor  helps  me  to  balance  work  and 
personal-life  responsibilities. 

130 

124 

28.0% 

33.9% 

5.9% 

45.0% 

37.9% 

-7.1% 

14.0% 

13.7% 

65 

The  work  arrangements  at  INPUT  are  flexible  enough  to 
meet  my  needs. 

140 

124 

28.0% 

32.3% 

4.3% 

54.0% 

50.0% 

-4.0% 

16.0% 

8.9% 

66 

The  stress  levels  at  work  are  usually  manageable. 

140 

124 

16.0% 

10.5% 

-5.5% 

55.0% 

67.7% 

12.7% 

21.0% 

10.5% 

67 

In  my  work  group,  we  respect  each  other's  ideas. 

139 

124 

30.0% 

35.5% 

5.5% 

58.0% 

54.0% 

-4.0% 

8.0% 

7.3% 

68 

1 feel  free  to  voice  my  opinions  openly  in  my  work  group. 

141 

124 

33.0% 

33.1% 

0.1% 

52.0% 

49.2% 

-2.8% 

9.0% 

12.9% 

69 

My  immediate  supervisor  treats  me  with  respect. 

140 

124 

46.0% 

54.8% 

8.8% 

41.0% 

38.7% 

-2.3% 

9.0% 

4.8% 

70 

The  people  with  whom  1 work  treat  each  other  with 
respect  regardless  of  race,  religion,  gender  age,  or 
sexual  orientation. 

140 

124 

46.0% 

59.7% 

13.7% 

45.0% 

34.7% 

-10.3% 

5.0% 

3.2% 

71 

Executive  management  treats  employees  with  respect. 

136 

124 

21.0% 

33.1% 

12.1% 

58.0% 

53.2% 

-4.8% 

18.0% 

6.5% 

72 

Executive  management  trusts  employees  to  be 
professional  in  doing  their  jobs. 

136 

124 

20.0% 

28.2% 

8.2% 

61.0% 

54.8% 

-6.2% 

14.0% 

5.6% 

73 

INPUT  does  a good  job  providing  information  on  my 
benefits. 

140 

124 

18.0% 

25.8% 

7.8% 

65.0% 

60.5% 

-4.5% 

12.0% 

8.9% 

74 

How  do  you  think  your  benefits  package  compares  with 
the  benefits  offered  by  other  companies? 

136 

124 

10.0% 

12.1% 

2.1% 

38.0% 

43.5% 

5.5% 

44.0% 

30.6% 

75 

Overall,  how  satisfied  are  you  with  your  employee 
benefits? 

135 

124 

14.0% 

36.3% 

22.3% 

65.0% 

42.7% 

-22.3% 

20.0% 

10.5% 

76 

Please  rate  your  satisfaction  with  the  Medical  Plan. 

127 

124 

18.0% 

29.0% 

11.0% 

68.0% 

41 .9% 

-26.1% 

11.0% 

9.7% 

77 

Please  rate  your  satisfaction  with  the  Dental  Plan. 

123 

124 

15.0% 

31.5% 

16.5% 

70.0% 

42.7% 

-27.3% 

11.0% 

9.7% 
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Change/ 
Difference 
2007  v.  2009 

-4.1% 

-0.3% 

-7.1% 

-10.5% 

-0.7% 

3.9% 

-4.2% 

-1.8% 

-1 1 .5% 

-8.4% 

-3.1% 

-13.4% 

-9.5% 

-1.3% 

-1.3% 


/ 

I 


2.0% 

9.0% 


2009 


4.8% 

5.6% 


2.0% 


4.0% 


2.0% 

1.0% 

4.0% 


5.6% 

0.8% 

3.2% 


3.0% 

3.0% 


0.0% 

0.8% 


1.0% 

3.0% 

4.0% 

7.0% 

1.0% 

2.0% 

2.0% 


3.2% 

4.8% 

0.8% 

3.2% 

2.4% 

4.0% 

1.6% 


Change/ 
Difference 
2007  v.  2009~ 

2.8% 

-3.4% 

2.0% 

3.6% 

-0.2% 

-0.8% 

-3.0% 

-2.2% 

2.2% 

1.8% 

-3.2% 

-3.8% 

1 .4% 

2.0% 

-0.4% 


Change/ 

Difference 

No  Opinion 

2007  v.  2009 

2007 

2009 

-1.0% 

1.4% 

4.8% 

-3.4% 

6.9% 

7.3% 

-0.2% 

0.0% 

4.0% 

-4.4% 

0.0% 

4.0% 

-2.0% 

0.7% 

2.4% 

-2.0% 

0.0% 

1.6% 

-1.0% 

0.7% 

1.6% 

-1 .0% 

0.7% 

1.6% 

-2.0% 

3.7% 

4.0% 

-2.0% 

3.7% 

6.5% 

0.6% 

0.7% 

2.4% 

-1.0% 

3.6% 

10.5% 

0.0% 

4.4% 

8.1% 

-0.2% 

10.2% 

14.5% 

-2.0% 

13.8% 

14.5% 

Change/ 
Difference 
2007  v.  2009 

3.4% 

0.4% 

4.0% 

4.0% 

1 .7% 

1 .6% 

0.9% 

0.9% 

0.3% 

2.8% 

1.7% 

6.9% 

3.7% 

4.3% 

0.7% 
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r 


Number  of 

Strongly 

Change/ 

Change/ 

Change/ 

Change/ 

‘ StLO'ftflfo:- 

Change/ 

Change/ 

Questions 

Respondents 

Agree 

Difference 

Agree 

Difference 

Neutral 

Difference 

Dlsi 

Difference 

. Qiaadi^a^ 

Difference 

No  Opinion 

Difference 

2007 

2009 

2007 

2009 

2007  v.  2009 

2007 

2009 

2007  v.  2009 

2007 

2009 

2007  v.  2009 

2007 

2009 

2007  v.  2009 

2007  v.  2009 

2007 

2009 

2007  v.  2009 

1 

Please  rate  your  satisfaction  with  Paid  Time  Off 

136 

101 

11.0% 

22.8% 

11.8% 

57.0% 

51.5% 

-5.5% 

25.0% 

18.8% 

-6.2% 

4,0% 

4.0% 

0.0% 

0.0% 

3.6% 

1.0% 

-2.6% 

(vacation/sick  and  paid  corporate  holidays). 

2 

Please  rate  your  satisfaction  with  the  401  (k)  Savings 
Plan. 

110 

101 

9.0% 

4.0% 

-5.0% 

54.0% 

50.0% 

-4.0% 

26.0% 

19.0% 

-7.0% 

6.0% 

7.0% 

1.0% 

5 0% 

-5.0% 

21.9% 

20.0% 

-1.9% 

3 

Please  rate  your  satisfaction  with  the  stock  option  plan. 

69 

101 

3.0% 

0.0% 

-3.0% 

43.0% 

11.0% 

-32.0% 

13.0% 

16.2% 

3.2% 

14.0% 

13.1% 

-0.9% 

26,p %.  S-p 

-14.9% 

49.6% 

48.5% 

-1.1% 

4 

Overall,  how  satisfied  are  you  with  your  pay? 

141 

101 

1.0% 

6.1% 

5.1% 

45.0% 

32.3% 

-12.7% 

38.0% 

30.3% 

-7.7% 

14.0% 

26.3% 

12.3% 

rM  hap 

1 .0% 

0.0% 

2.0% 

2.0% 

5 

There  is  a clear  link  between  myjob  performance  and  my 

136 

101 

11.0% 

14.0% 

3.0% 

40.0% 

33.0% 

-7.0% 

33.0% 

23.0% 

-10.0% 

11.0% 

22.0% 

11.0% 

2.0% 

2.8% 

1.0% 

-1 .8% 

pay. 

6 

Overall,  1 think  1 am  paid  fairly  compared  with  people  in 
other  companies  who  hold  similar  jobs. 

133 

101 

4.0% 

7.0% 

3.0% 

44.0% 

26.0% 

-18.0% 

29.0% 

25.0% 

-4.0% 

19.0% 

26.0% 

7.0% 

3.0% 

4.9% 

8.0% 

3.1% 

7 

Overall,  how  do  you  think  the  value  of  your  "total 
compensation"  package  (such  as  benefits,  pay, 
incentives,  profit  sharing,  stock  porgrams)  compares  to 

136 

101 

3.0% 

5.1% 

2.1% 

20.0% 

35.7% 

15.7% 

54.0% 

29.6% 

-24.4% 

22.0% 

21.4% 

-0.6% 

§ n 

0.0% 

2.8% 

7.1% 

4.3% 

that  offered  for  similar  positions  in  other  companies? 
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Most  Favo 


Pecentage 

Questions  Favorable 

17  INPUT  does  a good  job  providing  information  on  how  well  the  94.4% 

company  is  performing  against  our  business  goals. 

70  The  people  with  whom  I work  treat  each  other  with  respect  94.4% 

regardless  of  race,  religion,  gender  age,  or  sexual  orientation. 

16  I have  a good  understanding  of  how  my  job  contributes  to  the  93.5% 

company  achieving  its  business  goals. 

69  My  immediate  supervisor  treats  me  with  respect.  93.5% 

21  INPUT  conducts  its  business  activities  with  honesty  and  integrity.  89.6% 

26  I have  a good  understanding  of  INPUT'S  Core  Values.  89.5% 

67  In  my  work  group,  we  respect  each  other's  ideas.  89.5% 

22  INPUT  clearly  communicates  its  expectations  for  ethical  behavior.  88.7% 

3 Overall,  how  satisfied  are  you  with  INPUT  as  a place  to  work?  86.3% 

25  My  immediate  supervisor  applies  policies  and  procedures  fairly.  86.3% 

47  My  work  group  operates  effectively  as  a team.  86.3% 

71  Executive  management  treats  employees  with  respect.  86.3% 
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Comments 


"It  would  be  nice  to  have  more  visibility  into  what  renewal  goals  and  new  biz  goals 
are  since  my  group  (Member  Services)  directly  contributes."  "Very  open  with 
company  performance."  "Staff  Meetings,  Town  Hall  Meetings,  etc."  "I  really 
appreciate  the  updates  that  are  provided  by  my  manager  each  week." 

"I  believe  that  INPUT'S  greatest  asset  is  our  people.” 


"I  do  personally,  but  I have  a strong  feeling  there  are  people  on  the  operations  side 
who  do  not." 

None. 

"It  is  more  important  to  lose  "pretty"  than  to  win  "ugly",  but  ethically."  "I  am  very 
proud  of  INPUT  in  the  way  we  conduct  ourselves."  "The  company  does;  I frequently 
question  the  owner's  motivations."  "Agreed,  although  there  are  some 
inconsistencies." 

"The  values  are  sort  of  mushy,  though.  They  need  to  be  more  succinct  and  less 
business-speak." 

None. 

"Employees  aren't  familiar  enough  with  INPUT  practices." 

"It's  become  a much  better  place  to  work  since  we  hired  a CEO/President."  "As  a 
place  to  work,  it's  a great  place."  "Owner  makes  it  a difficult  place  to  work." 


"There  are  several  unfair  policies  which  are  enforced." 
None. 


"I  think  a few  need  to  work  on  this."  "I  think  some  people  are  rubbed  the  wrong  way 
by  Tim's  Yankee  frankness,  which  can  seem  belittling  or  nonchalant  sometimes,  but 
it's  no  big  deal  to  me.  Boo  Patriots!"  "Some,  yes;  some,  no." 
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Most  Favo 


Questions 


73  INPUT  does  a good  job  providing  information  on  my  benefits. 


4 Taking  everything  into  account,  how  satisfied  are  you  with  your 
current  job? 


43  INPUT  provides  the  resources  necessary  for  me  to  work 
effectively  (hardware,  tools,  equipment,  supplies,  etc.). 


14  I have  a good  understanding  of  INPUT'S  business  goals. 


7 My  immediate  supervisor  clearly  communicates  goals  and 
assignments. 


72  Executive  management  trusts  employees  to  be  professional  in 
doing  their  jobs. 


Pecentage 

Favorable 

86.3% 

85.5% 

85.5% 

83.9% 

83.1% 

83.0% 
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Comments 


"Some  benefits  need  to  be  outlined  more  clearly.  For  example  maternity  leave, 
there  should  be  document  available  on  this.  Although  Vicki  does  a great  job 
explaining,  there  needs  to  be  a little  more  material."  "We  get  notified  of  major 
changes  only  a few  days  before  the  deadline." 

"I'm  satisfied;  I love  my  actual  job,  but  I think  things  could  be  done  more  efficiently. 
"There  appears  to  be  limited  upward  mobility."  "There  is  no  upward  mobility."  "I 
hope  to  continue  to  grow  in  my  position  and  learn  to  even  be  more  successful." 


"Why  does  staff  have  to  sit  in  chairs  from  the  80's  yet  brand  new  chairs  are  bought 
for  conference  rooms  that  are  not  used  to  entertain  prospects  or  customers,  thakns 
for  taking  care  of  the  empty  conference  rooms  before  the  staff."  "I  have  an  IT  issue 
daily."  "Dell  PCs  are  too  much  trouble."  "We  have  been  waiting  on  new  software, 
tools,  etc.  for  quite  some  time.  We  haven't  seen  anything."  "SharePoint  prevents 
me  from  being  effective,  it  wastes  my  time."  "Sometimes  there  are  areas  of 
knowledge  development  (such  as  going  to  industry  days)  that  we  don't  have  the 
budget  for."  "The  computers  and  remote  access  tools  at  INPUT  are  extremely 
good." 

None. 


"Room  for  Improvement."  "When  it  comes  to  quota,  numbers  and  things  they  need 
right  away,  they  clearly  communicate."  "I  enjoy  being  under  my  manager's 
leadership  (Jennifer  Hulvey).  She  has  been  instrumental  in  grooming  me  and 
assisting  a great  deal  in  my  success."  "My  supervisor  communicates  goals,  but 
assignments  can  change  any  moment.  They  are  always  in  meetings  and 
availability  is  limited." 

"I  disagree  because  of  the  infexibility  of  working  from  home."  "CEO  and  Executive 
team  trust  us  to  be  professional,  but  I am  not  sure  the  owner  trusts  any  of  us." 
"Huge  improvement  in  the  last  year."  "I  don't  feel  this  is  the  case."  "Sometimes  too 
much."  "Trust,  yes.  Whether  the  employees  do  it  is  a different  story." 
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Questions 


Pecentage 

Favorable  Comments 


65  The  work  arrangements  at  INPUT  are  flexible  enough  to  meet  my 
needs. 

68  I feel  free  to  voice  my  opinions  openly  in  my  work  group. 

29  My  immediate  supervisor  recognizes  me  when  I do  a good  job. 

24  If  management  were  informed  of  unethical  behavior,  I have 
confidence  they  would  respond  appropriately. 


82.3%  "Telecommuting  should  be  more  flexible,  especially  with  the  number  of  employees 
working  remote.  Employees  working  in  the  office  full  time  should  have  more 
flexibility."  "I  worked  from  across  the  country  (albeit  for  a much  shorter  time  than 
expected)  and  that  is  something  you  can't  do  at  many  places."  "Telecommuting 
more  frequently  would  be  nice."  "I  think  this  depends  on  what  group  you're  in." 
"More  telecommuting  would  be  good." 

82.3%  "Only  within  my  work  group.  Outside  of  that  I'm  fearful  to  voice  my  opinion." 

81.5%  "Time  will  tell  as  I have  another  new  manager."  "Get  great  feedback  and 

appreciation!!!"  "Although,  I have  been  asking  about  being  promoted  and  that 
hasn't  happened  despite  being  told  I'm  a top  performer  in  all  areas."  "I’m  still  fairly 
new  in  my  current  role  but  I do  get  positive  feedback  on  my  work.”  "Sometimes." 
"Too  new  to  the  company." 

80.7%  "Depends  on  the  manager."  "It  depends  on  the  situation,  as  well  as  the 

supervisor."  "My  immediate  supervisor  or  the  President  & CEO,  yes;  others,  no."  "I 
only  started  here  in  September;  too  soon  to  tell." 
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Most  FavoL. 


Pecentage 

Favorable 


1 I would  recommend  INPUT  to  others  as  a good  place  to  work.  80.6% 


23  I would  feel  comfortable  raising  an  ethical  concern  to  my  79.9% 

immediate  supervisor  or  someone  else  in  management. 
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Comments 


"Benefits  are  nice,  but  management  can  be  tough  to  deal  with  at  times."  "It's  fine  for 
a certain  type  of  people."  "INPUT  is  a great  place  to  work  with  great  people.  The 
enviornment  is  very  relaxed  and  fun."  "I  think  it's  a great  place  to  work  for  the 
sales/member  services  side,  but  I feel  like  the  operations  side  gets  neglected  a lot. 
They  work  so  hard  and  put  in  so  much  time  and  don't  reap  nearly  as  many  benefits 
as  the  sales/member  services  side."  "Depends  on  the  department."  "Depends  on 
the  department."  "The  best  work  experience  I have  ever  been  priviledge  to 
experience.  The  moral,  value  of  employees,  and  recognition  of  the  organization  as  a 
whole  speak  volume."  "INPUT  is  an  awesome  place  to  work!"  "It  really  depends  on 
the  department  you're  placed  in  and  who  your  manager  is."  "For  General  Staff  or 
Managers,  yes;  for  Director  or  Executive  level,  no."  "The  company  seems  poised  for 
growth  with  a strong  & aggressive  leadership  team.  I'm  both  excited  and  surprised 
by  the  amount  of  openness  that  is  display  despite  being  a privately  held  company." 
"The  ABSOLUTE  best  place  to  gain  insight  into  doing  business  with  the 
Government."  "I  am  too  new  to  comment  on  this."  "The  work  and  people  at  INPUT 
are  good.  The  incredible  amount  of  extremely  heavy  process  is  horrific  and 
equates  to  micromanagement.  The  reent  excessive  planning  and  overhead  is  the 
best  recent  example."  "I've  recommended  INPUT  to  4 friends  so  far.  1 has  been 
hired  and  another  is  interviewing."  "If  I felt  there  was  a good  match  of  interest,  talent 
and  desire.  I would  also  share  the  work  environment,  which  I perceive  it  to  be  one 
which  departments  change  directions  and  priorities  frequently  and  deadlines  can 
often  be  unrealistic." 


"I  don't  have  confidence  that  issues  brought  to  HR  are  kept  confidential."  "It 
depends  on  the  dupervisor."  "there  is  a lot  of  favoritism  here  and  I'm  unsure  if  I 
would  feel  comfortable  sharing  information  in  fear  of  losing  my  job."  "To  my 
immediate  supervisor  or  the  President  & CEO,  yes;  to  other  Executives,  no."  "I  only 
started  here  in  September,  so  too  soon  to  tell.”  "Moreso  now  than  in  previous 
years." 
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Questions 


10  INPUT  does  a good  job  of  acting  on  the  suggestions  of  employees. 


32  INPUT  handles  terminations  in  a professional  manner. 


31  INPUT  does  a good  job  of  helping  poor  performers  improve  their  performance. 


36  INPUT  does  a good  job  of  providing  opportunities  for  advancement  (promotion). 


34  INPUT  does  a good  job  of  retaining  highly  qualified  employees. 


Pecentage 

Favorable 

30.7% 

33.1% 

35.5% 

39.5% 

40.3% 
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"I  am  not  sure  I have  seen  changes  made  based  on  suggestions  of  employees.  I could  be 
wrong  and  just  not  aware."  "But  not  a good  job  communicating  that  actions  were  the  result 
of  employee  recommendations."  "I'm  not  sure.  I think  we  used  to  be  pretty  bad  about 
always  asking  for  suggestions  and  never  acting  on  them.  I don 't  have  any  examples  of 
anything."  "Agree,  but  could  be  better."  "Sometimes."  "Too  new  to  comment."  "It  appears 
that  suggestions  are  generally  not  made  because  they  will  never  be  acted  on.  The  practices 
are  immutable." 

"Sometimes  things  are  not  kept  confidential  that  should  be."  "Not  in  all  cases.  Depends  on 
the  manager."  "HR  stands  and  watches  an  employee  clean  out  their  desk  during  business 
hours  in  front  of  all  to  see  after  they  are  let  go.  It  is  very  unprofessional." 


"Not  sure  how  this  is  handled."  "We  don't  have  a lot  of  poor  performers  to  measure  by."  "It 
depends  on  the  manager.  Some  do.  Some  don't,  choosing  instead  to  ignore  problems." 


"Most  promotions  are  only  done  yearly  and  mostely  are  based  on  one  employee  leaving  and 
filling  that  position."  "I  have  seen  strides  towards  this  lately,  but  I still  think  we  could 
provide  more  opportunities."  "While  I do  think  INPUT  promotes  those  who  deserve  to  be 

"More  could  definitely  be  done  to  increase  retention  rates."  "It's  gotten  better  than  in  the 
past."  "Not  at  the  senior  executive  level."  "Retention  rate  seems  to  be  the  best  it  has  ever 
been."  "I  think  this  is  one  area  we  have  greatly  improved.  Not  sure  if  it’s  a direct  result  of 
improvement  in  the  company  or  because  of  the  economy  and  not  many  jobs  on  the  market." 
"There  is  little  upward  mobility;  if  people  can't  continue  to  grow  professionally  and  take  on 
new  responsibilities  it  is  unrealistic  to  think  they  will  stick  around  longer  than  a few  years. 
No  pay  raises  for  graduate  degrees  when  other  company's  do  pay."  "We  burn  people  out." 
"Several  highly  qualified  people  have  left  due  to  dissatisfaction."  "Some  of  the  most 
talented  employees  have  left  in  recent  months."  "Qualified  employees  are  often  not  given 
the  opportunity  for  additional  growth;  most  leave  as  a result,  or  because  they  are  at  the 
Executive  level  and  cannot  work  with  the  owner."  "I  believe  our  retention  rate  is  still  not 
great,  but  has  significantly  improved  in  the  last  two  years."  "We  have  not  lost  many  stars 
this  year,  but  several  stars  are  actively  looking  to  leave  INPUT." 
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Pecentage 

Favorable 

56  How  would  you  rate  the  job  Executive  management  is  doing  to  control  costs? 

41.2% 
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Comments 


"We  have  taken  away  some  things  that  in  previous  years  were  standard.  Having  fresh  fruit 
and  bagels  on  Mondays  were  simple  things  that  I think  attributed  to  employee  satisfaction." 
"Sometimes  cost  is  an  issue,  and  sometimes  it  isn't,  ie.,  travel  budgets."  "Some  of  the 
incentive  programs  and  bonuses  that  the  sales  team  is  given  to  do  their  job  seem  a little 
outlandish.  This  is  just  heresay,  I could  be  mistaken.”  "They  have  cut  a lot  of  overhead."  "I 
have  not  been  made  aware  of  any  cost-cutting  measures."  "We've  hired  a lot  of  people  but 
there  are  no  glaring  excessive  costs  that  are  in  need  of  cutting.  If  anything,  I think  we 
should  be  spending  more  on  things  like  automation."  "Try  enterprise  gmail  instead  of 
Microsoft.  We  could  save  a bundle.” 
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Questions 


37  INPUT  does  a good  job  of  promoting  the  most  qualified  employees. 


11  Management  at  INPUT  does  a good  job  of  involving  employees  in  decisions  that 
affect  them. 


59  INPUT  does  a good  job  of  improving  efficiency  (ie„  reducing  waste,  streamlining 
processes). 


Pecentage 

Favorable 


42.7% 


43.6% 


43.6% 
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"My  department  has  not  seen  any  promotions  recently."  "There  are  inconsistencies  across 
the  company."  "Departments  vary."  "I  have  thought  that  some  deserved  (based  on  skill  and 
intelligence,  as  well  as  competency)  promotions  in  the  past  when  others  received  it  instead, 
based  on  silly  reasons.  But,  usually  the  promotion  are  very  appropriate."  "Depends  on 
what  department  you're  in."  "Many  are  promoted  for  unknown  reasons  because  there  are 
no  guidelines."  "We  often  "pile  on"  the  most  qualified  employees  and  have  higher 
expectations  of  them  while  allowing  lesser  peers  to  perform  merely  adequately.”  "Some 
inconsistencies  here  and  there."  "In  some  cases,  yes,  in  some  cases,  no,  as  at  any  other 
company."  "I  can  name  multiple  instances  of  people  being  promoted  who  were  neither 
qualified  for  nor  deserved  promotion."  Conversely,  I can  think  of  at  least  one  example  of  an 
employee  passed  over  for  promotion  despite  excellent  performance." 


"Quality  of  management  is  uneven."  "I'm  not  sure  I can  think  of  an  example  of  this  lately." 
"Again,  not  sure  what  happens  after  the  suggestions  are  made."  "Typically,  I would  agree 
though  we  were  informed  that  our  manager's  would  discuss  our  salary  adjustment  this  past 
year  and  they  did  not.  Rather,  our  salary  was  adjusted  with  no  discussion."  "Too  new  to 
comment." 


"I  would  neither  agree  or  disagree  with  this.  We  do  need  to  do  a be  tter  job  of  streamlining 
processes.  I think  the  FOIA  system  we  have  in  place  right  now  is  a disaster.  MA's  not  being 
able  to  view  member  requests  or  updates  is  just  not  efficient."  "There  can  be  too  much  red 
tape  when  getting  something  done/approved."  "In  some  departments,  they  are,  others  are 
extreme  in  not  improving  efficiency."  "Strict  adherence  to  practices  trumps  innovating 
ways  to  be  more  efficient."  "Not  til  the  IT/web/DB  infrastructure  is  overhauled."  "Often  the 
focus  on  improved  efficiency  is  placed  solely  on  the  individual  when  technology 
improvements  are  the  needed  solution."  "I  think  we  are  working  on  it."  "There  is  a lot  of 
waste  and  manual  process.  Many  of  our  processes  are  way  too  expensive  (planning).  The 
waste  from  excessive  process  is  unbelievable.  I heard  about  a workflow  system  so 
hopefully  that  will  help."  "No  way.  The  Stimulus  tracing  process  is  a nightmare.  Why  we 
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Demographics 


Number  of 
Respondents 
Per 


Question 

Class/Section 

Percent 

Total 

What  is  your  position  with  INPUT?  (optional) 

Executive 

1 

0.9% 

Management 

22 

19.6% 

General  Staff 

89 

79.5% 

112 

In  what  part  of  the  organization  do  you  work?  (optional) 

Research  & Analysis  Services  33 

30.0% 

Marketing 

3 

2.7% 

Sales 

26 

23.6% 

Member  Services 

27 

24.5% 

Finance  & Administration 

12 

10.9% 

Capture  Intelligence 

1 

0.9% 

Investor  Services 

1 

0.9% 

Software  Development/IT 

7 

6.4% 

110 

Do  you  have  direct  reports?  (optional) 

Yes 

35 

33.0% 

No 

71 

67.0% 

106 

How  long  have  you  worked  for  INPUT?  (optional) 

Less  than  Six  Months 

24 

22.6% 

Six  Months  but  Less  Than  1 Year 

6 

5.7% 

1 Year  but  Less  Than  2 Years 

17 

16.0% 

2 Years  but  Less  Than  4 Years 

29 

29.0% 

4 Years  or  More 

30 

28.3% 

106 

Comments 


None. 


None. 


None. 


None. 
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Demographics 


Number  of 
Respondents 
Per 


Question 

Class/Section 

Percent 

Total 

Comments 

What  resource  led  you  to  work  for  INPUT? 

"Former  employee." 
"Linked  In.” 

Newpaper  Ad 

5 

4.0% 

"Employee  referral." 

Internet-based  Ad 

34 

27.4% 

"INPUT  website." 

Employee  Referral 

35 

28.2% 

"Monster.com" 

Recruiter/Search  Firm 

17 

13.7% 

"Friend." 

University  Intake  Program 

1 

0.8% 

Other 

32 

25.8% 

124 

Are  you  currently  seeking  employment  outside  the  company? 

"If  1 was,  1 certainly  wouldn't  say." 

Yes 

5 

4.0% 

No 

106 

85.5% 

Maybe 

13 

10.5% 

124 

How  would  you  classify  morale  at  this  time? 

"Morale  should  be  higher.  We  go  through  highs  and  lows  here.  1 feel  right  now  its  a tad  low." 

"Over  the  last  year,  this  has  dropped  dramatically  and  needs  to  be  the  #1  priority  for  the  next 

year." 

Excellent 

14 

11.3% 

"Some  people  feel  overworked  and/or  under  appreciated  compared  to  other  parts  of  the 
company." 

Very  Good 

31 

25.0% 

"Bordering  on  very  good." 

Good 

46 

37.1% 

"Its  just  scary  times  anywhere.  But  1 think  if  you  do  a good  job  in  your  position  you  are  fine." 

Fair 

25 

20.2% 

"INPUT  folks  are  nice  and  amiable,  but  could  use  some  unwinding.  The  company  culture  can  be 
a bit  intense  at  times." 

Poor 

6 

4.8% 

"My  major  concern  is  that  1 do  not  have  an  idea  as  to  what  my  career  path  is  here.  1 would  like 
for  their  to  be  a stronger  focus  on  career  development  at  INPUT." 

Unknown 

2 

1.6% 

124 

"Again  1 think  this  depends  on  the  group  you  are  in." 

"For  my  group,  across  the  company  its  mixed." 
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Demographics 


Number  of 
Respondents 
Per 

Question  Class/Section  Percent  Total  Comments 


85  Is  there  anything  else  you  would  like  us  to  know  about  your  employment  with  INPUT? 
Comments: 


"No." 

"I  would  like  to  again  draw  attention  to  the  HR  staff.  They  go  above  and  beyond  their  duties  to  make  sure  that  the  employees  are  well  taken  care  of." 

"No." 

"By  in  large,  my  experience  at  INPUT  has  been  incredible.  I know  a lot  of  people  that  hate  going  to  their  place  of  business  everyday,  but  I am  not  one  of  them.  When  I started,  I was  under  the 
impression  that  I would  be  here  1-2  years,  but  now,  assuming  I can  move  to  a department  more  suited  to  me,  I can  honestly  say  that  I have  no  plans  of  leaving  here  anytime  at  all  in  the 
forseeable  future.  Again,  INPUT  has  been  a fantastic  experience  for  me,  and  I look  forward  to  many  more  years  here." 

"I  would  love  to  see  INPUT  define  roles  better.  This  has  been  a real  issue  when  determining  what  I need  to  do  to  get  to  the  next  level." 

None. 

"As  with  every  company,  there  are  always  going  to  be  flaws.  I think  this  is  a great  way  to  get  to  the  root  of  it  and  change  to  improve  as  a whole." 

"I  think  of  all  of  Operations  needs  to  be  recognized  more.  I understand  that  sales  is  what  brings  in  revenue,  and  perhaps  I am  biased  because  I am  on  the  Operations  side,  but  I do  feel  that 
sometimes  the  work  on  Operations  can  go  unnoticed.  For  example,  there  are  plenty  of  analysts  who  put  in  a lot  of  hours  to  complete  reports  which  INPUT  will  then  sell  for  $395-$995  each  and 
the  analyst  sees  nothing.  I am  not  saying  they  should  get  a bonus  when  they  author  a could  go  a long  way.  Maybe  a free  lunch,  or  a Starbucks  card  every  so  often  or  even  being  recognized  at  the 
Staff  meetings.  It's  frustrating  when  Operations  hears  about  Sales  kick  off  meetings  where  hundreds  of  dollars  are  being  given  away  to  the  sales  staff  in  the  form  of  gift  certificates,  etc.  and 
Operations  just  gets  a paycheck.  Or  when  the  Sales  team  has  to  be  incentivized  to  do  their  job.  Operations  puts  in  a lot  of  hours  and  works  weekends  and  they  do  that  because  it's  their  job  and 
they  want  their  pay  check  but  I still  think  recognition  would  be  nice  and  would  definitely  go  a long  way." 

"Even  though  I have  worked  harder  this  year  than  ever  before,  with  our  CEO  and  executive  team,  for  the  first  time  it  feels  like  the  work  I am  doing  is  moving  INPUT  forward." 

"No." 

"Love  working  for  the  company.  Respect  everyone  who  works  at  the  company  - excellent  group  of  professionals.  " 

"No." 

"The  ability  of  most  employees  to  prosper  with  INPUT  over  the  long-term  lies  with  the  IT  infrastructure  overhaul  in  terms  of  being  able  to  be  efficient  and  provide  adaptable  products.  If  the 
board  shies  away  from  this  I would  have  to  question  the  company's  commitment  to  compete  in  the  long  run-especially  in  an  age  of  increasing  government  transparency." 


"No.” 

"None." 
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Per 

Question  Class/Section  Percent  Total  Comments 


85  Continued:  Is  there  anything  else  you  would  like  us  to  know  about  your  employment  with  INPUT? 

"I  am  very  grateful,  and  satisfied  with  my  time  at  INPUT.  " 

"No." 

"Thanks." 

"I  really  think  the  company  should  look  towards  letting  employees  work  remote  full  time/so  many  days  a week.  There  are  already  people  who  work  remote  full  time.  Would  relieve  some  of  the 
monetary  stress  of  employees  with  long  commutes  in  traffic  since  some  employees  really  don't  need  to  be  in  the  Reston  office  to  do  their  duties.  Could  also  lead  to  some  working  later  shifts  to 
account  for  CA  being  3 hours  behind  to  keep  information  current  and  up  to  date." 

"The  survey  questions  are  too  long  (85  q).  These  questions  should  be  broken  by  pages  and  we  should  be  able  to  save  our  answers  if  needed  before  we  submit." 

"If  all  I had  to  do  here  was  my  job,  life  would  be  fantastic.  I enjoy  my  work.  My  team  is  fantastic.  I have  confidence  in  Tim  and  his  team.  We're  producing  and  hitting  numbers  for  the  first  me  in  a 
very  long  time  (ever?).  Turnover  is  down.  My  morale  should  be  great.  But  it's  not  because  of  all  the  silly  bureacracy  at  INPUT.  The  extremely  heavy  process  is  simply  a waste  of  time  when  we 
are  all  very,  very  busy.  The  hours  wasted  at  INPUT  are  horrendous.  The  recent  planning  activities  are  the  best  and  most  recent  example.  Has  anyone  ever  gone  back  and  noticed  that  little  if 
anything  we  put  in  those  plans  in  the  last  10  years  ever  happened?  So  why  are  we  wasting  so  much  time  (SO  MUCH  TIME)  on  it?  Forecasting  12  months  out  is  ambitious.  36  and  60  months  are  a 
joke.  I wish  this  was  the  only  case  of  excessive  bureacracy  and  process.  It  is  not.  Just  look  at  the  practices  to  get  an  idea  of  the  bureacracy  here.  That  is  toxic  to  initiative  and  innovation." 

"I've  really  enjoyed  working  here  and  think  this  company  has  tremendous  potential.  I still  think  that  there  is  a tendency  to  focus  too  much  on  new  offerings  rather  than  on  improving  the  quality 
of  the  offerings  we  currently  have.  The  training  of  some  staff  on  certain  products  also  leaves  a lot  to  be  desired." 

"I  greatly  appreciate  the  work  effort  that  executives,  management,  sales  and  all  the  departments  exercise.  It  is  positive  experience  to  work  for  a company  that  is  profitable,  growing  and 
providing  good  service  to  members.  We  all  need  to  ensure  employee  suggestions  are  genuinely  heard  and  given  reasonable  consideration.  It  is  important  that  expectations  and  metrics  which 
measure  productivity  are  not  deployed  in  excess,  they  can  result  in  diminishing  returns.  In  is  necessary  to  allow  some  degree  of  freedom  in  going  about  daily  tasks  - too  much  control  can 
suppress  new  and  creative  approaches  to  over  achievement.  It  is  imperative  that  adequate  resources  (not  just  manpower,  but  marketing  support,  products,  and  technical  tools  are  in  place  to 
support  projects." 
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Own«r 

Action 

Priority 

1-5 

Est.  Completion  Date 

11 

m 
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7/ 

# 

T~ 

Comments 

Apr.  09 

DG/KG 

DG  to  provide  action  plan  as  soon  as  possible  on  rebuilding  platfomi/MPS  to  Board,  as  PAC 
expressed  that  Board  was  willing  to  spend  SI  M on  the  project  The  plan  should  consider  time  vs 
monos  tradeoffs  to  "let  the  Board  decide ' 

5 

Complete 

X 

While  the  MPS  inventory  is  complete,  we  will  not  rebuild  or  replace  MPS  as  part  of  the  re- 
platform process  The  Re-Platforming  Plan  has  been  submitted  to  Tim. 

Apr.  09 

DG 

DG  to  provide  plan  for  "internal  "-specific  elements  of  modernizing  the  systems  b>  the  Oct  Board 
mtg  Need  a plan  for  getting  awa>  from  MPS  Email  capabilities  arc  hamstrung  by  our  poor  interface 
for  MPS  Is  it  worth  wrapping  MPS  in  web  sen  ices  to  facilitate  the  implementation  of  an  email 
marketing  tool'’  How  can  we  accelerate  the  re-platforming  of  our  applications'’ 

5 

Complete 

X 

The  Marketing  Team  is  using  both  Mail  List  Wizard  (internal  MPS  tool  used  for  simple 
emails)  and  Exact  Target  (3rd  Party  vendor  used  for  HTML  and  personalized  emails)  They 
are  currently  evaluating  others  tools 

Apr.  09 

KP/C  Stroud 

Marketing  to  publish  updated  product  management  documents  and  plans  for  new 
products 

5 

Complete 

X 

Docs  were  also  revised  and  updated  for  2010  plan 

Apr  .09 

MBC 

Identify  and  rcconuncnd  a Marketing  Automation  System  without  regard  to  what  will  work  best 
with  MPS 

5 

6/19/2009 

X 

Deferred  marketing  automation  will  rely  on  SQL 

Apr  09 

MBC 

Use  AGI  Study  to  identify  the  various  customer  typcs/rolcs  of  users  within  the  member  base 

5 

10/19/2009 

X 

AGI  study  identified  8 distinct  user  roles  in  their  survey  work.  During  new  product  training, 
value  prop  messages  will  be  developed  for  the  targeted  user  roles,  leveraging  the  pain 
points  captured  in  AGI  s survey  results  Example  Cl  targets  Executive/Leader  and 
BD/Sales  Leadership  Pam  points  and  general  responsibilities  will  be  reviewed  in  the 
training  and  conversational  guides  developed  to  address  vanous  roles  (Note,  this  on-going 
responsibility  should  transition  to  Product  Marketing  ) 

Apr  09 

MBC/KG 

Add  segmentation  of  likely  buy  ers  in  orders  forecast  Need  to  account  for  internal  costs  and  Dcs 
costs,  not  lust  the  contract  labor  (all  costs  to  be  accounted  lor) 

5 

10/19/2009 

X 

Still  working  through  cost  allocation  methods  and  completion  of  AGI  Study  This  applies  to 
Product  Summanes  - guidance  for  future  products  - part  of  re-forcast 

Apr  09 

KP 

"Marketing  team  to  recommend  a market  assessment  framework  to  analyze  new  market 
opportunities  identified  in  April  BOD  meeting 

5 

10/102009 

X 

Initial  review  with  Peter  09/02/09 

Apr.  09 

MR 

Marketing  team  to  coordinate  market  assessment  meetings  with  Sr  Team  to  finalize  new 
market  opportunities 

5 

X 

As  per  previous  item 

Apr  09 

TPD 

Skill  Voids  - Need  to  Add  Web  2.0  product  development  capabilities  to  organization 

5 

X 

fte 

iul.  09 

DG 

Send  organization  structure  lo  the  Board  for  the  IT  organization  (DG) 

5 

Completed 

X 

Completed  sent  to  Board  09/05/09 

Jul.09 

KG 

Clarify  revenue  vs  sales  (orders)  in  all  reports,  this  is  the  second  meeting  in  which  there  lias  been 
confusion  in  the  product  summaries  (ALL) 

5 

Done 

X 

It  was  only  Financial  Services  that  said  "Revenue"  when  it  meant  “Orders"  the  rest  are  correctly  "Orders" 

iul.  09 

KG/D  Z 

What  is  llic  impact  of  the  rcvcnuc/cost  plan  for  Cl  on  the  corporate  plans''  (KG  and  DZ  next 
Monday  )Julv  20  or  July  27th 

S 

8/5/2009 

X 

Will  be  completed  as  part  of  larger  reforecast 

Jul.09 

KG/KP 

Market  and  Product  plans  must  be  prepared  in  sufficient  lime  for  the  team  to  review  and  question 
before  presentation  lo  the  Chairman  and  Board  (ALL) 

5 

9/1/2009 

X 

No  action  required 

Jul.09 

KG/SD 

Sec  if  we  can  get  report  from  Lcennk  Swann  on  Healthcare  - get  report 

5 

10/4/2009 

X 

Can  Laura  Assist  KG  will  coordinate  w/SO;  if  there  is  a fee  involved  KG  will  confirm  w/TD  that  we  want  to 
pay,  given  the  lower  current  priority  of  Health  in  the  2009  product  plan  vs  the  other  initiatives  Health  not  a 
priority 

Jul.09 

KP 

Incorporate  strategic  canvas  questions  into  the  member  satisfaction  survey  so  we  can  get  a moving 
indicator  of  how  we  are  doing  (KP) 

5 

11/10/2009 

X 

Will  be  in  Q4  survey 

Jul.09 

KP/BH 

Conduct  satisfaction  on  Stimulus  and  State  Account  Planners  this  month  (KP  and  BH)  - our  Practice 
is  lo  carry  out  a satisfaction  survey  on  any  major  product  or  report  30  day  s after  it  is  released  to 
members 

5 

9/30/2009 

X 

Completed  State  Account  Planner  satisfaction  survey.  Economic  Stimulus  remains  to  be  done 

Jul.09 

KP/DZ 

For  all  the  products  presented  - particularly  Opportunity  Advisor  (OA)and  Capture  Intelligence 
(Cl)-  look  at  how  they  can  be  expanded  into  other  markets  Most  of  our  products  arc  not  limited  in 
concept  lo  Federal  IT  The  market  potential  numbers  should  be  modified  accordingly 

S 

09/05/09  Q4  / November  16, 
2009 

X 

Note  that  critical  hires  will  occur  in  Aug/Sept  Initial  Cl  focus  is  on  successfully  building  and  selling  current  Cl 
offering  which  will  aid  in  determining  additional  capabs  and  markets.  Will  also  allow  us  to  evaluate  reaction 
and  feedback  from  our  Tier  1 buyers  and  reaction  (piloting  of  concepts)  of  smaller  companies  (i.e  Tier  2 and 
3)  such  that  we  can  consider  development  of  tools,  training,  and  other  offerings  which  can  be  priced 
effectively  for  these  markets.  Part  of  2010  Plan 

Jul.09 

KP/SD 

Use  a separate  surv  ey  for  S&L  KP  mentioned  use  of  conditional  questions  in  the  surv  ey  tool  that 
can  be  useful  for  minor  variations  but  each  market  MUST  hav  e a separate  surv  ey 

5 

10/1/2009 

X 

Incorporated  in  Mem  Sat  results 

Jul.09 

MBC 

Distribute  sales  dashboards  prepared  to  live  Board 

5 

10/13/2009 

X 

Working  with  Gary  Xu  to  obtain  final 

Jul.09 

TPD 

Ensure  future  documents  reflect  market  focus/orienlation.  not  product  focus 

5 

Oct  Board  meeting 

X 

Current  Matenal  in  Development 

Jul.09 

TPD 

If  Health  Care  is  the  next  "Stimulus''  topic  what  should  wc  do  with  if’  (Tim  Dowdl 

5 

PAC  deferred. 

X 

What  is  the  analytical  output 

Jul.09 

TPD 

Assign  owners  lo  producis/markcts  on  the  Jupiter  matrix  chart  (TD) 

5 

9/1/2009 

X 

Review  with  PAC  09/02/09 

Jul.09 

TPD/KG 

Provide  impact  assessment  on  INPUT  financials  of  the  new  products  Provide  Board  with  options  for 
their  consideration  (KG  & Tun  Dowd) 

5 

9/31/2009 

X 

Will  be  completed  as  part  of  larger  reforecast 

Jul.09 

TPD/MBC 

Appoint  someone  to  monitor  INPUT  mentions  in  social  networking  sites 

5 

Complete 

X 

Hiba  monitoring,  issue  weekly  report  first  report  due  09/04/09 

Jul.09 

TPD/PAC 

Peter  and  Tim  to  agree  on  metrics,  prionti/ation  criteria  and  weightings  and  format  for  board 
dashboards  (Peter  Cunningham  & Tim  Dowd) 

5 

9/4/2009 

X 

Need  to  discuss  with  PAC 

Jul  09 

TPD/KP 

Develop  a separate  cube  and  segmentation  for  each  market  wc  are  in  or  enter,  i.c  Federal  IT.  Federal 
Professional  Services.  Slate  & Local  IT,  State  & Local  AEC.  Health.  Investment  Services,  etc  Tim 
to  follow  up  with  Rachel 

5 

10/5/2009 

X 

Will  be  finalized  after  completion  of  plan  for  Oct  Board  meeting 

Jul.09 

TPD/RP 

Rachel  will  prepare  recommendations  for  INPUT  market  segmentation 

5 

X 

Jul  09 

ALL 

milestones  and  answer  the  question  "what  choices  can  we  make'’"  In  particular  the  impact  on  Sales 
and  IT  must  be  presented  (All) 

S 

Oct  Board  meeting 

X 

TPD 

Discuss  S&L  market  with  Rachel  Record  the  content 

5 

X 

Schalene  met  with  Rache,  AGI  may  not  be  the  best  suited  to  conduct 

1 Oct 

JSC 

Update  and  add  detail  to  the  sales  and  marketing  plans  for  the  Gov  IA  product 

5 

Oct  Board  meeting 

X 
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Comments 

Jul.  09 

DG 

For  Government  Community.  find  out  what  the  market  si/x  is  for  advenising  in  government  space. 
(DG) 

3 

Complete 

X 

we  estimate  it  to  be  $400M  $700M.  The  IAB  Internet  Advertising  Revenue  Report,  published  in  March 
2009,  covers  the  online  ad  market  as  a whole  as  well  as  individual  industries/segments  There  is  also  some 
great  information  about  the  buying  patterns  in  the  public  sector  as  well  as  the  break-out  of  the  market  as 
whole  in  the  FCW  Media  Kit,  though  the  latest  one  we  could  find  was  2005  According  to  IAB  12%  of  the 
S23.4B  annualized  online  ad  expenditure  Is  In  computing.  We  estimate  approximately  15  25%  of  that  is 
spent  on  the  public  sector  space,  given  that  public  sector  is  the  largest  GDP  consumer  and  highly  centralized 
in  web  usage  While  this  is  certainly  back-of -the  envelope,  we  estimate  the  online  advertizing  market  for 
technology  vendors  targeting  public  sector  would  be  about  $400  $700  million  annually  Another  way  to 
estimate  the  market  is  to  look  at  1105  Media  Inc  (owner  of  1105  Government  the,  “leading  provider  of 
integrated  information  and  media  for  the  government  information  technology  market").  Manta  com 
estimates  1105’s  annual  sales  to  be  about  $120M.  It  would  make  sense  for  them  to  own  a substantial 
portion  of  the  space  given  the  regular  use  of  FCW,  GNC  and  Washington  Technology 

Jul.  09 

KP/BH 

Incorporate  segmentation  structure  into  analysis  of  member  satisfaction  (KP  & BH) 

3 

9/30/2009 

X 

Done  in  Q3  sat  survey. 

Jul.  09 

TPD 

Determine  what  to  do  with  Stimulus  sales  in  2009  for  2010  - can  they  be  reasonably  renewed  with 
some  extended  offering'’  (Tim  Dowd) 

3 

Oct  Board  meeting 

X 

Recommended  plan  in  place  for  review  at  Oct  Board  meeting 

1-Oct 

JSC/TD 

learn  more  about  the  sales  channel  option  with  BNY  Converges 

3 

Oa  Board  meeting 

X 

lOct 

TO 

Notify  Peter  of  any  changes  to  scheduling  and/or  assignments 

3 

X 

l-0ct 

DG/MK 

3 

10/15/2009 

X 

ioa 

DG 

add  an  unallocated  FTE  developer  to  the  plan  to  ensure  sufficient  slack  time 

3 

10/9/2009 

X 

l-Oct 

MBC 

Strategic  Canvas  must  reflect  new  platform  capabilities  for  201 1 (what  advantages  does  the  new 

3 

11/15/2009 

X 

l-Oct 

ALl 

Take  core  values  and  put  them  into  soundbites 

3 

11/5/2009 

X 

lOct 

ALL 

Clarify  that  practices  can  be  changed 

3 

11/1/2009 

X 

l-Oct 

ALL 

Need  to  identify  which  practices  are  core  practices'  and  arc  non-ncgotiablc 

3 

11/1/2009 

X 

l-Oct 

KP 

For  TOONS,  we  should  report  our  orders  vs.  the  timing  of  when  we  actually  launched  in  addition  to 
vs  the  original  plan  That  w ould  be  a better  indicator  of  how  we  performed 

3 

Oct  Board  meeting 

X 

Dowd  to  follow-up  with  PAC 

l-Oct 

KP 

For  OA.  look  at  package  pricing  for  different  numbers  of  reports  (5  and  10?) 

3 

11/5/2009 

X 

Dowd  wants  to  see  Oaober  results  before  reviewing  pricing 

l-Oct 

KP 

Need  to  get  feedback  from  OA  subscribers  Flave  for  Noy  meeting 

3 

11/5/2009 

X 

Apr  09 

BH/KG 

Investigate  more  metrics  capabilities  with  Kevin  Gales  - use  of  dashboards  should  factor  into  this 
(BH/KG) 

2 

10/20/2009 

X 

Apr  09 

KP 

How  many  vendor  profiles  of  public  companies  do  we  have’’ 

1 

12/31/2009 

X 

Deiei mined  we  can't  identify  it  with  our  current  system  We  need  to  map  this  to  D&1>  information  based  on 
AGI  oat3.  Reprioritized  to  Q4 

Apr  09 

DG 

Mktg/Opcrations/Tcch  to  start  building  govm't  audience  ASAP  by  setting  up  site  and  sending  out 
info  (PAC  says  use  Stimulus)  with  hook  to  get  "more " if  they  hit  our  page  NEEDS  .AN  OWNER 

1 

X 

Due  to  mappropnate  scraping  in  violation  of  can  spam  art,  we  are  in  the  process  of  re-building  our 
direct  marketing  email  database 

Apr  09 

TPD 

Collaboration  tool  - need  to  define  features  and  functionality  and  conduct  market  assessment 

1 

Deferred 

X 

Deferred 

Jul.  09 

JSC 

Investment  Serv  ices  - Consider  expansion  of  companies  for  Markets  other  than  Federal  IT  and 
include  forecasts  in  strategic  plan.  (DZ) 

1 

X 

We  will  not  be  going  to  market  by  vendor  category,  but  instead  by  investor  category  (hedge  funds  mutual  funds 
private  equity/investment  banks)  Growth  by  investor  category  is  now  included  in  the  plan  When  we  add 
analysts  and  associates  to  the  i3  team,  they  will  focus  on  building  out  content  beyond  federal  IT  As  they  do  this, 
it  will  add  to  the  value  of  the  product  and  hence  the  pnee  However  this  does  represent  a separate  market 
pursuit  The  plan  does  assume  some  price  inflation  for  the  core  product 

Jul.  09 

KP 

Conduct  research  on  Competitive  Analysis  in  Q3  and  assign  business  owner  (Tim  Dowd) 

1 

10/29/2009 

X 

Deferred  to  Q4  to  ensure  enough  planning  for  2010  plans. 

Jul.  09 

PAC/DG 

Peter  to  prov  ide  Outsell  ELC  contacl(s)  lo  Dwight  for  Government  Community  related  questions 
(Peter  Cunningham) 

1 

X 

Marc  Strohlein  working  on  creation  of  an  Outsell  Agile  Group 

l-Oct 

DG 

pul  together  a schedule  for  the  Domain  Model  development  Note  that  the  due  date  is  November 

30* 

1 

11/30/2009 

X 

Total 


50  30  2 5 1 


e 

Copy  of  R BOO  July  Action  Items  (6)  100909  tpd.xls 


INPUT  Private  and  Confidential 


( 


Onvia  Co 


m- 


'“ntary 


10 'n '2009 


10' 


Recent  News 

At  the  beginning  of  October  (this  month),  Onvia  announced  a promotion  to  add  2 free  months  to  any  annual  subscription  activated  by  Oct  1 5,  and  one  free 
month  for  annual  subscriptions  activated  from  Oct  16  - Nov  15. 


General  Commentary  on  Onvia’s  results  thru  June  30,  2009. 

Although  Onvia’s  Recovery.org  site  has  generated  a great  deal  of  media  activity,  it  does  not  appear  as  though  the  site  enabled  Onvia  to  grow  its  customer 
base;  total  reported  clients  and  "high  value"  clients  stayed  flat  from  Ql,  at  8500  and  8000,  respectively.  They  have,  however,  increased  wallet  share  with 
existing  customers,  as  the  avg.  annual  contract  value  per  client  increased  5%  (to  $2,567)  from  Ql . 


Notes  from  Onvia's  2nd  Quarter  earnings  call,  August  6,  2008. 

Financial  Results  Overview 

On  April  1st,  Onvia  increased  prices.  It  was  described  as  a “blended  10%  increase.”  The  justification  for  the  price  increase  is  they  increased  content  included 
in  their  services  16%  over  the  past  year. 

Cost  of  sales  is  up  9%  YOY  because  of  increased  to  payroll  and  the  cost  of  processing  higher-value  orders. 

EBITDA  metrics  were  included  for  the  first  time  and  include  non-stock  based  compensation. 

Management  Commentary 

Performance  YOY  was  described  as  “solid”  and  was  attributed  to  the  increased  investments  the  company  made  12  months  ago  in  their  sales  force  and  sales 
processes. 

They  describe  their  market  as  the  Infrastructure  market  and  valued  it  at  $1  trillion  dollars  with  3.4  million  companies  competing  for  business.  This  includes 
private  and  public  sector  infrastructure. 

There  are  over  1 million  small  and  medium  sized  businesses 
Onvia  believes  200,000  companies  are  high-value  prospects 

They’ve  spent  12  months  designing  a new  database  platform,  content  management  system,  and  search  and  indexing  capabilities. 

They  believe  this  new  platform  will  improve  the  relevance  of  the  content  they  “dish  up”  to  clients 
Platform  integrates  public  sector  and  commercial  content 
Began  migrating  existing  clients  to  the  new  platform  this  week 
Consider  it  a strong  competitive  differentiator 

Expect  the  new  platform  to  increase  retention  rates  and  make  it  easier  for  Onvia  to  grow  into  new  verticals 

Recovery.org  was  described  as  a marketing  tool,  positioning  Onvia  as  the  “go  to”  source  for  new  companies  entering  the  public  sector  market  when  the 
commercial  market  slowed. 

There  were  no  questions  and  the  call  ended  at  4:45  p.m.  Eastern. 
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Comparison 


Onvia 

INPUT 

Onvia 

INPUT 

Onvia 

INPUT 

%change  from  06/30/08 
to  6/30/09 

%change  from  12/31/08 
to  6/30/09 

Or 

6/30/2008 

6/30/2008 

12/31/2008 

12/31/2008 

6/30/2009 

6/30/2009 

Onvia 

INPUT 

Onvia  INPUT 

ders,  P&L,  and  Bal  Sheet  Data  in  $000s 

Stock  Price 

$5.18 

$1.05 

$3.42 

$1.05 

$5.89 

$1.00 

13.7% 

-4.8% 

72.2%  -4.8% 

Market  Cap 

$42,660,745 

$8,904,011 

$28,231,789  $8,854,136 

$48,698,249 

$8,386,010 

14.2% 

-5.8% 

72.5%  -5.3% 

Customers 

8,100 

1,464 

8,400  1,614 

8,500 

1,730 

4.9% 

18.2% 

1.2%  7.2% 

Orders 

10,509 

11,011 

22,607 

23,974 

12,436 

12,458 

xffi.3% 

13.1% 

Subscription  (A) 

9,100 

10,549 

19,800 

23,102 

10,850 

11,764 

19.2% 

11.5% 

Su 

Other 

1,409 

461 

2,807 

872 

1,586 

694 

— 

12.6% 

50.5% 

_ 

ascription  C 

V 

- ' 

18,200 

21,622 

- 

19,800 

22,741 

21,700 

23,845 

U_2%/ 

10.3% 

9.6%  4.9% 

P&L  Data 

Revenues 

Marketing+Sales+MS  Exp 
Marketing 
Sales 


MS 


10,465 

5,785 


-h 


4- 

- — f 


R&D  Expense 
| Per  F/S 
INPUT  IT  Ops 

Adjusted  R&D 
t _ t : 

General  & Administrative  Exp 

EBITDA 

Net  Income 


2,093 


11,207 

4,661 
442 
2,452 
1,767 

786 

297 


21,142 


12,300 


22,809 

9,327 

1,188 

4,673 


12,102 

6,717 


3,818 


3,466 

1,444 

594 


1,398 


12,347 

4,718 

830 

2,253 

1,635 


861 

253 


■F4- 


15.6% 

16.1% 


10.2% 

1.2% 


4- 

4 


-33.2% 


9.4% 

-14.7% 


2,093 

2,433 

(1,305) 

(1,696) 


Balance  Sheet/Cash  Flow  Data 

Cash 

Other  Investments 
Total  Cash  8t  Investments 

Cash  Flow  from  Operations 

CapEx  (incl.  Capitalized  Development) 

l-  r ~ • -r 

Employee  Data 

Employees 

Total  (w/outsourced  in  parens) 
Sales/MS/Mktg 
Operations 
Tech  & Dev 
G8cA 

Outsourced  (perm) 


-r 


15,814 

15,814 

(1,683) 

2,761 


177 

87 

51 

27 

12 

$59,124 


1,083 
2,180 
(114) 
(201) 


3,818 

... 

ft 


3,818 

4,505 

(2,277) 

(3,374) 


Revenue/EE  (excl  outsourced) 

i --  - - | ■■--  -----  - j - : 1 1 — 

(A)  Onvia  Subscription  orders  estimated  at  50%  of  reported  CV 

(B)  Onvia  Operations  headcount  estimated  for  both  June  periods 


5,003 

5,003 

1,605 

426 


167  (191) 
85 
54 

14 

15 

24 

$66,969 


13,043 


2,037 

4,391 

546 

335 

5,934 


1,398 

2,373 

(57) 


(828) 


11,189 


1,114 

2,297 

848 

658 


6,846 


4 


13^043 

(2,299) 

4,991 


-33.2% 

-2.5% 

-95.6% 

-51.2% 

1 

-29.2% 


2.8% 

5.4% 

-842.9% 

-427.4% 


1 


36.8% 


173 

90 

51 

20 

12 


^ =4^ 

$122,208  $141,365 


- 

2,652 

- 

n/a 

n/a 

5,934 

13,841 

6,846 

-12.5% 

36.8% 

6.1% 

15.4% 

2,895 

0-185J 

1,168 

-229.8% 

-27.2% 

537 j 

1,496 

204 

-f 

-45.8% 

-52.1% 

— 

j~ 

i 

-3.47% 

0.12% 

(185) 

173 

162  (180) 

-2.3% 

(-6.57%) 

0.0% 

(-3.23%) 

80 

93 

78 

j 

6.9% 

-8.0% 

3.3% 

-2.3% 

55 

51 

59 

0.0% 

9.2% 

0.0% 

7.3% 

12 

18 

CioV 

- -33.3% 

-28.6% 

-10.0% 

-16.7% 

15 

§ 

15 

-8.3% 

0.0% 

-8.3% 

0.0% 



24 

- 

18 

1 

-25.0% 

-25.0% 

-14.2% 


$69,954  $76,426 


18.3% 
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Quality  Depth  Timeliness  Quantity  Ease  of  Use  Analyst  Training 

Access 


INPUT  - The  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


11 


INPUT  - TM  authority  on  government  business 


Confidential  & Proprietary 
For  Inte ^ ' Use  Only 


Margin  of  error  on  avg  rating=+/-0.4 

V 


12 


r 


Competitive  Comparison  Trend  vs.  FSI  j INPUT 


Significant  decline  in  comparison  vs.  FSI  - reasons  cited  vary  widely  (none  relate  to 
new  FSI  Search)  - Note:  Could  be  statistical  variation 


INPUT  - 'Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


Margin  of  error  on  avg  rating=+/-0.4 


13 


Histogram  of  Interest  in  Competitive 
Product 


Strong  interest  among  Enterprise  segment  - 
comments  suggest  price  sensitivity 


INPUT 


60 


Enterprise  - 3.8 


Mid  Market  - 3.5 


Small  - 3.4 


50 


40 


c 

qj 

■o 

§ 30 

Q. 

0/ 

x 20 


10 


0 


8 


17 


16 


22 


23 


19 


1° 


a<T 

1 


Rating  (5=high;l=low) 


Responses=149 


INPUT  - 4 be  authority  on  government  business 


Confidential  <$  Proprietary 
For  Inte^  1 Use  Only 


14 


• Low  importance  among  Product  Companies 

® Reinforces  our  finding  of  lower  renewal  rates  among  this  group 

® Supports  our  plan  to  build  a specialized  product  for  this  group  to 
address  value  gap  vs.  services  companies 

• Need  to  examine  S&L  Only  satisfaction  among  S&L  members 

® Limited  data  this  quarter,  but  unsatisfactory  ratings 

• Poor  comparison  vs.  FSI,  though  may  be  statistical  variation 

® Need  to  watch  this  carefully  with  their  new  search  tool 

® Opportunities  for  improvement 

• Continued  improvement  in  timeliness  of  information  - biggest  gap  in 
importance  vs.  satisfaction 

® While  it  has  consistently  improved  (from  3.6  in  prior  years  to  3.9), 
still  room  to  do  better 
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® Findings 

• Low  importance  among  Product  Companies 

® Reinforces  our  finding  of  lower  renewal  rates  among  this  group 
® Supports  our  plan  to  build  a specialized  product  for  this  group  to 
address  value  gap  vs.  services  companies 

• Need  to  examine  S&L  Only  satisfaction  among  S&L  members 

® Limited  data  this  quarter,  but  unsatisfactory  ratings 

• Poor  comparison  vs.  FSI,  though  may  be  statistical  variation 

® Need  to  watch  this  carefully  with  their  new  search  tool 

® Opportunities  for  improvement 

• Continued  improvement  in  timeliness  of  information  - biggest  gap  in 
importance  vs.  satisfaction 

® While  it  has  consistently  improved  (from  3.6  in  prior  years  to  3.9), 


still  room  to  do  better 
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MEMORANDUM 


DATE:  October  7,  2009 

TO:  Tim  Dowd,  Kevin  Gates 

FROM:  Vicki  Paylor 

SUBJECT:  University  Intake  Program  Update 

CC: 


HR  is  moving  forward  with  the  creation  and  implementation  of  a University  Intake  Program.  Our  goal  is 
to  recruit  five  (5)  to  ten  (10)  May  2010  graduates  from  5 top  tier  schools,  who  will  work  through  a 
detailed  on-boarding  program.  The  tentative  program  design  calls  for  cycling  participants  through  three 
primary  departments  over  an  18-month  period.  We  are  currently  in  the  process  of  forming  a Program 
Design  Team  to  consider  relevant  elements  as  outlined  below. 

As  part  of  this  effort,  we  targeted  20  top  tier  schools  and  posted  five  INPUT  vacancies  to  each.  We 
monitored  candidate  response  to  each  vacancy  on  a per  school  basis;  the  top  five  respondent  schools 
were: 

• University  of  Pennsylvan 

• Harvard  (55) 

• Georgetown  (43) 

• University  of  Virginia  (42) 

• Emory  (32) 

HR  is  in  the  process  of  contacting  the  Career  Centers  for  the  top  five  schools  and  facilitating  discussions 
regarding  the  development  of  a “preferred  employer”  relationship  with  each  school.  Discussions  will 
involve  participation  in  Job  Fairs/Career  Days,  On-Ground  Interviewing  opportunities;  access  to  on-line 
or  paper  recruiting  resources;  sponsorship  of  activities  relating  to  career  placement;  and  Corporate 
Outreach  “Sponsor-Teaming”  contacts  for  guest  lecturing  or  speaking  opportunities  in  defined  disciplines. 
Networking  Timeframe:  October  2 - December  31,  2009.  (We  will  also  continue  to  post  job  openings  to 
other  top  tier  schools  outside  the  U1P  program.) 

Concurrent  with  our  initial  outreach.  HR  is  coordinating  internally  to  identify  an  in-house  resource  for 
corporate  training  (there  have  been  preliminary  discussions  to  engage  Jennifer  Sakole  as  point  person  for 
this  responsibility),  and  externally  to  identify  a consultant  resource  for  program  development.  (Note:  we 
have  had  discussions  with  the  Learning  Outsource  Group  regarding  the  feasibility  of  this  type  of  program. 
Learning  Outsource  Group  is  our  resource  for  Member  Services  and  Sales  training,  as  well  as  Sales 
Leadership/Management  training.  They  also  specialize  in  custom  built  training  programs  to  address 
specific  goals  and  objectives).  HR,  internal,  and  external  resources  will  form  a Program  Design  Team  to 
make  recommendations  regarding  program  budget,  curriculum,  design,  implementation,  administration 
and  maintenance.  Target  for  Draft  Program  Deliverable:  November  15,  2009. 

The  Program  Design  Team  will  then  coordinate  with  the  Marketing  Department  to  create  program- 
specific  marketing  materials  and  campaigns.  These  will  include  brochures  and  related  literature,  website 
placement,  and  Fair  Booth(s).  Our  target  date  for  all  marketing  deliverables  is  no  later  than  December  19, 
2009  in  time  for  Winter/Spring  Career  Fairs  and  On-Ground  Interviewing. 
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Below  is  an  outline  of  other  key  dates/milestones: 

Lecture/Guest  Speaking  Opportunity  Target  Dates:  January  4 - 29,  2010. 

Career  Days  & On-Ground  Interviewing  Target  Dates:  January  4 - March  3 1,  2010 
Career  Day  Events: 

1 . Confirm  corporate  participants  and  make  travel  arrangements. 

2.  Prepare  Event  literature  and  booth. 

3.  Attend  event. 

4.  Follow-up  with  candidates  and  set  in-person  interviews,  either  On-Ground  or  in  Reston  office. 

5.  In-house  interview  panel  will  consist  of  department  Executives,  department  Hiring  Managers, 
Program  Trainer  and  HR. 

Event  Dates:  February,  2010  TBD 

On-Ground  Interviews: 

1 . Review  submissions  to  career  center  job  postings  and  select  candidates  for  interview. 

2.  Confirm  corporate  participants  and  make  travel  arrangements. 

3.  Prepare  event  literature. 

4.  Attend  event. 

5.  Follow-up  with  candidates  and  set  second  interview  in  Reston  office. 

6.  In-house  interview  panel  will  consist  of  department  Executives,  department  Hiring  Managers, 
Program  Trainer  and  HR. 

Event  Dates:  March,  2010  TBD 


Short-list  Candidate  Review  & Decision  to  Hire. 

1.  Review  short-list  candidates  and  make  hiring  determination.  Target  Date:  April  15,  2010. 

2.  Prepare  Hiring  Packets  and  complete  due  diligence.  Target  Date:  April  30,  2010. 

3.  Prepare  Offer  Letters  and  Extend  Verbal  Offers.  Target  Date:  May  7,  2010 


Program  Start  Date:  June  14,  2010 

First  Cycle:  June  14  - December  31,  2010 
Second  Cycle:  January  1 - June  13,  201 1 
Third  Cycle:  June  16  - December  3 1,  201 1 
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BOARD  OF  DIRECTORS  MEETING 
April  29th,  2009 
AGENDA 


8: 00:  BREAKFAST 

8:30:  BOARD  MEETING  (Board  Members  Only) 


8:30:  Introduction  and  Minutes  of  previous  Meeting 

Ratify  appointment  of  Dwight  Gibbs  as  SVP,  Technology 

8:35:  Financial  Review 

1 Qtr  Results 
Projected  2nd  Qtr  and  2009 


9:00:  Stock  issues: 

Company  Valuation  Report 
Stock  Price 

Stock  Option  Awards  and  Repurchases 
9:15:  Other  Business 

9:30:  Close 


9:30  - 9:45:  BREAK 


9:45  -1015:  Technology  Report  from  Dwight  Gibbs  (Board) 

10:15-1 1:15:  Functional  Review  (Board  and  Executives) 

11:15  — 1 2:30:  New  Products  (Board  and  Executives) 

ICAP  (Board,  Walt  Culver) 

Competitive  Analysis 
Community  Product 
Financial  Services 
Opportunity  Advisor 
Stimulus 
Task  Orders 
Other 

12:30:  LUNCH 


1 :30  — 03:00:  New  Products  (Continued)  (Board  and  Executives) 

03: 1 5 - 05:30:  Strategic  Planning  Meeting  (Separate  Agenda) 


The  Next  Meetings  will  be  Held  on  July  16‘\  2009 : 
Stockholders ' Meeting  - 9:00  am 
Board  of  Directors  ' Meeting  9:30  am 
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MEMORANDUM 


DATE: 


March  30,  2009 


TO: 


INPUT  BOD 


FROM: 


Peter  Cunningham 


SUBJECT : Draft  Agenda  for  April  29/30,  2009  LRP  Issues  Meeting 


CC: 


Kevin  Gates 


April  29  Afternoon 

1 . 03:15  - 03:30  Identify  and  Discuss  Objectives  Of  Meeting 

a.  Identify  preliminary  financial  and  other  targets  for  our  LRP  - 2009  -2013 

b.  Identify  issues  to  research  and  address  for  the  LRP 

c.  What  is  our  BHAG?  What  is  our  Brand  Promise? 

d.  $100  Million  Company,  how  do  we  get  there? 

e.  Build  on  previous  meetings  and  work 

f.  Enjoy  ourselves! 

2.  03:30  - 03:45  Review 

a.  Vision  Statement  (to  be  attached) 

b.  Core  Values  and  Purpose  from  the  1-Page  Strategic  Plan  (to  be  attached) 

c.  Strategic  Canvas  (to  be  attached) 

3.  03:45  - 05:30  Targets  of  1 -Page  Strategic  Plan 

a.  Overall  metrics  - what  do  we  want  to  look  like? 

b.  P&L,  Valuation  and  Balance  Sheet  (see  attached) 

c.  Metrics  for  Comparable  Companies  and  INPUT 

d.  Target  Staffing  & Productivity  levels  2009-2013 

e.  Actions  - what  we  have  to  do  for  the  Strategic  Plan  completion? 

4.  06:30  Dinner 

April  30,  08:00  - 08:30  breakfast 

5.  08:30  - 10:00  Sandbox 

a.  AGI  Report  (Rachel  Parrinello) 

b.  Markets 


i.  Current 

ii.  New 


c.  Customers  - who  will  be  our  buyers? 
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d.  Products  (macro  level) 

i.  Initiative  Matrix  (to  be  attached) 

e.  Competition 

f.  Actions-  what  we  have  to  do  for  the  Strategic  Plan  completion? 
10:00  - 10:15  break 

6.  10:15-11:15  Sandbox  (Continued) 

7.  11:15-12:30  Key  Thrusts  - what  do  we  have  to  do? 

12:30-01:30  Lunch 

8.  01 :30  -02:30  Resources  Required-  People,  Organization 

a.  Structure 

i.  Numbers  of  people  in  key  functions  by  year 

ii.  Productivity 

b.  Key  Positions  for  2009-20 1 3 

c.  Skill  Voids 

d.  Actions-  what  we  have  to  do  for  the  Strategic  Plan  completion? 

9.  02:30  - 03:30  Other  issues 

e.  Remote  Offices 

f.  Acquisitions 

g.  International  Expansion 

h.  Other 

10.  03:30  - 05:00  Conclusion 

i.  Framework  for  LRP 

j . Strategic  Canvas 

k.  Initiative  Matrix 

l.  Actions-  what  we  have  to  do  for  the  Strategic  Plan  completion? 
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11720  Plaza  America  Drive,  Suite  1200 
Reston,  Virginia  20190 
Tel:  (703)  707-3500 
Fax:  (703)  707-6201 
www.input.com 


NOTICE  OF  BOARD  OF  DIRECTORS  MEETING 
INPUT  INC.  (Delaware) 


April  26th,  2009 

Peter  A.  Cunningham,  Director/Chairman 

Patricia  Cunningham  Director  and  Corporate  Secretary 

Timothy  P.  Dowd,  Director,  President  and  CEO 

Thomas  Hewitt,  Director 

Maryann  Hirsch,  Director 

Jed  Laird,  Director 

Rachel  Parrinello,  Director 

A meeting  of  the  Board  of  Directors  of  INPUT  INC.,  A Delaware  Corporation,  will  be  held 
Wednesday  29th,  2009  at  8:30  a.m.  at  The  Westin  Reston  Heights,  1 1750  Sunrise  Valley  Drive, 
Reston,  VA  20101. 

Please  find  attached  an  Agenda  (on  page  2 of  this  Notice),  and  separately  the  Minutes  of  the 
previous  meeting  held  on  January  22nd,  2009  for  approval.  The  Financial  and  Performance 
Reports  for  the  period  ending  March  3 1 sl  2009  will  follow. 

Please  inform  me  if  there  are  any  changes  you  wish  made  to  the  Agenda  as  soon  as  possible. 
Yours  sincerely, 


Patricia  Cunningham 
Secretary 

Cc:  Kevin  Gates,  Tom  Knox,  Tom  FitzGerald 


c 
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INPUT,  INC. 

Board  of  Directors  Meeting 
April  29,  2009 
Proposed  Resolutions 


1.  Approval  of  January  22.  2009  Minutes 


RESOLVED:  That  the  minutes  of  the  meeting  of  the  Board  held  on  January  22,  2009, 
copies  of  which  have  been  previously  distributed  to  and  reviewed  by  the  Board,  be  and 
hereby  are,  approved,  and  that  the  Secretary  of  the  Corporation  be,  and  hereby  is,  directed 
to  fde  such  minutes  in  the  Minute  Book  of  the  Corporation. 


-oOo- 
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MINUTES  OF  A MEETING 
OF  THE  BOARD  OF  DIRECTORS  OF 


INPUT.  INC. 

(Held  on  January  22,  2009) 

A meeting  (the  “Meeting”)  of  the  Board  of  Directors  (the  “Board”)  of  INPUT,  Inc.,  a 
Delaware  corporation  (the  “Corporation"),  was  held  at  the  offices  of  the  Corporation  located  at 
1 1720  Plaza  America  Drive,  Suite  1200.  Reston,  Virginia  20190  on  January  22,  2009,  at  9:00 
a.m.  Eastern  Time. 

Present  were  directors  Peter  Cunningham,  Patricia  Cunningham.  Timothy  Dowd,  Thomas 
Hewitt,  Maryann  Hirsch.  Jed  Laird  and  Rachel  Parrinello  (via  teleconference).  Also  present 
were  Kevin  Gates.  Vice  President,  Finance  and  Administration;  and  Thomas  FitzGerald  of 
Morrison  & Foerster  LLP,  counsel  to  the  Corporation. 

Peter  Cunningham  called  the  Meeting  to  order  at  approximately  9:05  a.m.  and  acted  as 
Chairman  of  the  Meeting,  and  Patricia  Cunningham  acted  as  Secretary  of  the  Meeting. 

The  Chairman  announced  that  due  notice  of  the  Meeting  had  been  sent  to  all  directors  of 
the  Corporation,  and  stated  that  by  virtue  of  the  fact  that  at  least  a majority  of  the  directors  were 
present  at  the  Meeting,  there  was  a quorum  for  the  transaction  of  business  in  accordance  with  the 
Bylaws  of  the  Corporation.  All  participants  could  hear  the  others  and  be  heard  by  the  others. 

Formation  of  Compensation  Committee  and  Adoption  of  Charter 

The  Chairman  then  stated  that  the  first  item  of  business  was  a discussion  regarding  the 
formation  of  the  Board’s  Compensation  Committee.  The  Chairman  led  such  discussion,  and 
upon  motion  duly  made  and  seconded,  the  following  resolutions  were  unanimously  approved: 

RESOLVED:  That  a Compensation  Committee  of  the  Board  is  hereby  established, 
effective  as  of  January  1, 2009,  and  that  Peter  Cunningham,  Maryann  Hirsh  and  Rachel 
Parrinello  are  hereby  appointed  to  serve  as  the  members  of  the  Compensation  Committee 
until  the  next  annual  meeting  of  the  Board  or  until  their  successors  shall  have  been 
chosen  and  qualified; 

RESOLVED,  FURTHER:  That  the  Compensation  Committee  shall  advise  the  Board 
with  respect  to  (i)  cash  bonus  awards;  (ii)  equity  awards;  (iii)  the  Corporation’s  40 1 (k) 
plan;  (iv)  CEO  compensation;  (iv)  compensation  for  individuals  that  directly  report  to  the 
CEO;  (v)  compensation  plans  for  all  employees,  including  bonus  plans;  (vi)  sales  and 
member  services  compensation  plans;  and  (vii)  director  compensation; 

RESOLVED,  FURTHER:  That  the  Compensation  Committee  Charter  attached  hereto 
as  Exhibit  A is  hereby  adopted  and  approved  as  the  Charter  of  the  Compensation 
Committee; 
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RESOLVED,  FURTHER:  That  the  Corporation  is  hereby  authorized  and  instructed  to 
pay  Maryann  Hirsch  and  Rachel  Parrinello  each  Ten  Thousand  Dollars  ($10,000) 
annually  for  their  service  on  the  Compensation  Committee,  such  amount  to  be  paid  on  a 
quarterly  basis  in  the  amount  of  $2,500  per  quarter,  and  that  all  such  payments  shall  be 
paid  in  the  year  that  they  serve  on  the  Compensation  Committee;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions  contemplated 
thereby,  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all  respects. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the  financial 
results  for  the  Corporation  (which  includes  its  predecessor  entity,  INPUT,  a Nevada  corporation) 
for  the  fiscal  year  ending  December  31,  2008.  Messrs.  Cunningham,  Dowd  and  Gates  gave  such 
report  which  included  a review  of  the  Corporation's  revenue  and  net  income  for  this  time  period 
as  well  as  discussion  of  the  Corporation’s  performance  as  compared  to  the  forecast  for  such 
period.  Questions  were  asked  and  answered  and  a discussion  ensued. 

Approval  of  Payment  of  Bonuses  for  2008 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  regarding  the 
proposed  payment  of  bonuses  for  fiscal  year  2008  to  certain  employees  and  directors.  The 
Chairman  stated  that  the  Compensation  Committee  considered  the  payment  of  the  bonuses  to  the 
individuals  in  the  amounts  set  forth  on  Exhibit  B attached  hereto,  and  that  the  Compensation 
Committee  recommends  that  the  Board  approve  and  ratify  the  payment  of  such  bonuses. 
Questions  were  asked  and  answered  and  a discussion  ensued  and  upon  motion  duly  made  and 
seconded,  the  following  resolution  was  unanimously  approved: 

RESOLVED:  That  the  bonuses  for  fiscal  year  2008  for  the  individuals  in  the  amounts 
set  forth  on  Exhibit  B attached  hereto  are  hereby  ratified,  approved  and  confirmed  for  all 
purposes  and  in  all  respects,  and  the  Corporation  is  hereby  authorized  and  empowered  to 
pay  such  bonuses  to  such  individuals. 

Stock  Option  Grant  at  $1.05  per  Share 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  of  the  grant  of 
stock  option  awards.  Questions  were  asked  and  answered  and  a discussion  ensued  and  upon 
motion  duly  made  and  seconded,  the  following  resolutions  were  unanimously  approved: 

WHEREAS:  Pursuant  to  Section  4 of  the  INPUT.  Inc.  2009  Common  Stock  Incentive 
Plan  (the  "Plan”)  the  Board,  in  its  capacity  as  "Administrator”  under  the  Plan,  is 
authorized  to  grant  stock  options  under  the  Plan  and  to  determine  the  persons  to  whom 
such  stock  options  shall  be  granted  and  the  terms  and  conditions  of  such  stock  options; 
and 

WHEREAS:  The  Board  now  finds  it  desirable  to  grant  stock  option  awards  to  certain 
individuals  under  the  Plan. 
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NOW,  THEREFORE,  BE  IT 


RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all  relevant 
factors,  including,  without  limitation,  the  value  of  the  Corporation's  assets,  the  present 
value  of  the  Corporation's  estimated  future  cash  flows,  the  value  of  comparable 
companies  and  other  factors  the  Board  deems  relevant,  including  the  earnings  history, 
book  value  and  prospects  of  the  Corporation  in  light  of  market  conditions  generally  and 
the  Reznick  Group,  P.C.  report  pursuant  to  which  the  fair  market  value  of  the  Common 
Stock,  as  of  December  3 1 , 2007,  was  valued  at  $ 1 .05  per  share,  that  the  fair  market  value 
of  the  Common  Stock  as  of  the  date  hereof  is  $ 1 .05  per  share; 

RESOLVED,  FURTHER:  That  in  recognition  of  the  contributions  to  the  operating 
progress  and  earning  power  of  the  Corporation,  and  as  an  incentive  to  contribute  to  the 
future  growth  and  success  of  the  Corporation,  each  individual  identified  on  Exhibit  C 
attached  hereto  (each,  a ’‘Grantee")  is  hereby  granted  a stock  option  to  purchase  that 
number  of  shares  of  the  Corporation's  Common  Stock  identified  on  Exhibit  C opposite 
such  Grantee's  name,  subject  to  the  terms  and  conditions  set  forth  in  such  exhibit  and  in 
the  Corporation's  standard  form  of  stock  option  grant  agreement  (the  “Option 
Agreement”),  and  having  a purchase  price  of  $ 1 .05  per  share; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation, 
acting  for  and  on  behalf  of,  and  in  the  name  of.  the  Corporation,  shall  be,  and  hereby  are, 
authorized,  empowered  and  directed  to  enter  into  and  execute  an  Option  Agreement  with 
each  Grantee,  with  such  terms  and  provisions  therein  as  the  officer  or  officers  executing 
the  same  shall  determine,  in  their  discretion,  consistent  with  the  terms  and  provisions  of 
the  Plan  and  on  the  terms  set  forth  above,  and  shall  approve  (such  approval  to  be 
conclusively  evidenced  by  such  execution),  a copy  of  such  Option  Agreement  as 
executed  to  be  inserted  in  the  appropriate  records  of  the  Corporation;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions  contemplated 
thereby,  are  hereby  ratified,  confirmed,  approved  and  adopted  in  ail  respects. 

Approval  of  Stock  Repurchase  from  Todd  Rice  at  S1.05  per  share 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  regarding  the 
repurchase  of  stock  from  a terminated  employee.  Questions  were  asked  and  answered  and  a 
discussion  ensued  and  upon  motion  duly  made  and  seconded,  the  following  resolutions  were 
unanimously  approved: 

WHEREAS:  Todd  Rice  has  terminated  as  an  employee  of  the  Corporation 
(the  "Terminated  Employee”); 

WHEREAS:  The  Terminated  Employee  currently  owns  2,500  shares  of  the 
Corporation’s  Common  Stock;  and 


C 
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WHEREAS:  Pursuant  to  the  terms  of  that  certain  Stock  Option  Agreement,  dated 
December  1 8,  2002,  by  and  between  the  Terminated  Employee  and  the  Corporation 
(the  “Rice  Option  Agreement"),  the  Board  believes  it  is  in  the  Corporation's  best  interest 
to  exercise  its  right  to  purchase  all  shares  of  the  Corporation’s  Common  Stock  owned  by 
the  Terminated  Employee. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  pursuant  to  the  terms  of  the  Rice  Option  Agreement,  the  Corporation 
is  hereby  authorized  to  repurchase  up  to  2,500  shares  of  the  Corporation's  Common 
Stock  owned  by  the  Terminated  Employee  at  a price  of  $1 .05  per  share 
(the  “Repurchase"),  which  price  the  Board  in  good  faith  believes  to  be  the  fair  market 
value  of  one  share  of  the  Corporation’s  Common  Stock  as  of  the  date  hereof,  and  which 
is  greater  than  the  original  per  share  price  paid  by  the  Terminated  Employee  for  such 
shares; 

RESOLVED,  FURTHER:  That  any  officer  or  officers  of  the  Corporation  are  hereby 
authorized,  empowered  and  directed  to  execute  and  deliver  all  such  agreements 
associated  with  the  Repurchase  and  thereafter  to  cause  the  Corporation  to  perform  all  of 
its  obligations  and  duties  with  respect  to  such  agreements  including,  without  limitation, 
paying  the  Terminated  Employee  $1 .05  per  share  for  each  share  of  Common  Stock 
repurchased,  totaling  $2,625.00  in  the  aggregate,  to  be  paid  in  a single  cash  payment 
upon  the  closing  of  the  Repurchase;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions  contemplated 
thereby,  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all  respects. 

Approval  of  2009  Employee  Compensation  Plans 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the  proposed 
compensation  for  2009.  Mr.  Cunningham,  on  behalf  of  the  Compensation  Committee,  presented 
the  Board  with  the  proposed: 

(i)  INPUT  2009  Compensation  Plans  Memorandum,  in  the  form  attached  hereto  as 

Exhibit  D. 

(ii)  INPUT  Incentive  Bonus  Plans  Practice,  in  the  form  attached  hereto  as  Exhibit  E. 

(iii)  2009  INPUT  Bonus  Plan,  for  full  time  employees  (other  than  employees  who  are 
on  a commission  plan  or  equivalent,  and  the  President/CEO),  in  the  form 
attached  hereto  as  Exhibit  F 

(iv)  2009  INPUT  President  & CEO  Bonus  Plan,  in  the  form  attached  hereto  as 

Exhibit  G. 

Mr.  Cunningham  then  stated  that  the  Compensation  Committee  reviewed  the  2009 
Compensation  Plans  Memorandum,  Incentive  Bonus  Plans  Practice,  2009  Bonus  Plan,  and  2009 
President  & CEO  Bonus  Plan,  and  that  the  Compensation  Committee  recommends  that  the  Board 
approve  and  ratify  such  plans.  Questions  were  asked  and  answered,  and  a discussion  ensued. 
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Following  such  discussion,  upon  motion  duly  made  and  seconded,  the  following  resolutions  were 
unanimously  approved: 

RESOLVED:  That  the  Board  hereby  approves,  adopts  and  authorizes  each  of  the  2009 
Compensation  Plans  Memorandum,  Incentive  Bonus  Plans  Practice.  2009  Bonus  Plan, 
and  2009  President  & CEO  Bonus  Plan,  each  presented  to  and  reviewed  by  the  Board  on 
the  date  hereof  and  in  the  forms  attached  hereto  as  Exhibit  D,  Exhibit  E,  Exhibit  F and 
Exhibit  G.  respectfully; 

RESOLVED,  FURTHER:  That  the  officers  of  the  Corporation  shall  be,  and  they  hereby 
are  authorized,  empowered  and  directed  to  take  any  and  all  actions  and  to  execute,  deliver 
and  file  any  and  all  agreements,  instruments,  certificates  and  documents  as  the  officer  or 
officers  so  acting  shall  determine  to  be  necessary  or  appropriate  to  implement  each  of  the 
2009  Compensation  Plans  Memorandum,  Incentive  Bonus  Plans  Practice,  2009  Bonus 
Plan,  and  2009  President  & CEO  Bonus  Plan,  the  taking  of  such  actions  to  be  conclusive 
evidence  that  the  same  were  deemed  to  be  necessary  or  appropriate  and  were  authorized 
hereby;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  are  hereby  ratified,  confirmed, 
approved  and  adopted  in  all  respects. 

Approval  of  2009  Operating  Plan 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  the  Corporation's 
budget  and  financial  goals  for  2009  (the  "Original  2009  Plan”),  a copy  of  which  was  provided  to 
the  Board  prior  to  the  Meeting.  Mr.  Dowd  gave  such  a report  which  included  a review  of  certain 
key  assumptions  and  revenue  and  expense  projections  for  2009.  Questions  were  asked  and 
answered  and  upon  motion  duly  made  and  seconded,  the  following  resolutions  were 
unanimously  approved: 

WHEREAS:  The  Board  has  been  provided  with,  and  has  reviewed,  the  Original  2009 
Plan. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  approves,  adopts  and  authorizes  the  Original  2009 
Plan,  including  the  salaries  and  compensation  set  forth  therein,  substantially  in  the  form 
that  has  been  presented  to  and  reviewed  by  the  Board  on  the  date  hereof; 

RESOLVED,  FURTHER:  That  the  officers  of  the  Corporation  shall  be,  and  they  hereby 
are  authorized,  empowered  and  directed  to  take  any  and  all  actions  as  the  officer  or 
officers  so  acting  shall  determine  to  be  necessary  or  appropriate  to  implement  the 
Original  2009  Plan,  the  taking  of  such  actions  to  be  conclusive  evidence  that  the  same 
were  deemed  to  be  necessary  or  appropriate  and  were  authorized  hereby;  and 
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RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  are  hereby  ratified,  confirmed, 
approved  and  adopted  in  ail  respects. 

Approval  of  Services  Agreements 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  on  certain 
non-standard  services  agreements  proposed  to  be  entered  into  by  the  Corporation.  Mr.  Dowd 
gave  such  a report  and  discussed  the  purpose  and  terms  and  conditions  of  such  agreements. 
Questions  were  asked  and  answered  and  upon  motion  duly  made  and  seconded,  the  following 
resolutions  were  unanimously  approved: 

WHEREAS:  There  has  been  presented  to  the  Board  for  review  (i)  an  Amendment  #1  to 
the  Agreement  for  Independent  Contractor  Services,  dated  December  22,  2008,  by  and 
between  ConnellyWorks,  Inc.  and  the  Corporation  (including  a purchase  order  issued 
thereunder)  (the  "‘ConnellyWorks  Agreement”),  regarding  certain  events  management 
services  for  2009,  (ii)  a purchase  order  issued  by  the  Corporation  to  Hilton  Hotels 
Corporation  (the  “Hilton  Purchase  Order”),  regarding  the  member  holiday  party,  and 
(iii)  the  summary  of  terms  of  a master  services  agreement  (including  a related  purchase 
order)  proposed  to  be  entered  into  by  the  Corporation  with  SPi  America,  LLC  (“SPi”) 

(the  "SPi  Agreement  Terms”):  and 

WHEREAS:  The  Board  deems  it  advisable  and  in  the  best  interests  of  the  Corporation 
to  enter  into  the  ConnellyWorks  Agreement,  Hilton  Purchase  Order  and  a master  services 
agreement  with  SPi  on  substantially  the  same  terms  and  conditions  as  set  forth  in  the  SPi 
Agreement  Terms  (the  "SPi  Agreement”). 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  after  review  and  due  consideration  of  each  of  the  ConnellyWorks 
Agreement  and  Hilton  Purchase  Order,  together  with  such  other  information  and  advice 
as  each  director  believes  necessary  or  appropriate,  the  Board  hereby  approves  each  of  the 
ConnellyWorks  Agreement  and  the  Hilton  Purchase  Order  and  the  transactions 
contemplated  thereby  on  the  terms  and  conditions  set  forth  in  such  agreement  or  purchase 
order; 

RESOLVED:  That  after  review  and  due  consideration  of  the  SPi  Agreement  Terms, 
together  with  such  other  information  and  advice  as  each  director  believes  necessary  or 
appropriate,  the  Board  hereby  authorizes  the  Corporation  to  prepare  and  enter  into  the 
SPi  Agreement  on  substantially  the  terms  and  conditions  set  forth  in  the  SPi  Agreement 
Terms; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation 
shall  be,  and  hereby  are,  authorized,  empowered  and  directed  to  enter  into  and  execute 
each  of  the  ConnellyWorks  Agreement.  Hilton  Purchase  Order  and  the  SPi  Agreement, 
on  substantially  the  same  terms  as  have  been  reviewed  by  each  director,  with  such 
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changes  and  additions  thereto  as  such  officers,  or  any  of  them,  may  approve,  the 
execution  and  delivery  of  each  of  the  ConnellyWorks  Agreement.  Hilton  Purchase  Order 
and  SPi  Agreement  by  such  officers,  or  any  of  them,  to  be  conclusive  evidence  of  such 
approval; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation, 
acting  for,  on  behalf  of,  and  in  the  name  of,  the  Corporation,  shall  be,  and  hereby  are, 
authorized,  empowered  and  directed  to  take  all  such  steps  and  to  do  and  authorize  to  be 
done  all  such  acts  and  things  as  may  be  necessary,  advisable,  convenient  or  proper  for  the 
purpose  of  fully  effectuating  and  carrying  out  the  foregoing  resolutions  and  the  intent 
thereof;  and 

RESOLVED,  FURTHER;  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  each  of  the  ConnellyWorks  Agreement,  Hilton  Purchase 
Order  and  SPi  Agreement  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all 
respects. 

Engagement  of  The  Alexander  Group,  Inc. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a report  by  Ms.  Parrinello 
regarding  the  proposed  engagement  by  the  Corporation  of  The  Alexander  Group.  Inc.  (“AG I”)  to 
develop  a customer  segmentation  and  targeting  analysis  (the  “AGI  Analysis")  for  the 
Corporation  (the  “AGI  Engagement”).  Ms.  Parrinello  discussed  the  purpose,  procedures  and 
goals  of  the  AGI  Analysis.  Ms.  Parrinello  also  disclosed  to  the  Board,  in  accordance  with 
Section  144  of  the  Delaware  General  Corporation  Law,  that  she  is  affiliated  with  AGI  and  that 
the  AGI  Engagement  would  constitute  an  interested  director  transaction. 

Mr.  Dowd  then  led  the  Board  in  a discussion  regarding  (i)  Ms.  Parrinello’s  affiliation 
with  AGI,  (ii)  the  Corporation's  consideration  and  review  of  proposals  from  certain  third-party 
consulting  firms,  and  (iii)  the  factors  that  the  Corporation  considered  in  reviewing  the 
AGI  Engagement  and  the  third-party  proposals.  Mr.  Dowd  then  stated  that  management  believes 
it  is  in  the  Corporation's  best  interests  to  enter  into  the  AGI  Engagement  and  recommends  that 
the  Board  approve  the  AGI  Engagement.  Questions  were  asked  and  answered  and  a discussion 
ensued  and  upon  motion  duly  made  and  seconded,  the  following  resolutions  were  unanimously 
approved: 

WHEREAS:  The  Board  has  reviewed  and  considered  the  proposed  terms  and  conditions 
of  the  AGI  Engagement; 

WHEREAS:  The  Board  is  aware  that  Ms.  Parrinello,  a director  of  the  Corporation,  is 
also  affiliated  with  AGI  and  that  the  AGI  Engagement  will  be  an  interested  director 
transaction;  and 

WHEREAS:  The  Board  has  reviewed  and  discussed  alternative  third-party  proposals 
and  deems  it  advisable  and  in  the  best  interests  of  the  Corporation  to  enter  into  the  AGI 
Engagement. 
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NOW,  THEREFORE,  BE  IT 


RESOLVED:  That  after  review  and  due  consideration  of  the  AGI  Engagement  and 
certain  third-party  proposals,  together  with  such  other  information  and  advice  as  each 
director  believes  necessary  or  appropriate,  the  Board  hereby  approves  the  AGI 
Engagement; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation 
shall  be,  and  hereby  are,  authorized,  empowered  and  directed  to  negotiate,  prepare, 
execute  and  enter  into  a consulting  agreement  with  AGI  for  the  AGI  Engagement; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation, 
acting  for.  on  behalf  of,  and  in  the  name  of,  the  Corporation,  shall  be,  and  hereby  are, 
authorized,  empowered  and  directed  to  take  all  such  steps  and  to  do  and  authorize  to  be 
done  all  such  acts  and  things  as  may  be  necessary,  advisable,  convenient  or  proper  for  the 
purpose  of  fully  effectuating  and  carrying  out  the  foregoing  resolutions  and  the  intent 
thereof;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  AGI  Engagement  are  hereby  ratified,  confirmed, 
approved  and  adopted  in  all  respects. 

The  Chairman  then  stated  that  the  next  item  of  business  was  a discussion  of  the  INPUT 
Capture  Assist  Program  (ICAP)  Business  Plan.  Questions  were  asked  and  answered  and  a 
general  discussion  ensued.  The  Chairman  will  hand  over  the  project  to  the  President.  The 
interview  program  will  be  carried  out  by  executives  at  the  prime  level  and  staff  at  the  small 
company  level  where  the  question  of  ads  would  be  addressed.  Mr.  Rombach  will  look  at  a tiered 
offering.  Mr.  Hewitt  suggested  we  should  plan  on  a higher  level  of  staffing. 

The  Chairman  then  stated  that  the  last  item  of  business  was  a discussion  regarding  the 
Board's  proposed  calendar  for  2009.  Ms.  Cunningham  gave  such  a report,  discussing  proposed 
Board  dinner  and  meeting  dates  for  2009.  Questions  were  asked  and  answered  and  a general 
discussion  ensued. 

There  being  no  further  business  to  come  before  the  Board,  the  Meeting  was  adjourned  at 
approximately  12:00  p.m. 


Peter  Cunningham  Patricia  Cunningham 

Chairman  of  the  Meeting  Secretary  of  the  Meeting 
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Exhibit  A 


Compensation  Committee  Charter 

(see  attached) 
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Exhibit  B 


2008  Bonuses 


Name 

Title  (2008) 

2008  Bonus  Payment 

Dowd,  Timothy 

President  and  Chief  Executive  Officer 

$140,000 

Cunningham.  Peter 

Chairman  of  the  Board 

$140,000 

CEO  Discretionary  Fund  ( 1) 

n/a 

$167,000 

Total 

(Excluding  Payroll  Taxes) 

$ 447,000 

( 1 ) The  Corporation's  Chief  Executive  Officer.  Timothy  Dowd,  shall  have  the  authority  to  grant  discretionary, 

performance-based  bonus  awards  for  fiscal  year  2008  to  the  other  employees  of  the  Corporation. 
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Exhibit  C 


Stock  Option  Grants 


Grantee  Name 

ISO/NQSO 

Number  of  Shares 

Vesting 

Hirsch.  Maryann 

NQSO 

10,000 

25%  at  the  End  of  Years  1 
through  4 

Total: 

10,000 
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Exhibit  D 


INPUT  2009  Compensation  Plans  Memorandum 

(see  attached) 
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Exhibit  E 


INPUT  Incentive  Bonus  Plans  Practice 

(see  attached) 
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Exhibit  F 


2009  INPUT  Bonus  Plan 

(see  attached) 
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Exhibit  G 


2009  INPUT  President  & CEO  Bonus  Plan 

(see  attached) 
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INPUT,  INC. 

Board  of  Directors  Meeting 
April  29,  2009 
Proposed  Resolutions 


2.  Determination  of  Fair  Market  Value  of  Common  Stock  at  $1.00  per  Share 

WHEREAS:  The  Board  has  been  presented  with  and  reviewed  a draft  valuation  analysis, 
dated  December  31,  2008,  prepared  by  the  Reznick  Group,  P.C.  (the  “Reznick  Report”-), 
pursuant  to  which  the  fair  market  value  of  the  Corporation’s  Common  Stock,  as  of 
December  31,  2008,  was  valued  at  $1.00  per  share. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all  relevant 
factors,  including,  without  limitation,  the  value  of  the  Corporation’s  assets,  the  present 
value  of  the  Corporation’s  estimated  future  cash  flows,  the  value  of  comparable 
companies  and  other  factors  the  Board  deems  relevant,  including  the  earnings  history, 
book  value  and  prospects  of  the  Corporation  in  light  of  market  conditions  generally  and 
the  Reznick  Report,  that  the  fair  market  value  of  the  Common  Stock  as  of  the  date  hereof 
is  $1.00  per  share. 
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INPUT,  INC. 

Board  of  Directors  Meeting 
April  29,  2009 
Proposed  Resolutions 


3.  Stock  Option  Grant  at  $1.00  per  Share 

WHEREAS:  Pursuant  to  Section  4 of  the  INPUT,  Inc.  2009  Common  Stock  Incentive 
Plan  (the  "Plan’")  the  Board,  in  its  capacity  as  "Administrator”  under  the  Plan,  is 
authorized  to  grant  stock  options  under  the  Plan  and  to  determine  the  persons  to  whom 
such  stock  options  shall  be  granted  and  the  terms  and  conditions  of  such  stock  options; 
and 

WHEREAS:  The  Board  now  finds  it  desirable  to  grant  stock  option  awards  to  certain 
individuals  under  the  Plan. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  That  the  Board  hereby  determines,  after  due  consideration  of  all  relevant 
factors,  including,  without  limitation,  the  value  of  the  Corporation’s  assets,  the  present 
value  of  the  Corporation's  estimated  future  cash  flows,  the  value  of  comparable 
companies  and  other  factors  the  Board  deems  relevant,  including  the  earnings  history, 
book  value  and  prospects  of  the  Corporation  in  light  of  market  conditions  generally  and  a 
draft  of  the  Reznick  Group,  P.C.  valuation  analysis  pursuant  to  which  the  fair  market 
value  of  the  Common  Stock,  as  of  December  31,  2008,  was  valued  at  $1.00  per  share, 
that  the  fair  market  value  of  the  Common  Stock  as  of  the  date  hereof  is  $ 1 .00  per  share; 

RESOLVED,  FURTHER:  That  in  recognition  of  the  contributions  to  the  operating 
progress  and  earning  power  of  the  Corporation,  and  as  an  incentive  to  contribute  to  the 
future  growth  and  success  of  the  Corporation,  each  individual  identified  on  Exhibit  A 
attached  hereto  (each,  a "Grantee”)  is  hereby  granted  a stock  option  to  purchase  that 
number  of  shares  of  the  Corporation’s  Common  Stock  identified  on  Exhibit  A opposite 
such  Grantee’s  name,  subject  to  the  terms  and  conditions  set  forth  in  such  exhibit  and  in 
the  Corporation’s  standard  form  of  stock  option  grant  agreement  (the  "Option 
Agreement”),  and  having  a purchase  price  of  $1.00  per  share; 

RESOLVED,  FURTHER:  That  the  appropriate  officer  or  officers  of  the  Corporation, 
acting  for  and  on  behalf  of,  and  in  the  name  of,  the  Corporation,  shall  be,  and  hereby  are, 
authorized,  empowered  and  directed  to  enter  into  and  execute  an  Option  Agreement  with 
each  Grantee,  with  such  terms  and  provisions  therein  as  the  officer  or  officers  executing 
the  same  shall  determine,  in  their  discretion,  consistent  with  the  terms  and  provisions  of 
the  Plan  and  on  the  terms  set  forth  above,  and  shall  approve  (such  approval  to  be 
conclusively  evidenced  by  such  execution),  a copy  of  such  Option  Agreement  as 
executed  to  be  inserted  in  the  appropriate  records  of  the  Corporation;  and 

RESOLVED,  FURTHER:  That  all  actions  heretofore  taken  by  the  officers  of  the 
Corporation  with  respect  to  the  foregoing  resolutions  and  the  transactions  contemplated 
thereby,  are  hereby  ratified,  confirmed,  approved  and  adopted  in  all  respects. 
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INPUT,  INC. 

Board  of  Directors  Meeting 
April  29,  2009 
Proposed  Resolutions 


4.  Appointment  of  Dwight  Gibbs  as  Senior  Vice  President.  Technology 

RESOLVED:  That  Dwight  J.  Gibbs  shall  be,  and  hereby  is,  appointed  to  serve  as  Senior 
Vice  President,  Technology,  effective  as  of  his  first  day  of  employment. 


5.  Appointment  of  Daphne  Berger  as  Vice  President.  Capture  Assist 

RESOLVED:  That  Daphne  Z.  Berger  shall  be,  and  hereby  is,  appointed  to  serve  as  Vice 
President,  Capture  Assist,  effective  as  of  her  first  day  of  employment. 
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INPUT,  INC. 

Board  of  Directors  Meeting 
April  29,  2009 
Proposed  Resolutions 

Exhibit  A 

Stock  Option  Grants 


Grantee  Name 

ISO/NQSO 

Number  of  Shares 

Vesting 

Total: 

5 
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WRITTEN  CONSENT  IN  LIEU  OF  A SPECIAL  MEETING 
OF  THE  BOARD  OF  DIRECTORS 


OF 

INPUT.  INC. 

(a  Delaware  corporation) 

In  lieu  of  a Special  Meeting  of  the  Board  of  Directors  (the  “Board’1)  of  INPUT. 
Inc.,  a Delaware  corporation  (the  “Corporation”),  the  directors  of  the  Corporation  (each  a, 
"Director”),  in  accordance  with  Section  141(f)  of  the  Delaware  General  Corporation  Law 
(the  “DGCL”)  hereby  unanimously  agree  to  the  following  resolutions: 

Collateral  for  Royal  Bank  of  Canada  Loan 


WHEREAS:  The  Corporation  desires,  as  was  the  customary  practice  with  its 
predecessor  entity  INPUT,  a Nevada  corporation,  to  use  its  cash  deposits  as  collateral 
to  secure  a personal  bank  loan  from  the  Royal  Bank  of  Canada  (the  “Bank”)  to  Peter 
Cunningham  and  Patricia  Cunningham;  and 

WHEREAS:  The  Board  is  aware  that  because  Peter  Cunningham  and  Patricia 
Cunningham  are  each  a director  of  the  Corporation  that  the  pledge  of  collateral  by  the 
Corporation  will  be  an  interested  director  transaction. 

NOW,  THEREFORE,  BE  IT 

RESOLVED:  The  Corporation  is  hereby  authorized  to  pledge,  as  collateral  for  the 
loans  from  the  Bank  to  Peter  Cunningham  and  Patricia  Cunningham,  cash  deposits  of 
the  Corporation  provided  that  as  a condition  for  this  pledge  by  the  Corporation,  that 
Peter  Cunningham  and  Patricia  Cunningham  shall  pledge  to  the  Corporation,  as 
security  for  the  Corporation’s  pledge  of  collateral,  shares  of  the  Corporation’s  capital 
stock  directly  and  indirectly  held  by  Peter  Cunningham  and  Patricia  Cunningham  to 
fully  reimburse  the  Corporation  in  the  event  there  is  a call  on  the  Corporation’s 
collateral  pledge  to  the  Bank;  and 

RESOLVED,  FURTHER:  That  the  following  individuals  are  hereby  authorized  and 
empowered  to  sign  the  underlying  loan  documentation  with  the  Bank,  including  any 
security  and  pledge  agreements,  to  secure  or  guarantee  any  credit  obligations  owed  to 
the  Bank  by  Peter  Cunningham  and  Patricia  Cunningham: 


Name 

Peter  Cunningham 
Patricia  Cunningham 
Timothy  Dowd 
Kevin  Gates 


Title 

Chairman 

Secretary 

President  and  Chief  Executive  Officer 
Treasurer 


[Signature  Page  Follows] 
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IN  WITNESS  WHEREOF,  each  member  of  the  Board  of  Directors,  by 
executing  this  Consent,  waives  notice  of  the  time,  place  and  purpose  of  the  Special 
Meeting  of  the  Board  of  Directors  and  agrees  to  the  transaction  of  the  business  of  the 
Special  Meeting  by  unanimous  written  consent  of  the  Board  of  Directors,  in  lieu  of  such 
meeting. 


Date:  April  29,  2009 


APPROVED: 


Peter  Cunningham 


Patricia  Cunningham 


Timothy  Dowd 


Maryann  Hirsch 


Thomas  Hewitt 


Jed  Laird 


Rachel  Parrinello 
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2009  Performance  Report 
Net  Contract  Value  - by  Product 


P rmte 


4/24/2009 


NCV  ($)  (1) 

# Member 
Companies  (2) 

NCV  ($)  (1) 

# Member 
Companies  (2) 

NCV  (J) 

NCV  (%) 

# Member 
Companies 
(%) 

Existing  Products 

Federal  IS  Products  (Includes  OIS) 

Total  Federal 

17,915,606 

1574 

18,164,908 

1640 

249,302 

1.4% 

Total  Undupiicated  Members  Federal 

1463 

1517 

3.7% 

S&L  IS  Products  (Includes  GovEdqe) 

Total  S&L 

3,546,309 

535 

3,601,664 

550 

55,355 

1.6% 

Total  Unduplicated  Members  S&L 

519 

533 

2.7% 

Industry  Analysis  Products  (Includes  Trend 
Advisor) 

Total  Industry  Analysis 

1,197,957 

88 

1,203,045 

91 

5,088 

0.4% 

Total  Unduplicated  Members  Industry  Analysis 

71 

74 

4.2% 

New  Products 

Economic  Stimulus  Portal 

- 

- 

23,864 

13 

23,864 

_ 

_ 

Federal  Economic  Stimulus  Package 

- 

- 

84,725 

12 

84,725 

_ 

_ 

S&L  Economic  Stimulus  Package 

- 

- 

40,035 

9 

40,035 

_ 

_ 

Total  New  Products 

- 

- 

148,624 

34 

148,624 

. 

Total  Unduplicated  Members  New  Products 

0 

28 

. 

Total  Existing  & New 

22,659,872 

2197 

23,118,241 

2315 

458,369 

2.0% 

Total  Unduplicated  Members  Existing  & New 

1618 

1673 

3.4% 

Average  Subs/Mbr 

1.36 

1.38 

1.9% 

Software 

Total  Software 

81,369 

143 

86,948 

149 

5,579 

6.9% 

Total  Unduplicated  Members  Software 

139 

148 

6.5% 

Total 

22,741,241 

23,205,189 

463,948 

2.0% 

CV  as  of  April  1st  2008 

21,096,373 

Notes: 

last  12  months. 


2)  Member  Companies  is  equal  to  the  total  number  of  active  subscriptions  at  the  product  level.  Total  Member  Companies  is  equal  to  the  numbers  Member  Companies  with  at  least  one 
active  subscription. 
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2009  Performance  Report 
Orders  QTD  & MTD 


Printed:  4/24/2009 


SUBSCRIPTIONS 


Total  Subscription  Sales 


Q1 


Actual 

$(000) 


6,185 


2009 

Original 

Plan 

$(000) 


6,200 


Variance 
to  Plan 

(%) 


Prior  Yr. 
$(000) 


0% 


5,831 


Change 
2009/ 
2008 


6% 


Current  Month 


Actual 

$(000) 


2009 

Original 

Plan 

$(000) 


Variance 
to  Plan 


2,062 


1,970 


5% 


Prior  Yr. 
$(000) 


Change 
2009/ 
2008 


2,082 


-1% 


New  Business: 


Sales  Teams 


Upsell  (Mbr  Svcs) 


(A) 


Total 


1,652 


1,716 


-4% 


1,476 


12% 


432 


618 


642 


-4% 


405 


7% 


420 


3% 


213 


123 


74% 


2,084 


2,121 


-2% 


1,896 


10% 


830 


764 


9% 


448 


146 


595 


38% 


46% 


40% 


Renewals: 


Renewal  Sales 


(B) 


Renewal  Rate 


EVENTS 


Attendance 


Sponsorship 


OTHER 


e-Commerce  Document  Sales 


Speaker  Fees 


Consulting 


4,101 


4,079 


1% 


3,935 


4% 


1,232 


1,206 


2% 


75% 


74% 


0.4% 


72% 


2% 


75% 


74% 


1.6% 


146 


88 


67% 


137 


6% 


71 


41 


73% 


24 


36 


-34% 


53 


-55% 


10 


16 


-37% 


170 


124 


40 


39 


13 


37% 


190 


-11% 


81 


57 


42% 


5% 


31 


31% 


11 


12 


-8% 


-92% 


0% 


-76% 


0% 


10 


-100% 


0% 


1,487 


82% 


56 


23 


79 


12 


-17% 


-7% 


26% 


-56% 


2% 


0% 


0% 

0% 


NOTES: 


(A)  Upsell  includes  Strategic  team 


(B)  March  Renewal  total  includes  a ($39k)  reversal  for  BearingPoint  (this  is  a 50%  reserve  due  to  bankruptcy  filing);  excluding  this  adj,  renewal  rates  for  the  month  and  quarter 
were  78%  and  76%,  respectively  1 1 1 ' 1 
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2009  Performance  Report 
Orders  by  LOB  by  Month 


4/24/2009 


P„n„. 


Orders  by  Month  - 2009  Actual  ($000) 

Jan 

Feb 

Mar 

1 st  Qtr 

Apr 

May 

Jun 

2nd  Qtr 

Jul 

Aug 

Sep 

3rd  Qtr 

Oct 

Nov 

Dec 

4th  Qtr 

Year 

actual 

actual 

actual 

actual 

plan 

plan 

plan 

plan 

plan 

plan 

plan 

plan 

plan 

plan 

plan 

plan 

act/plan 

SUBSCRIPTIONS 

Available  Renewals 

1.900 

1.945 

1,632 

5,476 

1,407 

1,509 

1,782 

4,697 

1,463 

1,852 

1,590 

4,904 

1,712 

1.561 

3,569 

6,842 

21,920 

Renewal  Subscription  Orders 

1,489 

1,380 

1,232 

4,101 

1,042 

1,153 

1,318 

3,513 

1,090 

1,406 

1,164 

3,661 

1,263 

1,121 

2,781 

5,165 

16,440 

New  Subscription  Orders 

669 

585 

830 

2,084 

716 

661 

779 

2,156 

752 

861 

864 

2,477 

835 

884 

1,276 

2,996 

9,714 

Sales  Teams 

553 

482 

618 

1,652 

578 

532 

626 

1,736 

600 

680 

702 

1,982 

654 

719 

943 

2,316 

7,686 

Upsell  (Mbr  Svcs) 

116 

103 

213 

432 

138 

129 

153 

420 

152 

182 

162 

495 

181 

165 

334 

680 

2,027 

Other 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

. 

_ 

_ 

Total  Subscriptions 

2,158 

1,965 

2,062 

6,185 

1,758 

1,814 

2,098 

5,669 

1,842 

2,268 

2,028 

6,138 

2,098 

2,006 

4,058 

8,161 

26,153 

2009  Original  Plan 

2,063 

2.166 

1.970 

6,200 

1,758 

1,814 

2,098 

5,669 

1,842 

2,268 

2.028 

6,138 

2.098 

2,006 

4.058 

8,161 

26.168 

Prior  Year 

1.877 

1,872 

2 082 

5,831 

1,464 

1,493 

1,761 

4,718 

1,536 

2,049 

1,668 

5,252 

1.894 

1.560 

3,846 

7,300 

23,102 

Change  2009  / 2008 

6% 

20% 

17% 

12% 

13% 

EVENTS 

Attendance 

12 

63 

71 

146 

94 

149 

72 

314 

42 

65 

108 

215 

118 

50 

17 

185 

860 

Sponsorships 

5 

9 

10 

24 

29 

33 

19 

81 

20 

21 

26 

67 

27 

41 

34 

102 

273 

Total  Events 

17 

71 

81 

170 

123 

182 

91 

395 

62 

86 

134 

282 

145 

91 

51 

286 

1,133 

2009  Original  Plan 

12 

55 

57 

124 

123 

182 

91 

395 

62 

86 

134 

282 

145 

91 

51 

286 

1.087 

0 

rH 

ER 

e-Commerce  Document  Sales 

15 

14 

11 

40 

19 

5 

20 

44 

4 

34 

11 

49 

23 

10 

15 

48 

182 

e-Commerce  How-To  Sales 

- 

- 

- 

- 

- 

2 

3 

5 

3 

3 

3 

10 

4 

4 

10 

18 

33 

Speaker  Fees 

- 

- 

1 

1 

4 

4 

4 

13 

4 

4 

4 

13 

4 

4 

4 

13 

39 

T 

otal  Other 

15 

14 

12 

41 

23 

11 

27 

61 

12 

41 

18 

71 

31 

19 

30 

79 

253 

2009  Original  Plan 

14 

20 

17 

51 

23 

11 

27 

61 

12 

41 

18 

71 

31 

19 

30 

79 

263 

Tc 

ta 

1 Orders 

2,190 

2,050 

2,156 

6,396 

1,904 

2,006 

2,215 

6,126 

1,916 

2,395 

2,180 

6,491 

2,274 

2,115 

4,138 

8,527 

27,539 

2009  Original  Plan 

2,089 

2,241 

2,044 

6,374 

1,904 

2,006 

2,215 

6,126 

1,916 

2,395 

2,180 

6,491 

2,274 

2,115 

4.138 

8,527 

27,517 

To 

ta 

1 Orders  - 2008 

1,930 

1,959 

2,173 

6,062 

1,538 

1,569 

1,842 

4,949 

1,618 

2,153 

1,756 

5,527 

1,957 

1,607 

3,873 

7,436 

23,974 

c 

kS 

H EXPENDITURES 

feast 

Operating  expenses  (1) 

(2,235) 

(2,193) 

(1,742) 

(6,170) 

(1,900) 

(1,820) 

(1.792) 

(5,512) 

(1,958) 

(1,812) 

(1.799) 

(5,569) 

(2,004) 

(1,788) 

(1.792) 

(5,585) 

(22,835) 

Capital  expenditures  (2) 

!«1 

[111 

(74) 

(127) 

(25) 

(21) 

(39) 

(85) 

(159) 

(19) 

(54) 

(233) 

(19) 

(19) 

(21) 

(60) 

(505) 

Financing  expenditures  (3) 

(2) 

sa 

11 

1Z1 

(2) 

(2) 

(2) 

(7) 

(2) 

(3) 

(3) 

151 

(3) 

(3) 

(3) 

(8) 

(30) 

(2,278) 

(2,211) 

(1,816) 

(6,305) 

(1,927) 

(1,843) 

(1,834) 

(5,604) 

(2,120) 

(1,834) 

(1,855) 

(5,809) 

(2,026) 

(1.810) 

(1,816) 

(5,652) 

(23,370) 

M' 

rH 

LY  SALES  NET  OF 

CASH  EXPENDITURES 

(»*) 

(161) 

340 

91 

(23) 

163 

381 

521 

(204) 

561 

324 

682 

248 

305 

2,322 

2,875 

4,169 

Y1 

D 

SALES  NET  OF 

CASH  EXPENDITURES 

(88) 

(249) 

91 

91 

68 

231 

613 

613 

409 

970 

1,294 

1,294 

1,543 

1,848 

4,169 

4,169 

4,169 

a 

otes 

(1)  All  cash  disbursements  (excludes  customer  refunds) 

(2)  & (3)  Per  the  Cash  Flow  Statement 
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2009  Performance  Report 
Competitive  Won  Lost  Trend 


P rlnm 


Competitive  Won  Lost  - Rolling  13  Months 


e $250,000  -- 
■ 
p 


Mar-08  Apr-08  May-08  Jun-08  Jul-08  Aug-08  Sep-08  Oct-08  Nov-08  Dec-08  Jan-09  Feb-09  Mar-09 


wins$  m LossesS 

--  — Wins#  -^—Losses# 

For  the  Month  Ending  March  31,  2009 

Won 

Lost 

Win  Rates 

Competitors 

#of 

cv  $$ 

# of 

CV  $$ 

by# 

by  $ 

Federal  Sources 

15 

$160,475 

8 

$83,985 

65% 

66% 

E-Pipeline 

6 

$52,974 

2 

$18,150 

75% 

74% 

Onvia 

1 

$6,195 

2 

$51,950 

33% 

11% 

Centurion 

2 

$22,250 

2 

$25,800 

50% 

46% 

Carrolls 

1 

$24,500 

0 

$0 

100% 

1 00% 

Other  Unknown 

0 

$0 

1 

$12,900 

0% 

0% 

CJIS 

1 

$5,382 

0 

$0 

100% 

1 00% 

FedXccel 

1 

$5,280 

0 

$0 

100% 

100% 

FindRFP 

1 

$4,646 

0 

$0 

100% 

100% 

Grand  Total 

28 

$281,703 

15 

$192,785 

65% 

59% 

4/24/2009 
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2009  Performance  Report 
Competitive  Switches  Trend 


Printed:  4/24/2009 


12 

0) 

P 


Competitive  Switch  Won  Lost  Trend  - Rolling  13  Months 


T 30 


--  25 


--  20 


--  15 


--  10 


--  5 


12 

0) 

■O 

O 

% 


Mar-08  Apr-08  May-08  Jun-08  Jul-08  Aug-08  Sep-08  Oct-08  Nov-08  Dec-08  Jan-09  Feb-09  Mar-09 


I Wins  $ C— i Losses  $ Wins  # Losses  # 


For  the  Month  Endinc 

3 March  31,  2009 

Won 

Lost 

Win 

Rates 

Competitors 

#of 

CV  $$ 

# of 

CV  $$ 

by  # 

by  $ 

Federal  Sources 

4 

$31,559 

0 

$0 

100% 

100% 

Onvia 

1 

$6,195 

2 

$51,950 

33% 

11% 

E-Pipeline 

2 

$10,567 

0 

$0 

100% 

100% 

FindRFP 

1 

$4,646 

0 

$0 

100% 

100% 

Centurion 

1 

$12,800 

0 

$0 

100% 

100% 

Carrolls 

1 

$24,500 

0 

$0 

100% 

100% 

FedXccel 

1 

$5,280 

0 

$0 

100% 

100% 

Grand  Total 

11 

$95,547 

2 

$51,950 

85% 

65% 
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2009  Performance  Report 
QTD  Competitive  Analysis 


Printed:  4/24/2009 


1 

Break-down  of  summary  Competitive  W/L  Analysis: 

Wins 

CV  Value 

Losses 

CV  Value 

All  competitive 

72 

$ 777,291 

41 

$ 567,812 

New  Business 

61 

$ 646,695 

34 

$ 430,962 

Renewals 

11 

$ 130,596 

7 

$ 136,850 

Switches 

28 

$ 300,371 

6 

$ 90,200 

Whv  are  we  losinq? 

Company  Size 

Reason  For  Loss 

# of  companies 

CV$ 

% of  Total 

Enterprise 

Lack  of  Budget 

3 

$74,075 

7.32% 

Price 

1 

$26,400 

2.44% 

Other 

1 

$35,500 

2.44% 

Mid-Market 

Price 

5 

$100,650 

12.20% 

Other 

1 

$16,550 

2.44% 

Small  Business 

Price 

17 

$173,237 

41 .46% 

Other 

7 

$80,950 

1 7.07% 

Product  Quality 

3 

$26,500 

7.32% 

Lack  of  Budget 

3 

$33,950 

7.32% 

Grand  Total 

41 

$567,812 

100.00% 

Whv  are  we  winninq? 

Company  Size 

Reason  For  Win 

# of  companies 

CV$ 

% of  Total 

Enterprise 

Content  Quality 

5 

$96,001 

6.94% 

Key  Information 

4 

$105,596 

5.56% 

New  Business/Strategy 

1 

$9,900 

1 .39% 

Interface  Quality 

1 

$14,685 

1 .39% 

Strategic 

Key  Information 

2 

$29,484 

2.78% 

Mid-Market 

Content  Quality 

4 

$57,025 

5.56% 

Key  Information 

2 

$14,100 

2.78% 

Key  Information,  Content  Quality 

1 

$12,800 

1 .39% 

Price 

1 

$10,000 

1.39% 

Small  Business 

Content  Quality 

36 

$307,263 

50.00% 

Key  Information 

6 

$53,313 

8.33% 

Customer  Service 

4 

$33,433 

5.56% 

Price 

3 

$11,232 

4.17% 

Customer  Service,  Content  Quality 

1 

$12,459 

1.39% 

New  Business/Strategy 

1 

$10,000 

1 .39% 

Grand  Total 

72 

$777,291 

100.00% 

What  are  we  seeing  in  the  marketplace? 

1 . We  are  winning  on  "content  quality",  losinq  on  "price". 

2.  Economic  Stimulus  offering  has  rekindled  several  prospect  conversations. 

mentioned  in  Financial  Svcs  interviews.) 
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2009  Performance  Report 
Income  Stmt  - QTD 


Date  Printed:  4/24/2009 


QUARTER-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2009 / 
2008 (%) 

Original  Plan 
($) 

Variance  to 
Original  Plan 
(%) 

Revenue 

Subscrtptions 

5,775,471 

5,371,599 

8% 

5,736,231 

1% 

Events 

205,134 

105,986 

94% 

109,330 

88% 

Other 

68,730 

51,207 

34% 

51,043 

35% 

Total  Net  Revenue 

6,049,335 

5,528,792 

9% 

5,896,603 

3% 

Op 

erations,  Total 

1,389,178 

1,476,826 

6% 

1,506,983 

8% 

% of  Revenue 

23% 

27% 

4% 

26% 

3% 

Member  Services,  Total 

814,780 

844,129 

3% 

872,122 

7% 

% of  Revenue 

13% 

15% 

2% 

15% 

1% 

Cost  of  Services,  Total 

2,203,958 

2,320,954 

5% 

2,379,105 

7% 

% of  Revenue 

36% 

42% 

6% 

40% 

4% 

Gross  Income  / (Loss) 

3,845,377 

3,207,838 

20% 

3,517,499 

9% 

I Gross  Profit  % 

64% 

58% 

6% 

60% 

4% 

Sales,  Total 

1,139,159 

1 ,236,842 

8% 

1,187,552 

4% 

% of  Revenue 

19% 

22% 

4% 

20% 

1% 

Ma 

rketing,  Total 

409,086 

194,689 

-110% 

492,088 

17% 

% of  Revenue 

7% 

4% 

-3% 

8% 

2% 

R& 

D,  Total 

337,790 

402,778 

16% 

354,191 

5% 

% of  Revenue 

6% 

7% 

2% 

6% 

0% 

General  & Administrative,  Total 

1,131,386 

1 .054,684 

-7% 

1,217,421 

7% 

% of  Revenue 

19% 

19% 

0% 

21% 

2% 

Corporate  Expenses,  Total 

181,143 

290.862 

38% 

174,637 

-4% 

% of  Revenue 

3% 

5% 

2% 

3% 

0% 

Provision  for  Bonuses 

257,349 

112,215 

-129% 

257,348 

0% 

Total  Expenses 

5,659,871 

5,613,025 

-1% 

6,062,342 

7% 

EBITDA 

389,464 

(84,233) 

— 

(165,739) 

_ 

% of  Revenue 

6% 

-2% 

- 

-3% 

- 

1 

Depreciation  & Amortization 

105,565 

97,840 

-8% 

101,594 

-4% 

Operating  Income  / (Loss) 

283,899 

(182,073) 

- 

(267,333) 

- 

Other  Revenues  / (Expenses) 

15,735 

72,175 

-78% 

30,656 

-49% 

Income  / (Loss)  Before  Taxes 

299,634 

(109,898) 

- 

(236,677) 

— 

Provision  for  Income  Taxes 

- 

- 

0% 

- 

0% 

Net  Income  / (Loss) 

299,634 

(109,898) 

- 

(236,677) 

- 

[ % of  Revenue 

5% 

-2% 

- 

-4% 

1 

Ex-Budget: 

! AGI  Project 

(43,904) 

- 

- 

- 

- 

Net  Income  / (Loss),  adjusted 

255,730 

(109,898) 

- 

(236.677) 

- 

| % of  Revenue 

4% 

-2% 

- 

-4% 

_ 

n 

NOTES  / INSIGHTS: 

(A) 

Percentages  are  presented  as  positive  for  favorable,  negative  for  unfavorable 

(B) 

Revenue  vanance  (vs.  Oriainal  Plan):  Events  - Actual  attendance  greater  than  Plan  plus  unbi 

jdgeted  partnered 

event 

with  SIIA;  Other  Rev  - Actual  includes  $15k  for  upfront  revenue  recognized  on  Stimulus  Suites  (percentage 

allocable  to  the  Report  component) 

(C) 

Fa 

vorable  exD  variances  (vs.  Ortainal  P 

an):  Personnel  $1 

81k  (headcount  8 

below  Plan);  Rec 

ruiting  $67k  (timin 

g); 

Travel  $43k;  Marketing  $38k  ($22k  advertising,  web,  collateral,  etc.  & $1 7k  for  tradeshow  attendance): 

Misc  Office/Computer  Supplies  $28k;  Other  Professional  Svcs  $25k;  Training  $22k 

Unfavorable  exD  variances  (vs.  Ortainal  Plan):  Legal  expenses  $27k  (timing,  includes  one-tin 

ie  Practices  revie 

ws) 

(D) 

Corporate  Expenses  includes  Board  expenses  (ind.  all  CunninQham  costs),  one-time  corporate  items  such  as  CEO 

1 recruitment  and  the  Delaware  reincorporation,  Board-related  leqal  fees,  and  similar  items. 

(E) 

3rovision  for  Bonuses  includes  the  bonus  accrual  for  all  non-sales  & mbr  svcs.  staff. 

1 2009  does  NOT  include  accrual  for  the  Chairman,  2008  includes  the  Chairman's  amount. 

(F) 

Prtor  year  amounts  have  been  revised  to  reflect  the  bonus  provision  on  a straiQht-line  basis 
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2009  Performance  Report 
Income  Statement  Actual-Plan 


P„«,.0  4/24/2009 


2009  ACTUAL  / ORIGINAL  PLAN  (*000s) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Actual 

Actual 

Actual 

Plan 

Plan 

Plan 

Plan 

Plan 

Plan 

Plan 

Plan 

Plan 

Acl/Plan 

Ore 

lers 

Renewal  Base 

1,900 

1,945 

1,632 

1,407 

1,509 

1,782 

1,463 

1,852 

1,590 

1,712 

1,561 

3,569 

21,920 

Subscnptions  - Renewal 

1,489 

1,380 

1,232 

1,042 

1,153 

1,318 

1,090 

1,406 

1,164 

1,263 

1,121 

2,781 

16,440 

16,418 

22 

Renewal  rate 

78% 

71% 

75% 

74% 

76% 

74% 

75% 

76% 

73% 

74% 

72% 

78% 

75% 

Subscriptions  - New 

669 

585 

830 

716 

661 

779 

752 

861 

864 

835 

884 

1,276 

9,714 

9,750 

(36) 

Sales  Teams 

553 

4821 

618 

578 

5321 

626 

600 

680 

702 

654 

719 

943 

7,686 

7,750 

(6f2 

Upsell 

116 

103 

213 

138 

129 

153 

152 

182 

1 62 

181 

T6T> 

334 

2.027 

2,000 

27 

Events 

17 

71 

81 

123 

182 

91 

62 

86 

134 

145 

91 

51 

1,133 

1,087 

46 

Other 

15 

14 

12 

23 

11 

27 

12 

41 

18l 

31 

191 

30 

253 

263 

(10) 

Total  Orders 

2,190 

2,050 

2,156 

1,904 

2,006 

2,215 

1,916 

2,395 

2,180 

2,274 

2,115 

4,138 

27,539 

27,517 

22 

Total  Orders  - 2008 

1,930 

1,959 

2,173 

1,538 

1,569 

1,842 

1,618 

2,153 

1,756 

1,957 

1,607 

3,873 

23,974 

Re 

/enue 

Subscriptions 

1,919 

1,928 

1,928 

1,939 

1,957 

1,985 

2,017 

2,048 

2,093 

2,131 

2,153 

2,177 

24,275 

24,236 

39 

96 

Events 

1 

Too1 

105 

29 

2VT 

146 

35 

88 

85 

183 

108 

74 

1,169 

1,073 

Other 

16 

22 

31 

23 

11 

27 

12 

41 

18 

31 

19 

30 

281 

263 

18 

Total  Net  Revenue 

1,935 

2,050 

2,064 

1,991 

2,185 

2,158 

2,064 

2,177 

2,196 

2,345 

2,279 

2,280 

25,725 

25.572 

153 

% Growth 

6% 

1% 

-4% 

10% 

-1% 

-4% 

6% 

1% 

7% 

-3% 

0% 

Prior  Year 

1,820 

1,825 

1,883 

1,937 

1,825 

1,917 

1,850 

1,886 

1,956 

2,038 

1,931 

1,941 

22,809 

Op 

orations 

Personnel 

383 

389 

402 

409 

409 

418 

419 

419 

419 

419 

418 

418 

4,924 

4,980 

56 

Other  Expense 

45 

85 

86 

61 

126 

62 

61 

73 

61 

111 

55 

61 

887 

949 

62 

Operations,  Total 

428 

473 

488 

471 

535 

480 

480 

492 

480 

530 

473 

479 

5,810 

5,928 

118 

% of  Revenue 

22% 

23% 

24% 

24% 

24% 

22% 

23% 

23% 

22% 

23% 

21% 

21% 

23% 

23% 

_J 

Member  Services 

Personnel 

269 

259 

260 

290 

279 

293 

310 

300 

299 

308 

304 

303 

3,475 

3,516 

41 

Other  Expense 

2 

12 

13 

15 

TIP 

15 

15 

15 

15 

15 

15 

15 

159 

176 

16 

Member  Services,  Total 

271 

271 

273 

305 

294 

307 

325 

315 

314 

323 

319 

318 

3,635 

3,692 

57 

% of  Revenue 

14% 

13% 

13% 

15% 

13% 

14% 

16% 

14% 

14% 

14% 

14% 

14% 

14% 

14% 

i 

Cost  of  Services,  Total 

699 

745 

761 

775 

829 

788 

806 

807 

794 

853 

792 

797 

9,445 

9,620 

175 

% of  Revenue 

36% 

36% 

37% 

39% 

38% 

37% 

39% 

37% 

36% 

36% 

35% 

35% 

i 

Gross  Income  / (Loss) 

1,236 

1,306 

1,303 

1,216 

1,356 

1,370 

1,258 

1,370 

1,401 

1,492 

1,487 

1,484 

16,280 

15,952 

328 

Gross  Profit  % 

64% 

64% 

63% 

61% 

62% 

63% 

61% 

63% 

64% 

64% 

65% 

65% 

63% 

62% 

Sales 

Personnel 

381 

356 

343 

357 

354 

364 

364 

368 

368 

365 

362 

366 

4,347 

4,372 

25 

Other  Expense 

18 

18 

24 

28 

27 

27 

27 

27 

27 

27 

27 

27 

307 

330 

23 

Sa 

es,  Total 

399 

373 

367 

385 

381 

391 

391 

396 

395 

392 

390 

393 

4,654 

4,702 

48 

% of  Revenue 

21% 

18% 

18% 

19% 

17% 

18% 

19% 

18% 

18% 

17% 

17% 

17% 

18% 

18% 

i 

Ma 

rketi 

"9  _ . 

Personnel 

64 

53 

77 

89 

85 

101 

100 

99 

99 

99 

98 

97 

1,060 

1,118 

58 

Other  Expense 

69 

87 

59 

63 

63 

63 

63 

63 

63 

63 

63 

63 

782 

808 

25 

Ma 

rketing,  Total 

133 

140 

136 

152 

148 

164 

163 

162 

162 

162 

161 

160 

1,843 

1,926 

83 

% of  Revenue 

7% 

7% 

7% 

8% 

7% 

8% 

8% 

7% 

7% 

7% 

7% 

7% 

7% 

8% 

R& 

U 

Personnel 

80 

122 

105 

118 

117 

121 

120 

120 

120 

120 

119 

117 

1,378 

1,384 

6 

Other  Expense 

24 

2 

5 

9 

9 

9 

9 

9 

9 

9 

9 

9 

110 

120 

10 

R&P,  Total 

104 

124 

110 

127 

126 

129 

128 

128 

128 

128 

128 

126 

1,488 

1,504 

16 

% of  Revenue 

5% 

6% 

5% 

6% 

6% 

6% 

6% 

6% 

6% 

5% 

6% 

6% 

6% 

6% 
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2009  Performance  Report 
Balance  Sheet 


Actual  ($) 

Prior  Yr.  ($) 

Change 
2009/2008  (%) 

2009  Original 
Plan  ($) 

Variance  to 
Original 
Plan  (%) 

Variance  to 
Original  Plan 
<$) 

Assets 

Current  Assets 

Cash  and  Cash  Equivalents 

(A) 

$ 6,358,566 

$ 4,854,535 

31% 

$ 5,843,963 

9% 

$ 514,603 

Accounts  Receivable,  net 

1AL 

2,438,959 

2,689,094 

-9% 

2,865,737 

-15% 

(426,778) 

Other  Current  Assets 

(B) 

1,503,353 

1,357,706 

11% 

1,347,636 

12% 

155,717 

Total  Current  Assets 

10,300,878 

8,901,335 

16% 

10,057,336 

2% 

243,542 

Fixed  Assets 

Fixed  Assets 

3,104,171 

2,781,659 

12% 

3,124,357 

-1% 

(20,186) 

| Less  Depreciation  & Amort. 

(2,249,811) 

(2,052,140) 

10% 

(2,245,840) 

0% 

(3,971) 

Net  Fixed  Assets 

854,360 

729,519 

17% 

878,517 

-3% 

(24,157) 

Other  Assets 

477,294 

457,654 

4% 

478,112 

0% 

(818) 

Total  Assets 

$ 11,632,532 

$ 10,088,508 

15% 

$ 11,413,964 

2% 

$ 218,568 

| 

Liabilities 

Current  Liabilities 

Accounts  Payable 

(C) 

$ 86,982 

$ 239,029 

-64% 

$ 214,373 

-59% 

$ (127,391) 

Other  Accrued  Liabilities 

1,202,363 

1,037,834 

16% 

1,149,112 

5% 

53,251 

Capital  lease,  current 

69,247 

68,957 

0% 

69,251 

0% 

(4) 

Deferred  Revenue  (Net  of  Unbilled) 

10,832,265 

10,504,302 

3% 

11,052,856 

-2% 

(220,591) 

Total  Current  Liabilities 

12,190,857 

11,850,122 

3% 

12,485,593 

-2% 

(294,736) 

Non-Current  Liabilities 

Deferred  Rent 

I 

802,826 

329,112 

144% 

802,826 

0% 

0 

Total  Liabilities 

12,993,683 

12,179,234 

7% 

13,288,419 

-2% 

(294,736) 

Shareholders'  Equity 

Common  and  Treasury  Stock 

(230,475) 

(308,561) 

-25% 

(230,226) 

0% 

(249) 

Currency  gain  (loss) 

(262) 

(262) 

0% 

(262) 

0% 

Retained  Earnings  - Accumulated 

(1,386,144) 

(1,672,005) 

-17% 

(1,407,289) 

-2% 

21,145 

Retained  Earnings  - Current  Year 

255,730 

(109,898) 

- 

(236,677) 

— 

492,407 

Total  Shareholders'  Equity 

(1,361,151) 

(2,090,726) 

-35% 

(1,874,454) 

27% 

513,303 

Total  Liabilities  & Shareholders'  Equity 

$ 11,632.532 

$ 10,088,508 

15% 

$ 11,413,964 

2% 

$ 218,568 

Cash  Pledged  as  Collateral  for  Personal 

Loan  to  Principal  Stockholders 

1,833,611 

1,519,874 

21% 

NOTES  / INSIGHTS 

(A) 

Favorable  cash  variance  due  primarily  to  favorable  expense  variance 

Unfavorable  AR  variance  due  to  higher  proportion  of  split-billinc 

payment  terms 

han  anticipated 

n the  Plan-see  Note  D 

M 


Timing-actual  includes  $147k  for  barters 


iC) 


Combined  Accounts  Payable/Accrued  Liabilities  variance  immaterial 


M 


Deferred  Revenue  variance  to  Original  Plan  due  to  a higher  proportion  of  split-billing  payment  terms  than  anticipated  in  the  Plan; 


2009  QTD  was  56/44  upfront/split  (2008  was  63/37  for  the  year) 


4/24/2009 
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Staffing 


As  of  April  1,2009 

NUMBER  OF  STAFF 

1/1/2009 

4/1/2009 

Plan 

Mar  Hires 

Mar 

Terms 

Transfers 

Hires 
2009  YTD 

Terms 
2009  YTD 

New  Business  Sales 

Executive  Management 

1.00 

1.00 

1.00 

. 

. 

. 

Sales  & Support  Managers 

4.00 

3.00 

3.00 

. 

. 

(1.00, 

- 

. 

Sales  People  (includes  GovEdge  1/1/09) 

26.00 

27.00 

27.00 

2.00 

1.00 

(2.00 

4.00 

1.00 

Sales  Support  (Includes  SLAs,  etc.) 

5.80 

5.80 

5.80 

- 

- 

- 

- 

- 

Subtotal 

36.80 

36.80 

36.80 

2.00 

1.00 

(3.00 

4.00 

1.00 

Member  Services 

Executive  Management 

1.00 

1.00 

1.00 

. 

. 

. 

. 

. 

Managers 

5.00 

4.00 

5.00 

. 

1.00 

. 

. 

1.00 

Advisors  (includes  Strategic) 

24  00 

25.00 

25.00 

1.00 

. 

. 

1.00 

_ 

Support  & FOIA 

6.00 

1 7.00 

8.00 

- 

1.00 

- 

- 

Subtotal 

36.00 

37.00 

39.00 

1.00 

1.00 

1.00 

1.00 

1.00 

Marketin 

a. 

Executive  Management 

1.00 

1.00 

1.00 

- 

- 

. 

. 

. 

Managers 

2.80 

4.00 

5.00 

0.20 

- 

. 

1.20 

Marketing  Staff 

2.00 

1.00 

2.00 

- 

1.00 

. 

_ 

1.00 

Events 

1.00 

1.00 

2.00 

- 

- 

- 

- 

Subtotal 

6.80 

7.00 

10.00 

0.20 

1.00 

_ 

1.20 

1.00 

Total  Sales  & Marketing 

79.60 

80.80 

85.80 

3.20 

3.00 

(2.00) 

6.20 

3.00 

Research  & Analysis  Services 

Executive  Management 

1.00 

1.00 

1.00 

. 

- 

. 

_ 

. 

Managers 

9.00 

9.00 

9.00 

- 

. 

. 

. 

. 

Staff  Federal  IS 

26.50 

1 29.50 

30.40 

- 

. 

1.00 

3.00 

1.00 

Staff  S&L  IS 

13.50 

12.50 

13.50 

. 

. 

. 

_ 

1.00 

Staff  IAP 

3.75 

3.75 

3.75 

- 

- 

- 

. 

. 

Support  & Other 

1.00 

1.00 

1.00 

- 

- 

- 

- 

Subtotal 

54.75 

56.75 

58.65 

. 

. 

1.00 

3.00 

2.00 

Research  & Development  and  IT 

Executive  Management 

1.00 

1.00 

. 

. 

. 

1.00 

_ 

Managers 

4.00 

4.00 

4.00 

- 

. 

. 

. 

. 

Operations  & Support 

2.00 

3.00 

3.00 

- 

- 

1.00 

_ 

_ 

Analysts  & Developers 

6.00 

6.00 

7.00 

1.00 

- 

1.00 

1.00 

Subtotal 

12.00 

14.00 

15.00 

1.00 

. 

1.00 

2.00 

1.00 

Finance 

Si  Administration 

Executive  Management 

1.00 

1.00 

1.00 

- 

- 

. 

. 

. 

Managers 

300 

3.00 

3.00 

- 

. 

- 

. 

. 

Accounting 

5.00 

5.00 

5.00 

. 

. 

- 

. 

_ 

Administration 

3.00 

3.00 

3.00 

1.00 

1.00 

. 

1.00 

1.00 

HR 

1.00 

1.00 

1.00 

- 

- 

- 

- 

Subtotal 

13.00 

13.00 

13.00 

1.00 

1.00 

. 

1.00 

1.00 

Executive  Management  Corporate 

1.00 

1.00 

1.00 

. 

- 

. 

. 

. 

Office  of  the  Chairman 

1.00 

1.00 

1.00 

. 

. 

. 

. 

1 

TOTAL  INPUT  Staffing 

161.35 

166.55 

174.45 

5.20 

400 

12.20 

7.00 

SPi  STAFFING 

Bid  and  News  Article  Processing 

Federal  News  Article  Processing 

0.75 

0.75 

S&L  Bid  & News  Article  Processing 

4.50 

450 

GovEdge 

8.75 

3.75 

Federal  Labor  Pricing  Work 

- 

1.00 

Federal  Contacts  Updating 

8.75 

8.75 

S&L  Contacts  Update 

1.25 

1.25 

TOTAL  SPi  STAFFING 

24.00 

20.00 

- 

- 

. 

. 

. 

TOTAL  with  SPi  Staffing 

185.35 

186.55 

174.45 

5.20 

4.00 

. 

12.20 

7.00 

i 

Voluntary 

4.00 

Temporary  Staffing: 

Actual  | 

Involuntary 

3.00 

March  | 

Support  & FOIA 

0.75 

Research  & Analysis  Staff  Federal  IS 

0.50 

i i 

1.25 
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2009  Performance  Report 
#Users  per  Service 


4/24/2009 


Monthly  Unique  Product  Visitors 


Federal  Products 


Opportunities 

9,044 

Contacts 

1,035 

Organization  Charts 

867 

Agency  Profiles 

1,962 

Account  Planners  (1) 

Vendor  Performance  Profiles 

777 

Teaming  Profiles 

2,172 

Labor  Pricing 

272 

Task  Orders 

253 

S&L  Products 

Tracked  Opportunities 

1,460 

Opportunity  Alerts 

899 

Contacts 

180 

Profiles 

325 

Grants 

15 

Vertical  Profiles 

157 

Analysis  Products 

Federal  Industry  Analysis 

540 

S&L  Industry  Analysis 

411 

Product 

Feb-08 

User  Accounts  Beginning  of  Month 

15,173 

15,440 

15,863 

16,102 

16,815 

16,817 

16,595 

17,056 

17,400 

17,718 

17,567 

18,451 

19,469 

User  Accounts  Added 

1,977 

2,040 

1,988 

2,009 1 

2,212 

2,094 

3,440 

2,623 

1,891 

2,253 

2,620 

2,356 

2,280 

User  Accounts  Deactivated 

1,710 

1,617 

1,749 

1,296 

2,210 

2,316 

2,979 

2,279 

1,573 

2,404 

1,736 

1,338 

2,028 

User  Accounts  End  of  Month 

15,440 

15,863 

16,102 

16,815 

16,817 

16,595 

17,056 

17,400 

17,718 

17,567 

18,451 

19,469 

19,721 

Account  Utilization 

# of  Accounts  Utilized 

11,691 

12,159 

11,886 

12,175 

12,326 

12,472 

12,807 

13,602 

12,853^ 

13,186 

14,691 

15,092 

15,734 

Accounts  Used  Per  Member  Company 

8.3 

8.4 

8.2 

8.3 

8.4 

8.3 

8.3 

8.7 

8 2 

8.1 

8.9 

9.2 

9.4 

# of  Visits  (2)  (3) 

67,433 

76,293 

81,505 

87,261 

106,514 

106,137 

110,899 

126,409 

101,362 

110,369 

129,136 

129,184 

143,024 

Visits  Per  Member  Company 

47.7 

53.0 

55.9 

59.6 

72.2 

70.7 

72.0 

81.3 

64.5 

6872 

78.4 

78.4 

85.5 

Avg  Visit  Duration  (mins)  (2)  (3) 

16:27 

16:18 

14:18 

13:55 

12:32 

13:14 

13:26 

13:33 

13:16 

13:30 

14:21 

14:00 

13:58 

Shared  Teaming  Profiles 

21,597 

22,127 

22,545 

23,018 

23,501 

23,958 

24,444 

25,041 

25,511 

26,077 

26,789 

27,431 

28,069 

Opportunity  Interest  Advertisements 

1,961 

1,748 

1,899 

1,678 

1,476 

1,857 

2,226 

2,248 

1,876 

1,854 

2,313 

2,409 

3,058 

Note  1 - Account  Planners  were  introduced  as  a feature  of  Agency  Profiles  in  April  2008 

Note  2 - Implemented  refinement  to  usage  tracking  method  in  May  08  that  affects  tt  of  Visits,  Visit  Duration  and  Page  Views 

28% 

15% 

19% 

28% 


35% 

14% 

112% 

79% 

-15% 

30% 

56% 


Note  4 - Federal  Industry  Analysis  spike  in  Oct  2008  due  to  wide  release  of  Top  20  Federal  Opportunities  and  Top  10  Set  Aside  Opportunities  analysis  reports 
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DATE:  April  28,  2009 

TO:  INPUT  BOD 

FROM:  Tim  Dowd 

SUBJECT:  Q1  Results 

CC: 


MEMORANDUM 


The  Organization  pulled  together  to  achieve  a strong  finish  for  Ql,  as  we  ended  the  period  at  $6.4M  in 
Orders,  just  above  the  Orders  Plan.  All  teams  were  favorable  to  the  prior  year’s  QTD:  New  Sales  Teams 
were  up  12%,  MS’  renewal  rate  was  75%  vs.  72%,  and  Event  attendance  was  up  6%.  Over  $160K  of 
Stimulus  product  & report  orders  was  the  “cherry  on  top”  which  pushed  us  over  the  goal. 


Ql  Notables 

• Orders  Performance 

• For  the  QTD,  the  Renewal  Rate  was  75%  vs.  Original  Plan  (“Plan”)  of  74%  and  Prior  Year 
(“PY”)  of  72%. 

• QTD  New  Business  orders  of  S2.08M  (combined  Up-sell  and  Sales  Teams)  were  a bit  below 
Plan  of  $2.12M,  but  were  10%  above  PY;  Sales  teams  fell  short  of  Plan  by  $64K  and  Up-sell 
was  $27K  above  target,  thanks  to  Stimulus  product  sales  (see  Variance  Analysis  for  further 
discussion). 

• It  appears  that  the  investment  in  4 Sales  Development  Reps  (who  process  leads,  qualify 
prospects,  & set  up  appointments  for  the  Sales  Reps)  is  bearing  fruit,  based  on  the  amount  of 
business  won  in  which  an  SDR  had  involvement  (S925K). 

• Product  Details 

• New  sales  performance:  QTD,  Fed  Opps  units  sold  are  up  67%  (22  units),  while  Fed 
Solution  and  Fed  Complete  sales  are  in  a virtual  dead  heat  with  2008 ’s  units  sold, 
demonstrating  that  our  new  member  growth  has  come  from  entry-level  prospects.  Avg.  sales 
price  (as  a whole,  i.e.  all  Price  Tiers  aggregated  together)  for  Federal  product  has  stayed 
basically  even  to  PY  levels.  State  & Local  units  are  down  over  20%  from  PY. 

• Up-sell  performance:  QTD,  if  Stimulus  product  is  removed,  there  is  little  “good  news”  - CV 
is  down  consistently  from  PY,  with  S&L  Opps  and  Fed  IA  being  the  exceptions.  Stimulus 
Product  accounted  for  approx.  $140K  of  MS’  quarterly  Up-sell. 

• Event  orders  QTD  are  above  the  Plan  by  $46K  (plus  $58K  for  attendance,  minus  $12K  on 
sponsorships).  Actual  attendance  at  the  events  has  been  better  than  expected  ($20K  per 
breakfast  event  vs.  $12K  expected  and  $45K  for  the  March  seminar  vs.  $29K  expected). 

• Other  Financial  Details 

• Cash  position  of  S6.4M  was  higher  than  the  Plan  of  $5.8M  (due  primarily  to  favorable 
expense  variances) 

• QTD  Net  Income  of  $256K  exceeded  the  Plan’s  net  loss  by  $492K  and  prior  year  loss  by 
S366K.  Significant  favorable  variances  to  Plan  include  Events  revenue  of  $96K  (higher 
attendance  plus  $56K  from  SaaS/Gov,  a partnered  event  with  SIIA,  that  was  not  in  the  Plan), 
and  $248K  of  personnel  and  recruiting  costs  (headcount  8 below  Plan). 


M Board  Ql  2009  Summary  (2)  042709  PAC.docx 


Page  1 of  6 


Confidential  - INPUT 


Printed:  April  28,  2009 


• Web  Usage 

• The  upward  Web  usage  trend  from  Jan  and  Feb  continued  in  Mar  with  the  highest  levels  of 
page  views  by  members,  user  accounts,  accounts  utilized,  and  # of  visits  in  the  last  1 3 
months.  Page  views  by  members  broke  the  1 million  barrier  for  the  first  time. 

Variance  Analysis 

1 . Up-sell  - As  mentioned  above,  Up-sell  of  our  Existing  product  set  is  below  expectations,  and 
seems  to  be  on  a slight  downward  trend  as  a percentage  of  available  renewal  base.  Non-Stimulus 
Strategic  Upsell  was  approx.  $100K  this  QTD  against  a Plan  of  $89K,  vs.  $1 70K  last  QTD 
(approx.  $70K  this  yr.  from  Stimulus). . .thus  Non-Strategic,  the  bulk  of  the  member  base,  has 
been  particularly  weak,  with  non-Stimulus  sales  trailing  Plan  by  approx.  $120K.  Given  that 
retention  of  “entry  level”  members  ended  the  quarter  in  good  shape,  we  would  tend  to  attribute 
the  shortfall  to  a tightening  of  budgets/lack  of  optimism  at  smaller  enterprises,  due  to  the  general 
economy  - some  have  put  their  money  toward  the  Stimulus  products  because  that’s  “where  the 
action  is”,  but  squeezing  more  wallet  share  beyond  that  has  been  a challenge.  On  the  plus  side, 
we  are  pleased  that  we  have  retained  as  many  entry  level  Fed  customers  as  we  have  (Fed  Opps 
retention  was  87%  for  Mar.,  and  71%  for  the  quarter),  so  the  potential  to  expand  our  relationship 
within  our  existing  base  remains. 

2.  Contract  Value  by  Product  line  - Company  CV  ended  the  quarter  at  $23. 2M,  up  $460K.  $250K 
of  the  increase  is  from  Federal  IS,  thanks  to  the  Opps  and  Solution  products;  it  is  notable  that  Fed 
Complete  has  been  flat  at  $10. 1M  since  Jan  1 . S&L  IS  finished  up  $55K,  attributable  to  solid 
retention  (approx.  70%)  of  S&L  Complete  members,  while  IA  was  basically  flat.  About  $150K 
of  the  increase  was  attributable  to  Stimulus  products  (which  are  due  to  expire  on  Dec  3 1 ),  see  the 
next  point  for  more  discussion. 

3.  Stimulus  Products  - as  highlighted  in  the  opening  statement,  the  new  Stimulus  Products  (Portal 
and  Packages)  added  approx.  $1 50K  of  CV  to  the  quarterly  total,  and  one-off  stimulus-related 
report  sales  (mostly  thru  e-commerce)  contributed  approx.  $13K  more.  Member  Services 
currently  projects  up  to  $87K  in  sales  for  April;  while  the  product  is  not  catching  on  with 
prospects  as  much  as  members  up  to  this  point,  the  Sales  Teams  report  that  having  the  product 
“on  the  menu”  has  helped  them  get  our  “foot  in  the  door”  on  sales  calls. 

In  addition  to  the  financial  impact  of  Stimulus,  it  has  had  some  powerful  intangible  benefits.  It 
has  increased  our  industry  profile,  as  demonstrated  by  the  speaking  invitations  and  “partnership” 
requests  we’ve  received.  We  have  established  that  our  intellectual  products  have  value  and  that 
we  can  get  paid  accordingly;  we  proven  that  we  can  be  nimble,  as  shown  by  our  speed  to  market 
with  this  offering;  and  finally  it  has  widened  the  gap  between  INPUT  and  the  competition.  We 
are  hearing  from  prospects  that  their  leadership  has  instructed  them  to  obtain  an  INPUT 
membership. 

4.  Competitive  performance  - for  the  quarter,  we  continued  our  trend  of  superiority  in  head-to-head 
sales  competitions,  with  over  60%  of  our  competitive  win  members  citing  “content  quality”  as  the 
reason  for  signing  with  us.  When  we  lose,  the  reason  mentioned  most  is  “price”  (56%). 


Economy 

Nothing  new  to  report. . .continued  budget  pressures 
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Q2  Looking  Forward 

• Launch  ICAP  sales 

• Complete  launch  plan  for  Task  Orders 

• Increase  sales  capacity  in  New  sales 

• Launch  Deltek  Distribution  channel 

• Personnel  additions 

• ICAP  Leader 

• New  Product  Development 

• 2 Product  managers 

Functional  Reviews 
Michael  Rombach  - Marketing 
01  Objectives 

• The  primary  initiatives  and  objectives  for  Marketing  in  Ql,  2009  included  launching  at  least  one  new 
product,  improving  online  marketing  efficiency  to  drive  more  leads,  and  to  execute  a successful 
Events  strategy,  and  improve  the  quality,  consistency,  and  impact  of  INPUT'S  Public  Relations 
efforts. 

• We  successfully  developed  and  launched  the  Economic  Stimulus  product  suite  during  Ql , and  we 
also  released  Coverage  Expansion  product  enhancements  late  in  the  quarter.  Online  marketing 
efficiency  improved  dramatically  during  Ql,  with  overall  public  Web  Site  conversion  percentages 
more  than  tripling  versus  Q4’08.  Leads  generated  during  Ql  also  increased  by  105%  vs.  Q4.  Our 
Public  Relations  efforts  have  shown  considerable  improvement  with  115  media  mentions  in  Ql 
versus  91  in  Q4  08.  Mention  quality  improved  as  well  in  Ql  as  INPUT  appeared  in  9 national 
publications,  compared  to  5 in  Q408  - including  WSJ,  MarketWatch.com,  and  NBC.com.  Finally, 
our  Events  business  was  off  to  a positive  start  for  the  year,  having  exceeded  both  revenue  and 
attendance  goals  during  Ql . 

• Another  overall  objective  during  Ql  was  to  complete  staffing  with  accepted  offers  for  all  key 
management  positions.  Results  on  this  objective  were  mixed,  with  two  of  three  key  hires  made 
(Director  of  Marketing  Communications,  and  Events  Director),  and  another  still  vacant  (Product 
Management)  by  the  end  of  Ql . That  search  is  still  ongoing  after  an  offer  was  rejected  in  March. 

Ql  Objectives 

• The  critical  Marketing  and  Events  objectives  for  Q2  are  essentially  to  progress  made  in  Ql  (launch 
ICAP,  Financial  Services,  Task  Orders  and  OA).  Structure  product  management  to  compliment  Agile 
development.  Achieving  success  on  all  of  these  objectives  will  require  filling  open  roles,  and  a 
realignment  of  roles  for  some  personnel  currently  on  the  team. 

Mary  Beth  Cockerham  - Sales 

First  Quarter  2009 

• Sales  Productivity  Improvement:  Sales’  primary  objective  beyond  attaining  the  Ql  sales  plan  was 
increasing  our  sales  productivity.  We  improved  the  Sales  ROI  by  21.8%  YOY  for  Ql,  using  the 
Orders/Total  Sales  Cost  as  the  reference  metric  (The  Q108  ratio  is  1.19  and  Q109  1.45.)  Contributing 
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factors  for  this  improvement  were  the  ramping  of  the  Sales  Development  Representatives,  who 
qualified  and  participated  in  33%  of  all  Q1  transactions,  attrition  reduction  from  5 reps  in  Q108 
(13%)  to  one  rep  in  Q 109  (4%),  and  a significant  improvement  in  the  performance  distribution  of  reps 
(9  reps  over  quota  for  Q109,  compared  to  none  in  Q108.) 

• CovEx  Launch:  The  product  improvements,  broadened  coverage  of  non-IT  opportunities  and  the 
import  of  1 00K  new  non-IT  prospects  into  our  CRM  enabled  our  representatives  to  expand  their  sales 
efforts  into  new  segments  beyond  our  core  IT  prospects.  These  efforts  resulted  in  $1 92K  of  CovEx 
sales  in  Ql. 

• Sponsorship  Sales:  Sales  has  assumed  responsibility  for  all  event  sponsorship  sales  and  hired  a 
dedicated  sponsorship  sales  representative  in  Ql.  We  did  not  attain  the  Ql  sponsorship  sales  quota, 
finishing  at  83%  of  plan.  This  was  primarily  due  to  hiring  the  rep  midway  through  the  quarter. 

Second  Quarter  2009 

• Increase  S&L  Sales.  Our  primary  objective  for  Q2  is  to  increase  State  and  Local  sales  by  20%  QOQ, 
leveraging  the  increased  interest  in  this  market  generated  by  the  economic  stimulus.  Sales  is 
collaborating  with  Marketing  on  a series  of  email  promotions  to  targeted  state  vendors  and  on  several 
regional  events  in  Massachusetts,  Colorado,  Illinois  and  California  (San  Diego.)  In  addition,  our  Q2 
Sales  Certification  training  with  focus  on  our  S&L  solutions. 

• Implement  a Channel  Sales  Strategy : Sales  will  hire  a dedicated  channel  sales  representative  in  Q2 
and  formalize  referral  channel  agreements  with  at  least  three  distributors  (Tech  Data,  Ingram  Micro, 
Synnex,  etc.)  This  sales  rep  will  also  be  responsible  for  supporting  the  Deltek  channel  launch, 
pending  execution  of  this  agreement. 

• Increase  Sales  of  Analysis  Products'.  Sales  is  collaborating  with  the  Industry  Analysis  group  on 
concerted  efforts  to  increase  the  sale  of  our  analysis  products  to  prospects.  This  campaign  will  include 
profiling  target  accounts  based  on  the  segmentation  traits  of  our  current  LA  members,  collaborating 
with  Marketing  on  targeted  promotions  to  the  executives  responsible  for  strategy  development  and 
working  sales  campaigns  with  the  dedicated  Analysis  Sales  Rep  (individual  to  support  both  MS  and 
Sales  Analysis  sales.) 

Brian  Haney  - Member  Services 

First  Quarter  2009 

• Increase  Renewal  Rate  to  75%:  Our  key  objective  in  Member  Services  to  continue  to  increase  the 
renewal  rate  and  protect  our  core  base  of  business  was  achieved  for  the  quarter  by  a 0.5%  margin. 
Also  notable  is  the  increased  usage  trend,  which  proves  to  be  a significant  indicator  of  renewal  health. 
Usage  per  business  day  increased  36%  over  December  2008  levels.  Unique  users  increased  19%. 
We  planned  for  25%  growth  in  both  areas.  We  are  met  with  the  new  challenge  of  members  scaling 
back  to  basic  subscriptions  from  the  Complete  and  Solutions  packages  at  increased  rates  and  will  be 
looking  at  ways  to  stall  this  trend  in  Q2. 

• Drive  Increased  Up-Sell:  The  team  is  currently  on-track  in  up-sell  and  exceeded  quota  for  Ql  by  a 
7%  margin;  however,  33%  of  the  overall  dollars  sold  were  the  result  of  the  Stimulus  product.  The 
team  would  be  off-target  without  this  offering.  Furthermore,  sales  of  Industry  Analysis  and  the 
Complete  packages  declined  year  over  year.  We  feel  we  still  have  significant  un-tapped  runway  and 
have  lacked  a process  and  skill-set  to  develop  plans  to  approach  it.  This  has  highlighted  a need  to 
develop  a much  more  robust  sales  capacity  in  Member  Services  and  we  will  evaluate  this  need  in  Q2. 

Second  Quarter  2009 

• Optimize  the  Up-Sell  Organization:  Our  primary  Q2  goal  will  be  the  development  of  a strategic  plan 
to  optimize  the  up-sell  organization,  to  include  a detailed  analysis  of  our  runway,  an  assessment  of 
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our  current  capacity,  and  a plan  for  filling  skills  gaps  through  strategic  hiring.  Segmentation  analysis 
will  be  used  and  the  plan  will  include  focus  on  IA,  OA,  and  Task  Order  Aggregation.  Changes  to  our 
current  sales  “generalist”  model  are  expected. 

• Develop  a New  Product  Development  Plan:  Member  Services  is  one  of  the  most  important  catalysts 
for  getting  new  product  ideas  from  the  member  into  production.  Efforts  in  this  area  have  been 
unfocused  and  sporadic.  During  Q2,  the  Strategic  Accounts  team  will  be  charged  with  developing  a 
plan  to  address  this  issue. 

Kevin  Plexico  - Research  and  Analysis  Services 

First  Quarter  2009 

• Federal  Opportunities'.  Roughly  35%  (or  about  1,700  per  month)  of  our  monthly  updates  come  from 
notices  published  by  the  government  in  its  primary  procurement  notification  system,  called  FBO.  In 
Ql,  we  accelerated  the  speed  with  which  we  get  FBO  notices  incorporated  into  our  database  and 
notices  out  to  our  members.  We  reduced  the  average  time  it  takes  us  to  get  an  FBO  notice  updated  in 
INPUT  from  over  600  minutes  to  less  than  200  minutes.  Priority  Updates  allow  us  to  get  notices  out 
several  hours  ahead  of  FBO  which  only  sends  notices  overnight. 

• Task  Orders  Notification  System:  We  have  a plan  to  release  a new  product  in  mid-2009  that 
leverages  our  Web  scraping  technology  to  monitor  task  order  contracts  on  our  member’s  behalf  and 
centralize  all  of  their  task  order  opportunities  in  one  system.  We  completed  the  proposal  and 
collateral  and  rolled  it  out  to  the  Strategic  Account  team.  We  moved  the  training  of  Sales  and  the  rest 
of  Member  Services  to  Q2  so  they  could  focus  on  closing  out  a successful  Ql. 

• Launch  of  Economic  Stimulus  Offering:  We  developed  an  Economic  Stimulus  product  offering  in 
three  weeks.  Within  the  quarter,  we  delivered  the  first  eight  of  the  20  reports  as  scheduled.  We 
leveraged  existing  staff  to  develop  this  new  product;  no  new  hires  or  temporary  staff  were  used. 

• Operations  Renamed  ‘ Research  and  Analysis  Services’:  We  all  agreed  that  the  name  ‘Operations’ 
did  not  serve  us  well  in  the  marketplace.  We  polled  the  team  for  their  input  into  a new  name.  We 
chose  to  select  ‘Research  and  Analysis  Services’. 

Second  Quarter  2009 

• Launch  Task  Order  Opportunities  Notification  System:  Formally  release  this  new  product  offering 
as  planned  for  2009. 

• Implement  State  Account  Planners:  In  2008,  we  implemented  a very  popular  feature  in  our  Agency 
Profiles  offering  by  providing  PowerPoint  Agency  Account  Planners.  In  Q2,  we  will  implement  that 
same  feature  in  our  State  Profiles.  This  will  help  drive  sales  of  our  S&L  products. 

• Opportunity  Advisor:  Develop  plan  and  begin  execution  against  it  in  order  to  launch  this  new  product 
in  Q3.  We  still  need  to  resolve  the  positioning  of  ICAP  and  Opportunity  Advisor  to  make  sure  there 
is  a clear  distinction  between  what  members  get  in  each  product. 

Dwight  Gibbs  - Technology  Development 

First  Quarter  2009 

Our  key  objectives  were  to  launch  Coverage  Expansion  and  our  Stimulus  site.  Both  were  launched 
successfully.  Secondary  objectives  were  to  begin  the  design  of  the  Financial  Services  product  and  the 
redesign  of  our  Web  site.  Both  of  these  efforts  are  underway.  Rick  Golden  (one  of  our  two  project 
managers)  is  dedicated  to  the  Financial  Services  product.  We  hired  the  Matrix  Group  to  help  us  with  the 
site  redesign. 

Second  Quarter  2009 
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Our  primary  objectives  for  Q2  are  to  launch  Task  Orders  and  a beta  version  of  the  Financial  Services 
product.  Task  Orders  will  likely  be  the  last  significant  development  effort  on  the  ColdFusion  platform. 
We  will  develop  the  Financial  Services  product  on  Microsoft’s  .Net  platform.  This  product  will  serve  as 
a base  for  the  redevelopment  of  the  main  INPUT  site. 

We  will  also  deliver  three  options  for  the  redesign  of  our  Web  site.  The  primary  goals  of  the  redesign  are 
an  updated  look  & feel  and  improved  usability&  information  architecture. 

Kevin  Gates  - Admin/HR  & Finance 

First  Quarter  2009 

• Admin/HR:  Our  most  significant  objective  was  the  completion  of  the  “Employee  Handbook”,  which 
packages  several  of  our  key  employment  Practices  and  Policies  into  a collective  document.  We  are 
95%  complete,  in  that  MoFo  has  completed  their  review,  but  we  need  to  make  formatting  changes  to 
the  document,  and  clarify  a few  of  their  review  comments.  The  other  noteworthy  objective  was  to 
create  a reward  system  for  “Speed  and  Nimbleness”  for  the  company;  we  decided  to  have  an  award  at 
each  staff  meeting  for  the  employee  who  most  personified  those  values  for  that  month,  and  at  year- 
end  one  of  those  monthly  winners  will  be  selected  to  attend  the  company’s  Club  trip. 

• Finance : Our  key  objective  was  to  implement  the  “Advanced  Billing”  module  of  NetSuite  to 

automate  the  invoicing  of  orders  which  are  not  paid  100%  “up  front”;  this  was  completed 
successfully.  A secondary  automation  objective  was  to  semi-automate  our  weekly  internal  detail 
Orders  Report  using  NetSuite,  which  would  include  more  detailed  tracking  of  discounts;  this  was  also 
completed  as  scheduled. 

Second  Quarter  2009 

• Admin/HR : Our  primary  objective  for  Q2  is  to  expand  our  evaluation  of  automated  employee  annual 
review/career-pathing  tools;  we  will  be  scheduling  demos  and  evaluating  cost/benefit  of  the  options. 
We  are  also  building  a Training  Matrix,  primarily  for  managers  to  start,  which  will  identify  training 
topics/opportunities  which  we  feel  are  necessary  (or  which  are  legally  required,  such  as  sexual 
harassment  training  in  state  of  CA)  for  all  managers  to  have,  and  which  will  allow  us  to  track 
attendance  at  internal  or  external  trainings  on  those  topics. 

• Finance : Other  than  managing  a successful  audit  during  Q2,  our  main  goal  is  to  evaluate  NetSuite’s 
expanded  reporting  capabilities,  with  the  goal  of  determining  whether  or  not  we  can  eliminate  our 
need  to  create  a Balance  Sheet  and  Income  Statement  in  Excel.  We’d  like  to  use  produce  sample 
reports  by  the  end  of  the  period,  assuming  their  technology  will  support  our  formatting  and 
summarization  requirements. 
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Mr.  Kevin  Gates 

Director,  Finance  and  Administration 
INPUT 

10790  Parkridge  Boulevard,  Suite  200 
Reston,  VA  20191 

Subject:  Valuation  analysis  of  one  share  of  common  stock  of  INPUT 
Dear  Mr.  Gates: 


Pursuant  to  your  request,  we  have  performed  a valuation  analysis  to  estimate  the  fair  value  of  one  share  of 
the  common  stock  of  INPUT  (the  “Company")  as  of  December  ii,  2008  (“the  Valuation  Date").  The 
valuation  was  performed  for  the  purpose  of  issuing  stock  options. , The  valuation  may  be  used  only  for  the 
aforementioned  purpose  and  may  not  be  distributed  without  the  gxpress  written  consent  of  Reznick 
Group,  P.C.  (“Reznick"). 


This  is  a Summary  Report  which  is  intended  to  compl> 
American  Institute  of  Certified  Public  Accoi 
Valuation  Services  Number  1 ("SSVS  No.  1") 
complete  discussion  of  the  data,  reasoning 
estimate  of  value.  Supporting  document 
our  tiles.  The  depth  of  discussion  con 
intended  use  herein. 


the  reporting  requirements  set  forth  by  the 
PA")  under  Statement  of  Standards  for 
Report.  As  such,  it  does  not  include  a 
t were  used  in  the  valuation  to  develop  the 
the  data,  reasoning,  and  analyses  is  retained  in 
ort  is  specific  to  the  needs  of  the  client  and  for  the 


^recently  set  forth  by  SFAS  1 57,  is  defined  as: 


For  purposes  of  our  valuation. 


“ Fair  value  is  the  price  that  vp0tdd  be  received  to  sell  an  asset  or  paid  to  transfer  a liability  in  an 
orderly  transaction  between  market  participants  at  the  measurement  date.  ” 


Our  estimate  of  fair  value  is  based  on  a going  concern  premise.  The  going  concern  premise  assumes  that 
the  Company’s  assets  in  continued  use  as  part  of  a business  enterprise  represent  the  highest  and  best  use 
of  the  assets. 


We  have  analyzed  both  internal  and  external  factors  that  influence  value.  Internal  factors  include  the 
operations,  earnings,  distribution  expectations,  and  overall  financial  position.  External  factors  include  the 
economic  and  capital  market  outlooks,  the  outlook  for  the  industry,  and  the  competitive  environment. 
Additionally,  we  considered  factors  related  to  the  obligations,  rights  of  control,  marketability,  and  overall 
level  of  risk  inherent  in  ownership. 

Our  approach  to  the  valuation  analysis  includes  estimating  a value  that  would  provide  a fair  and 
reasonable  return  on  investment  to  a willing  buyer  in  view  of  the  facts  and  circumstances  available  to  us. 
Accordingly,  our  estimate  is  based,  in  part,  on  our  analysis  of  the  risks  involved  in  ownership,  and  the 
return  on  investment  that  would  be  required  on  alternative  investments  with  similar  levels  of  risk. 

In  performing  our  valuation  analyses,  we  relied  upon  information  provided  by  management,  the  owners. 
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and  other  third  parties  without  independent  verification.  We  performed  such  research  and  analysis, 
examination  of  documents,  and  inquiries  as  we  judged  necessary  in  the  circumstances.  Significant  sources 
of  information  relied  upon  are  detailed  in  footnotes  to  the  financial  and  valuation  schedules. 

Our  analysis  contemplates  facts  and  circumstances  that  exist  or  are  foreseeable  on  the  Valuation  Date. 
Events  and  circumstances  occurring  subsequent  to  the  valuation  date  have  not  been  considered  in  our 
analysis.  Accordingly,  our  estimate  of  value  is  valid  only  as  of  the  Valuation  Date. 

We  considered  various  valuation  methods  in  our  analysis.  Valuation  methods  can  generally  be  aggregated 
into  the  following  three  approaches: 


(1)  Asset  Based 

(2)  Income  Based 

(3)  Market  Based 


These  methods  may  be  utilized  to  first  estimate  the  value  of  a controlling  interest  with  appropriate 
adjustments  and  discounts  being  applied  to  value  a fractional  frwnekjiip  interest.  The  fair  market  value  of 
a fractional  interest  may  be  significantly  different  than  its|rb-rata  shar^of  the  underlying  net  asset  value. 
The  difference  in  value  may  be  due  to  the  lack  of  con^bl  ("pinority  ihterest  discount”)  and  the  lack  of 
liquidity  (“discount  for  the  lack  of  marketability”)  iriftem  in  a fractional  interest.  Alternatively,  a 
valuation  method  may  be  applied  directly  to  a fractional  interest,  taking  into  account  the  economic 
benefits  and  risks  inherent  in  owning  a fractional  iiftere 


Based  on  our  analysis  of  the  facts  and 
income  approach),  and  guideline  co 
common  stock. 


Method 


we  relied  on  the  discounted  cash  flow  method  (an 
(a  market  approach  in  valuing  the  Company’s 


The  following  summarizes  the  indieationsof  value  under  the  methods  that  we  applied: 


Indication 


Discounted  Cash  Flow  Method 
Guideline  Company  Method 


SI. 06 
$0.94 


We  relied  equally  upon  the  two  valuation  methods  in  reaching  a conclusion.  In  our  opinion,  each  method 
provides  a relevant  indication  of  value.  Therefore,  in  our  opinion,  the  estimated  fair  value  of  the 
Company’s  common  stock  is  S1.00  per  share  as  of  the  Valuation  Date. 
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This  estimate  of  value  is  based  on  the  assumptions  and  limiting  conditions  found  in  Tab  5 and  the 
accompanying  analysis,  and  that  there  are  no  undisclosed  facts  or  circumstances  that  would  materially 
affect  our  valuation. 

If  you  have  any  questions  regarding  these  matters,  please  call  us. 

Very  truly  yours, 

Reznick  Group,  P.C. 


Enclosure 


Brent  S.  Solomon  MSF,  CPA/y 


r 
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Fair  Value  of  One  Share  of  Common  Stock 
As  of  Decern  ber  3 1 , 20(18 

Guideline  Company  Method  Exhibit  12 

(In  Whole  Dollars ) 


Method 

Company  Statistic 
(a) 

Times: 

Selected 
Multiple  (b) 

Equals: 

Implied  Invested 
Capital 

Invested  capilal/Revenue 

$ 23,188,735 

0.60 

$ 13,913,241 

Invested  capital/EBlTDA 

867,833 

6.30 

5,467,345 

Invested  capital/EBIT 

471,710 

8 80 

4,151,044 

Calculation  of  Indicated  Fair  Value  of  One  Share  of  Common  Stock 

(c)  Selected  value 

(d)  Add : Excess  working  capital/f De ficiency ) 

(e)  Add:  Non-operating  assets 

(g)  Add:  Cash  and  cash  equivalents 

Subtotal 

(g)  Less:  Long-term  obligations  and  interest-bearing  debt 
Subtotal 

(f)  Add:  Proceeds  from  in-the-money  options 
"As  if  freely  traded"  equity  value 

( f)  Divide  by:  Fully  diluted  shares 

"As  if  freely  traded"  equity  value  per  share 

(h)  Less:  Discount  for  lack  of  marketability  (S. 

Indicated  fair  value  of  common  stock 


Footnotes: 

(a) 

(b) 


7,090,709 

(1,250,000) 

2,305,549 

4,101,887 


12,248,145 

(76,492) 


12,171,653 


12,171,653 

8,432,510 


35  0% 


1.44 

(0.51) 


0.94 


(c) 

(d) 

(e) 


(0 

(g) 

(h) 


Company  statistics  are  based  on  unaudited  financial  statements  for  the  twelve  months  ended  December  31,  2008,  as  provided  by  management 

Ihe  selected  multiples  consider  the  adjusted  multiples  ol  the  guideline  companies,  excluding  outliers,  and  relied  more  heavily  on  the  adjusted  multiples  of 

Gartner,  Inc.  as  it  is  considered  the  most  comparable  in  terms  of  business  operations. 

We  relied  more  heavily  on  the  invested  capital /EBITDA  multiples  as  a buyer  in  this  industry  would  most  likely  price  the  Company  based  on  an  EBITDA 
multiple. 

See  Exhibit  8:  Working  Capital/Liquidity  Analysis. 

See  Exhibit  3 Adjusted  Balance  Sheet  Non-operating  assets  include  a portion  of  cash  deposits  serving  as  collateral  for  a personal  bank  loan  to  the 
Company  s principal  stockholders  and  a portion  of  other  assets  (promissory  notes)  which  is  presented  as  a component  of  equity  on  the  audited  financial 
statements,  restricted  deposits  related  to  the  Company's  lease,  and  a deferred  tax  asset  related  to  the  Company's  net  operating  losses. 

See  Exhibit  15:  Capitalization  Table  - Guideline  Company  Method. 

See  Exhibit  3:  Adjusted  Balance  Sheet. 

See  Marketability  Discounts  tab  (Tab  3)  of  the  report. 
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Fair  V alue  of  Common  Stock 
As  of  December  31,  2007 

Guideline  C ompany  Method Exhibit  12 

(In  Whole  Dollars ) 


Method 

C ompany  Statistic 

Times: 

Selected 
Multiple  (c) 

Equals: 

Implied  Invested 
C apital  (d) 

Invested  capital/revenue 

(a) 

$ 22,825.262 

0 60 

$ 13,695.157 

Invested  capital/EBlTDA 

(b) 

1,764,203 

730 

12.878.68 1 

Calculation  of  Fair  Value  Per  Share 

Indicated  Invested  Capital  Value 

$ 

13,041,976 

Add:  Excess  working  capital/(deficiency) 

(1,800.000) 

Add  Other  assets  (e) 

289,379 

Add  Proceeds  from  in-the-money  options 

396,875 

Add  Cash  and  cash  equivalents 

2,336,048 

Indicated  Business  Enterprise  Value 

14,264,278 

Less:  Interest-bearing  debt 

27,587 

Indicated  "As  if  Freely  Traded"  Equity  Value 

14,236,691 

Divided  bv:  Fully  diluted  shares 

8,880,010 

Subtotal 

1.60 

Less:  Discount  for  lack  of  marketability  (f)  (a. 

35.0% 

0.56 

Indicated  Fair  Value  Ter  Share 

S 

1.04 

Footnotes: 

(a)  Company  revenue  statistic  based  on  unaudited  financial  statements  for  period  ending  12/31/2007,  as  provided  by  management 

(b)  For  the  latest  twelve  months  ended  12/31/07,  the  Company  had  little  EBITDA;  however,  the  Company  plans  to  increase  EBITDA  to  a stabilized  margin  within  the 
next  3 years  Accordingly,  we  have  used  a Company  EBITDA  statistic  based  on  revenue  as  of  12/31/07  and  the  Company's  average  expected  3-year  EBITDA 
margin  of  approximately  7 7%  over  the  projection  period  2008  - 2010 

(c)  The  selected  multiples  consider  the  adjusted  multiples  of  the  guideline  companies,  excluding  outliers,  and  relied  more  heavily  in  the  adjusted  multiples  of  IT  as  its 
is  considered  the  most  comparable  company  in  terms  of  business  operations. 

(d)  We  relied  primarily  on  the  Invested  Capital/Revenue  multiple. 

(e)  Other  assets  include  deferred  tax  assets  and  restricted  deposits  related  to  the  Company's  lease 

(f)  See  Marketability  Discounts  tab  (Tab  3)  of  report 
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INPUT  - STOCK  SUMMARY  LIST 
March  31,  2009 


1993  ISO  OPTION  PLAN  EXPIRED  OCT  2003: 

Cumulative  Options  Purchased:  605,000 

Options  Outstanding: 

Options  Available: 

Total:  605,000 

2004  ISO  & NQO  OPTION  PLANS  DISCONTINUED  JAN  2009: 

Cumulative  Options  Purchased:  2,500 

Options  Outstanding:  1,819,500 

Options  Available:  - 

Total:  1,822,000 

2009  ISO  & NQO  OPTION  PLANS  AUTHORIZED  JAN  2009: 


Authorized  Options  In  Pool: 

500,000 

Price  since  6/1/07 

$1.05 

Cumulative  Options  Purchased: 

0 

Options  Outstanding: 

10,000 

Options  AVAILABLE: 

490,000 

Total: 

500,000 

ALL  PLANS  TOTAL  Cumulative  Options  Purchased: 

607,500 

ALL  PLANS  TOTAL  Options  Outstanding: 

1,829,500 

2009  PLAN  Options  AVAILABLE: 

490,000 

Total: 

2,927,000 

Printed:  4/25/2009 
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INPUT  STOCKHOLDER  RECORDS 


Printed: 


STOCK  OPTION  PLAN 

NQO  ISO  SHARES 

OPTIONS  OPTIONS  PURCHASED 


BOARD 

AWARDED 

SHARES 


GRAND 

TOTAL 


%of 

GT 




Cunningham 


7,525,010 


7,525,010 


73.3% 


William 


Bryant 


200,000 


200,000 


1.9% 


Thomas  Hewitt 


100,000 


100,000 


200,000 


1.9% 


Maryann  Hirsch 


60,000 


60,000 


0.6% 


Jed 


Laird 


105,000 


Timothy  Dowd  (Pres/CEO)  * § 


1,200,000 


105,000 


1.0% 


1,200,000 


11.7% 


Rachel  Parrinello  (Cunninghar 


50,000 


50,000 


0.5% 


§ Max.  No.  of  Shares  Reserved,  Award  based  on  Performance. 


TOTAL  BOARD 


315,000  1,200,000 


0 


David 


Borland  (GAB) 


Carolyn  Purcell  (GAB) 


1,000 


1.000 


7,825,010 


9,340,010  91% 


1,000 


1,000 


0.0% 


0.0% 


TOTAL  O/S  STAFF  OPTIONS 


2,000 


Kevin 


Plexico  (EVP) 


Vlary  Beth  Cockerham  (SVP) 


3rian 


Haney  (SVP) 


Michael  M.  Rombach  (SVP) 


Schalene  Dagutis  (VP) 


Kevin 


Gates  (VP) 


Sherry  Ashby 


3arbara  Austin  (Fisher) 


Selene 


Bainum 


Deepak  Bhat 


rimothy  Brett 


Megan 


Gamse 


Susan 


Grothoff 


\shlea 


Sana 


Higgs 


Klein 


loshua  Lockridge 


Suzy 


Scott 


Masini  (Haleen) 


Eric 


Massey 


Mitchell 


lames  C.  Noyes 


Solleen 


O'Neill 


loe 


Roth 


Sary  J.  Sajko 


.auren  P.  Jones  She 


lennifer  Sakole 


Vndrew 


Stacy 


Sung 


3aul 


Taylor 


Treszczotko 


Alexander  Turner 


50,000 


50,000 


50,000 


40,000 


40,000 


2,500 


5,000 


5,000 


15,000 


2,500 


5,000 


2,500 


2,500 


1,000 


2,500 


5,000 


2.500 


6,500 


5,000 


2,500 


10,000 


5,000 


2,500 


500,000 


10,000 


5,000 


5,000 


2,500 


10,000 


5,000 


50,000 


2,500 


10,000 


5,000 


2,500 


OTAL  STAFF  OPTIONS 


312,500 


607,500 


2,000  0% 


500,000 


4 9% 


50,000 


0.5% 


60,000 


0.6% 


50,000 


0.5% 


40,000 


0.4% 


40,000 


0.4% 


2,500 


0.0% 


10,000 


0.1% 


5,000 


0.0% 


20,000 


5,000 


5,000 


10,000 


2,500 


2,500 


1,000 


7,500 


55,000 


2,500 


6,500 


5,000 


2,500 


2,500 


10,000 


5,000 


10,000 


2,500 


5,000 


2,500 


0.2% 


0.0% 


0.0% 


0.1% 


00% 


0.0% 


0.0% 


0.1% 


0.5% 


0.0% 


0.1% 


0.0% 


00% 


0.0% 


0.1% 


0.0% 


0.1% 


0.0% 


0.0% 


0.0% 


9% 


* Vesting  on  all  or  part  of  award(s) 


TOTAL  ALL 


317,000  1,512,500 


607,500 


7,825,010 


10,262,010  100% 
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INPUT 


MEMORANDUM 


DATE:  April  25th,  2009 

TO:  INPUT  Board  of  Directors 

FROM:  Pat  Cunningham 

SUBJECT:  Types  of  Stock  Awards  now  Available  under  the  New  2009  Plan 

CC:  Kevin  Gates,  Tom  FitzGerald 


The  box  below  repeats  the  general  criteria  for  offering  stock  option  awards.  However,  the  new  2009 
Incentive  Stock  Option  Plan  now  allows  for  several  types  of  awards,  and  I would  like  you  to  consider  a 
recommendation  that  we  use  for  certain  categories  of  staff  one  or  more  of  these  categories: 

1 . Option  Award  - Currently  used. 

2.  SAR  (Stock  Appreciation  Rights). 

3.  Dividend  Equivalent  Right. 

4.  Restricted  Stock. 

5.  Restricted  Stock  Unit. 

Tom  FitzGerald  will  be  at  our  Board  meeting  next  week,  and  will  describe  these  alternatives  more  fully,  if 
needed.  However,  it  might  be  beneficial  to  now  consider  using  one  or  more  of  the  alternatives  No.  2 
through  5 above,  at  least  for  certain  categories  of  staff.  I believe  they  are  cashless  transactions  (Fitz  - 
please  correct  me  if  I am  wrong),  and  do  not  include  voting  rights,  but  give  an  incentive  when  the  stock 
price  does  go  up,  so  fit  the  criteria  of  an  award  for  performance.  We  have  had  several  staff  in  the  past 
year  not  exercise  their  options  when  their  Agreement  lapsed. 


As  of  January,  2009  the  categories  of  award  are  as  follows 

• Executives  and  Directors  who  are  performing  satisfactorily  and  who  have  successfully  completed  an 
adequate  review  period. 

• Special  awards  for  unusual  performance 

• Longevity,  e.g.  5 year  increments 

Function:  Ranee 

- Member  of  the  Board  of  Directors  (Annual  Grant)  / 0. 000  (On  Anniversary)  * 

- Vice  Pres  ident/Unit/Practice  Executive  20,000 50,000 

-Director  5.000 15,000 

• Standard  Vesting  Schedule:  25%  at  the  end  of  Years  l through  4. 

* Applies  to  new  Company  directors:  existing  Directors  covered  by  block  awards. 

• The  President  recommends  the  following  awards: 


*** 
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MEMORANDUM 


TO: 


FROM: 


DATE: 


April  27,  2009 


Tim  Dowd 


Dwight  Gibbs 


SUBJECT:  Technology  Assessment 


As  you  know,  I have  spent  the  last  70  days  digging  into  INPUT’S  technical  environment. 
Unfortunately  my  assessment  of  our  technology  environment  has  not  changed  since  I sent  you 
my  3 week  memo.  It  is  quite  poor  and  will  be  extremely  difficult  to  remediate. 

System  Availability 

Our  system  availability  is  good  but  not  great.  On  a positive  note,  for  the  last  week,  our  home 
page  has  been  available  100%  of  the  time  as  measured  by  HP’s  SiteSeer  service.  Our  internal 
tool  shows  home  page  availability  of  99.97%.  However,  the  monitor  for  our  Opportunity  page 
shows  98.66%  availability  over  the  last  week.  This  is  because  we  are  down  for  10  minutes  each 
night  while  we  back  up  our  databases.  In  addition,  depending  on  the  load,  the  site  can  be 
sluggish  during  the  day  with  requests  timing  out  --  we  get  multiple  alerts  from  our  monitoring  tool 
each  day.  And  we  log  more  than  100  error  messages  each  day.  That  is  pretty  poor  when  you 
consider  our  average  daily  volume  is  25,000  page  views. 

Site  Scalability 

Our  Web  site  scalability  is  poor.  The  main  bottleneck  is  our  primary  database  server.  We  use 
the  most  powerful  server  that  Dell  sells.  Despite  that,  it  idles  at  about  40%  CPU  utilization  and 
peaks  over  90%  throughout  the  day.  I estimate  that  if  our  traffic  increased  by  25%,  the  site 
would  crumble.  It  is  also  worth  noting  that  any  user  of  our  Web  site  could  run  several 
concurrent  queries  and  bring  our  site  to  its  knees. 

The  poor  database  performance  is  due  to  the  inefficient  structure  of  our  databases.  This  is  not 
surprising  given  our  lack  of  a database  administrator  on  staff  and  the  fact  that  re-factoring  is  not 
done  at  INPUT.  Unfortunately  poor  database  design  is  not  something  that  can  be  fixed  quickly 
or  easily. 

Site  Extensibility 

One  of  the  primary  deficiencies  with  the  current  Web  site  is  its  architecture  - it  is  designed  quite 
poorly.  One  result  of  the  poor  design  is  equally  poor  extensibility.  By  that,  I mean  our  ability  to 
integrate  easily  products  and  services  across  the  site.  If  we  wanted  to  add  message  boards, 
wikis,  Twitter  feeds,  etc.  across  the  site,  it  would  be  quite  challenging.  Given  the  number  of 
point-to-point  interfaces  in  the  current  architecture,  integration  must  be  done  multiple  times 
rather  than  a single  time. 

A very  simple  example  of  the  point-to-point  nature  of  our  site  is  our  password  checking.  In  a 
well  designed  site,  password  management  would  be  written  once  and  used  throughout  the  site 
wherever  necessary.  Not  so  on  the  INPUT  site.  On  our  site,  we  have  at  least  73  different 
places  where  password  management  is  done  differently.  The  result  is  that  if  we  wanted  to  do 
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something  very  simple  like  changing  the  maximum  and/or  minimum  length  of  our  passwords,  we 
would  have  to  do  so  in  at  least  73  places.  This  is  illustrative  of  the  challenges  we  face. 

Security 

Our  security  is  a mixed  bag.  On  the  infrastructure  side,  it  is  fair. 

• Most  of  our  employees  have  administrative  rights  on  their  laptops.  This  allows  them  to 
install  any  software  they  want.  It  also  opens  an  attack  vector  for  spyware,  viruses,  and 
other  malware. 

• We  also  have  service  accounts  that  use  the  domain  administrator  account.  This  gives 
us  poor  granularity  of  control  and  audit. 

• The  infrastructure  team  shares  the  domain  Administrator  account.  Again,  this  gives  us 
little  ability  to  conduct  audits. 

• On  the  positive  side,  we  rely  on  Active  Directory  to  control  access  to  SharePoint 
directories,  some  tools,  and  other  resources  on  our  internal  network.  And  we  require  a 
VPN  client  with  an  INPUT  certificate  for  remote  access. 

On  the  Web  site,  the  security  is  poor. 

• All  of  our  source  code  and  data,  including  MPS,  are  maintained  on  the  site  and 
separated  from  our  Web  visitors  only  by  application  permissions.  It  is  interesting  to  note 
that  our  Web  authentication  and  security  system  was  authored  by  an  intern  (and  it 
shows). 

• We  have  many  test  accounts  in  our  system  with  no  capability  to  shut  them  off  quickly 
and  easily.  Worse,  the  passwords  are  set  never  to  expire.  Creation  of  test  accounts  is 
also  not  locked  down. 

• All  developers  have  full  access  to  our  production  systems.  If  they  wanted  to,  they  could 
make  changes  to  our  production  code  and/or  systems  without  anyone  knowing.  Worse, 
it  would  be  extremely  difficult  to  detect  security  holes  such  as  this  through  an  audit. 

• We  do  not  prevent  SQL  injection  attacks.  In  fact,  one  of  our  applications  apparently 
requires  SQL  injection  functionality. 

Data  Integrity 

Our  data  integrity  is  fair.  We  do  not  link  our  databases  tightly  so  our  referential  integrity  can  be 
compromised.  We  address  this  with  nightly  data  scrubbing  processes  that  usually  complete. 
That  is  not  elegant  but  passable. 

Internal  Systems 

SharePoint:  The  current  implementation  of  SharePoint  leaves  much  to  be  desired.  The  user 
interface  and  information  architecture  are  not  terribly  intuitive  which  makes  it  challenging  to  find 
documents.  This  is  complicated  by  the  search  engine  that  does  not  appear  to  work  well.  The 
result  is  that  information  is  buried  and  difficult  to  uncover  easily. 

CRS:  The  Member  Services  ticket  system  is  also  sub-optimal.  As  with  SharePoint,  the  user 
interface  and  information  architecture  are  not  intuitive.  The  functionality  is  also  poor  - simple 
actions,  such  as  closing  and  deleting  a ticket  require  far  too  much  manual  work.  Reporting  is 
also  limited.  The  architecture  and  code  are  also  quite  poor. 

MPS:  The  most  unpleasant  surprise  I have  received  at  INPUT  is  MPS.  While  it  is  feature  rich, 
from  a software  development  perspective  it  is  an  absolute  nightmare: 

Single  Point  of  Failure:  Selene  is  the  only  developer  who  knows  anything  about  MPS.  Worse, 
there  is  no  user  or  system  documentation.  This  means  we  have  to  rely  on  tribal  knowledge  to 
use  the  system  and  spelunking  in  the  code  to  enhance  the  functionality. 
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Suspect  Code  Quality:  While  I have  not  done  a comprehensive  audit  of  the  MPS  code,  what 
little  I have  seen  makes  me  seriously  doubt  the  quality  of  it.  Several  of  the  developers  have 
commented  about  the  kludgey  nature  of  the  code. 

Tightly  Coupled/Tiqhtlv  Bound:  MPS  does  not  have  well-defined  integration  points.  Rather,  it  is 
like  kudzu,  intertwined  throughout  our  code  base.  This  makes  enhancements  and  modifications 
extremely  difficult.  It  also  results  in  changes  having  unintended  negative  consequences.  And  it 
will  make  replacing  MPS  with  a COTS  product  like  Salesforce  or  Microsoft  CRM  quite 
challenging. 

Action  Plan 

There  are  many  activities  under  way  and  planned  to  address  the  short  comings  above  and 
others. 

Security:  We  are  in  the  process  of: 

• Removing  local  administrator  rights  from  our  users’  accounts 

• Moving  services  to  dedicated  accounts 

• Instituting  separate  admin  accounts  for  our  infrastructure  team 

• Renaming  the  domain  Administrator  (slated  for  later  this  year) 

This  will  all  decrease  the  surface  area  of  possible  attack  on  our  internal  systems  and  improve 
our  audit  capabilities. 

Unfortunately  there  is  little  we  can  do  to  improve  the  security  posture  of  the  current  Web  site.  In 
the  .Net  environment,  we  will  make  several  changes  to  address  security  concerns: 

• Developers  will  not  have  access  to  production  servers.  Infrastructure  team  members  will 
deploy  all  code  and  database  changes  to  the  production  environment. 

• All  code  will  be  peer  reviewed  before  deployment. 

• We  will  use  firewall  rules  to  minimize  the  possibility  of  SQL  injection  attacks.  These 
cannot  be  used  with  the  current  systems  as  they  will  break  some  of  our  applications. 

• All  test  accounts  will  be  tagged  as  such  and  will  have  expiration  dates.  In  addition,  we 
will  lock  down  the  ability  to  create  test  accounts. 

• We  will  separate  administration  code  from  production  code  and  maintain  only  production 
code  on  our  public  web  servers. 

• We  will  move  our  CRM  data  off  the  public  web  site  and  put  it  behind  out  firewall. 

Web  Platform:  As  Marc  Strohlein  indicated  in  his  evaluation  of  our  technology,  the  current  code 
base  is  essentially  a Gordian  knot  of  2 million  lines  of  Coldfusion  code  of  varying  levels  of 
quality.  Given  that,  we  will  abandon  it  and  move  to  the  Microsoft  .Net  environment  which  offers 
a rich,  mature  collection  of  tools  for  development  and  testing. 

Note  that  Task  Orders  will  hopefully  be  the  last  significant  development  effort  in  the  Coldfusion 
environment.  Once  that  is  complete,  I would  like  to  dedicate  a single  Coldfusion  developer  to 
fixing  bugs  and  errors  on  the  current  site  (rotating  that  duty  each  month)  and  focus  the  other 
four  on  the  new  environment. 

Internal  Systems 

SharePoint:  Rather  than  using  SharePoint  for  an  intranet  and  a document  repository,  I 
recommend  breaking  it  into  two  solutions:  a file  server  for  the  file  repository  and  DotNetNuke 
for  the  intranet  component.  These  would  be  far  easier  to  use  and  give  us  much  better  flexibility. 

CRS:  Rather  than  trying  to  fix  this  internally  developed  product,  I recommend  transitioning  to  an 
open  source  product  like  SpiceWorks.  This  would  allow  us  to  benefit  from  the  community  of 


M Management  Report  60  Day  Assessment  042509  DJG  v2.docx  Page  3 of  5 Confidential/Proprietary  — INPUT 


Printed:  April  28,  2009 


developers  contributing  to  the  product  while  also  allowing  us  to  customize  the  tool  to  our  needs, 
if  necessary. 

MPS:  Like  the  main  INPUT  Web  site,  I do  not  think  that  MPS  is  fix-able.  I recommend  that  we 
abandon  it  and  move  to  a commercial  application  like  Salesforce.com  or  Microsoft  CRM. 

Hiring:  We  have  several  slots  to  fill  to  round  out  the  Tech  Team. 

Chief  Architect:  We  hired  Mark  Keller  in  March  as  our  Chief  Architect  to  lead  the  development 
of  the  new  Microsoft  platform.  I first  worked  with  Mark  at  the  Motley  Fool  in  1999.  We  hired  him 
as  a contractor  to  help  us  with  some  database  scalability  issues.  I hired  Mark  as  my  Chief 
Architect  at  Legg  Mason  Capital  Management  (LMCM)  in  2005  to  help  re-build  LMCM’s 
software  environment. 

User  Interface:  We  hired  the  Matrix  Group  to  help  us  redesign  the  user  interface  and 
information  architecture  of  our  Web  site.  I have  worked  with  Matrix  for  the  last  1 0 years.  Most 
recently  they  designed  the  intranet  for  LMCM.  Matrix  should  complete  wireframes  for  our  site 
before  the  end  of  May. 

Database  Administrator  (DBA):  We  are  searching  for  a DBA  to  help  us  redesign  our  current 
databases  to  improve  performance  and  re-architect  them  for  the  new  environment. 

.Net  Developers:  We  have  identified  two  contract  developers  at  Excella  who  we  will  hire  for  a 
three  month  engagement  to  help  Mark  build  the  Financial  Services  product.  In  addition,  we  are 
currently  looking  for  two  full-time  developers. 

Agile  Coach:  We  have  identified  an  Agile  Coach  to  help  us  up  the  Agile/Scrum  learning  curve 
and  hope  to  bring  her  onboard  for  the  next  three  months. 

Platform  Transition  Approach 

We  plan  to  use  the  Financial  Services  product  as  the  model  for  the  new  version  of  the  INPUT 
Web  site.  The  basic  services  that  we  create  for  the  Financial  Services  product  (security, 
authentication,  personalization,  etc.)  will  be  the  foundation  for  INPUT  2.0.  Concurrent  with  the 
Financial  Services  product  development,  we  will  conduct  an  audit  of  our  current  products  to 
determine  what  functionality  we  want  to  migrate  to  the  new  site;  what  can  be  omitted;  and  what 
we  would  like  to  add.  By  the  end  of  Q3,  we  should  have  a good  idea  of  the  work  involved,  how 
long  it  will  take,  and  what  the  expense  will  be. 

We  will  release  the  Financial  Services  product  on  Windows  Server  2008  using  SQL  Server  2008 
- Microsoft’s  latest  server  and  database  releases.  To  do  so,  we  will  have  to  purchase  some 
software  licenses  and  servers.  We  will  also  have  to  purchase  some  developer  tools.  And  we 
will  hire  two  consultants  to  assist  with  the  coding.  The  costs  required  to  create  the  .Net  platform 
and  build  the  Financial  Services  product: 

Most  Likely  Case: 


Year  1 

Year  2 

Year  3 

Total 

Production  HW  & SW 

$78,221 

$48,444 

$48,444 

$175,108 

Dev  SW 

$14,114 

$4,850 

$4,850 

$23,814 

Consulting 

$249,500 

$249,500 

Total 

$341,835 

$53,294 

$53,294 

$448,422 
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Worst  Case: 


Year  1 

Year  2 

Year  3 

Total 

Production  HW  & SW 

$78,221 

$48,444 

$48,444 

$175,108 

Dev  SW 

$21,414 

$7,650 

$7,650 

$36,714 

Consulting 

$351,000 

$351,000 

Total 

$450,635 

$56,094 

$56,094 

$562,822 

Note  that  the  expenses  above  are  only  to  create  the  foundation  for  the  new  INPUT  site  and 
build  the  Financial  Services  product  on  it.  They  do  not  include  any  costs  for  porting  our  current 
applications  to  the  new  platform.  Approximately  one  third  of  the  consulting  costs  are  Financial 
Services  specific  with  the  balance  being  for  the  web  platform  rebuild. 

We  will  have  a beta  of  the  Financial  Services  product  available  at  the  end  of  2Q09.  I estimate 
the  final  product  will  be  available  in  3Q09. 

Caveat 

My  biggest  concern  right  now  is  not  our  products.  I am  confident  that  we  can  migrate  them 
without  too  much  difficulty.  In  stark  contrast,  MPS  gives  me  cause  for  pause  and  has  me  quite 
worried.  It  does  a lot:  sales  force  automation,  client  relationship  management,  account 
provisioning,  reporting,  usage  analysis,  email  campaigns,  ticketing,  and  goodness  knows  what 
else.  The  lack  of  documentation  and  poor  design  make  it  very  difficult  to  inventory  everything  it 
does  and  all  of  the  touch  points  with  our  current  products.  The  result  is  that  we  will  likely  run 
into  many  ugly  surprises  as  we  migrate  to  a new  solution. 
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Functional  Reviews 


Michael  Rombach  - Marketing  Q £ 

01  Objectives 


• The  primary  initiatives  and  objectives  for  Marketing  in  Q1 , 2009  included  launching  at  least  one  new 
product,  improving  online  marketing  efficiency  to  drive  more  leads,  and  to  execute  a successful 
Events  strategy,  and  improve  the  quality,  consistency,  and  impact  of  INPUT'S  Public  Relations 
efforts. 


• We  successfully  developed  and  launched  the  Economic  Stimulus  product  suite  during  Q1 , and  we 
also  released  Coverage  Expansion  product  enhancements  late  in  the  quarter.  Online  marketing 
efficiency  improved  dramatically  during  Ql,  with  overall  public  Web  Site  conversion  percentages 
more  than  tripling  versus  Q4’08.  Leads  generated  during  Ql  also  increased  by  105%  vs.  Q4.  Our 
Public  Relations  efforts  have  shown  considerable  improvement  with  115  media  mentions  in  Ql 
versus  91  in  Q4  08.  Mention  quality  improved  as  well  in  Ql  as  INPUT  appeared  in  9 national 
publications,  compared  to  5 in  Q408  - including  WSJ,  MarketWatch.com,  and  NBC.com.  Finally, 
our  Events  business  was  off  to  a positive  start  for  the  year,  having  exceeded  both  revenue  and 
attendance  goals  during  Ql . 

• Another  overall  objective  during  Ql  was  to  complete  staffing  with  accepted  offers  for  all  key 
management  positions.  Results  on  this  objective  were  mixed,  with  two  of  three  key  hires  made 
(Director  of  Marketing  Communications,  and  Events  Director),  and  another  still  vacant  (Product 
Management)  by  the  end  of  Ql . That  search  is  still  ongoing  after  an  offer  was  rejected  in  March. 

Ql  Objectives 

• The  critical  Marketing  and  Events  objectives  for  Q2  are  essentially  to  progress  made  in  Ql  (launch 
ICAP,  Financial  Services,  Task  Orders  and  OA).  Structure  product  management  to  compliment  Agile 
development.  Achieving  success  on  all  of  these  objectives  will  require  filling  open  roles,  and  a 
realignment  of  roles  for  some  personnel  currently  on  the  team. 


Mary  Beth  Cockerham  - Sales 

First  Quarter  2009 

• Sales  Productivity  Improvement:  Sales’  primary  objective  beyond  attaining  the  Ql  sales  plan  was 
increasing  our  sales  productivity.  We  improved  the  Sales  ROI  by  21.8%  YOY  for  Ql,  using  the 
Orders/Total  Sales  Cost  as  the  reference  metric  (The  Q108  ratio  is  1.19  and  Q109  1.45.)  Contributing 
factors  for  this  improvement  were  the  ramping  of  the  Sales  Development  Representatives,  who 
qualified  and  participated  in  33%  of  all  Ql  transactions,  attrition  reduction  from  5 reps  in  Q108 
(13%)  to  one  rep  in  Q 109  (4%),  and  a significant  improvement  in  the  performance  distribution  of  reps 
(9  reps  over  quota  for  Q109,  compared  to  none  in  Q108.) 

• CovEx  Launch:  The  product  improvements,  broadened  coverage  of  non-IT  opportunities  and  the 
import  of  100K  new  non- IT  prospects  into  our  CRM  enabled  our  representatives  to  expand  their  sales 
efforts  into  new  segments  beyond  our  core  IT  prospects.  These  efforts  resulted  in  $192K  of  CovEx 
sales  in  Ql. 

• Sponsorship  Sales:  Sales  has  assumed  responsibility  for  all  event  sponsorship  sales  and  hired  a 
dedicated  sponsorship  sales  representative  in  Ql.  We  did  not  attain  the  Ql  sponsorship  sales  quota, 
finishing  at  83%  of  plan.  This  was  primarily  due  to  hiring  the  rep  midway  through  the  quarter. 


Second  Quarter  2009 
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• Increase  S&L  Sales : Our  primary  objective  for  Q2  is  to  increase  State  and  Local  sales  by  20%  QOQ, 
leveraging  the  increased  interest  in  this  market  generated  by  the  economic  stimulus.  Sales  is 
collaborating  with  Marketing  on  a series  of  email  promotions  to  targeted  state  vendors  and  on  several 
regional  events  in  Massachusetts,  Colorado,  Illinois  and  California  (San  Diego.)  In  addition,  our  Q2 
Sales  Certification  training  with  focus  on  our  S&L  solutions. 

• Implement  a Channel  Sales  Strategy.  Sales  will  hire  a dedicated  channel  sales  representative  in  Q2 
and  formalize  referral  channel  agreements  with  at  least  three  distributors  (Tech  Data,  Ingram  Micro, 
Synnex,  etc.)  This  sales  rep  will  also  be  responsible  for  supporting  the  Deltek  channel  launch, 
pending  execution  of  this  agreement. 

• Increase  Sales  of  Analysis  Products'.  Sales  is  collaborating  with  the  Industry  Analysis  group  on 
concerted  efforts  to  increase  the  sale  of  our  analysis  products  to  prospects.  This  campaign  will  include 
profiling  target  accounts  based  on  the  segmentation  traits  of  our  current  LA  members,  collaborating 
with  Marketing  on  targeted  promotions  to  the  executives  responsible  for  strategy  development  and 
working  sales  campaigns  with  the  dedicated  Analysis  Sales  Rep  (individual  to  support  both  MS  and 
Sales  Analysis  sales.) 

Brian  Haney  - Member  Services 

First  Quarter  2009 

• Increase  Renewal  Rate  to  75%:  Our  key  objective  in  Member  Services  to  continue  to  increase  the 
renewal  rate  and  protect  our  core  base  of  business  was  achieved  for  the  quarter  by  a 0.5%  margin. 
Also  notable  is  the  increased  usage  trend,  which  proves  to  be  a significant  indicator  of  renewal  health. 
Usage  per  business  day  increased  36%  over  December  2008  levels.  Unique  users  increased  19%. 
We  planned  for  25%  growth  in  both  areas.  We  are  met  with  the  new  challenge  of  members  scaling 
back  to  basic  subscriptions  from  the  Complete  and  Solutions  packages  at  increased  rates  and  will  be 
looking  at  ways  to  stall  this  trend  in  Q2. 

• Drive  Increased  Up-Sell:  The  team  is  currently  on-track  in  up-sell  and  exceeded  quota  for  Q1  by  a 
7%  margin;  however,  33%  of  the  overall  dollars  sold  were  the  result  of  the  Stimulus  product.  The 
team  would  be  off-target  without  this  offering.  Furthermore,  sales  of  Industry  Analysis  and  the 
Complete  packages  declined  year  over  year.  We  feel  we  still  have  significant  un-tapped  runway  and 
have  lacked  a process  and  skill-set  to  develop  plans  to  approach  it.  This  has  highlighted  a need  to 
develop  a much  more  robust  sales  capacity  in  Member  Services  and  we  will  evaluate  this  need  in  Q2. 

Second  Quarter  2009 

• Optimize  the  Up-Sell  Organization:  Our  primary  Q2  goal  will  be  the  development  of  a strategic  plan 
to  optimize  the  up-sell  organization,  to  include  a detailed  analysis  of  our  runway,  an  assessment  of 
our  current  capacity,  and  a plan  for  filling  skills  gaps  through  strategic  hiring.  Segmentation  analysis 
will  be  used  and  the  plan  will  include  focus  on  LA,  OA,  and  Task  Order  Aggregation.  Changes  to  our 
current  sales  “generalist”  model  are  expected. 

• Develop  a New  Product  Development  Plan:  Member  Services  is  one  of  the  most  important  catalysts 
for  getting  new  product  ideas  from  the  member  into  production.  Efforts  in  this  area  have  been 
unfocused  and  sporadic.  During  Q2,  the  Strategic  Accounts  team  will  be  charged  with  developing  a 
plan  to  address  this  issue. 

Kevin  Plexico  - Research  and  Analysis  Services 

First  Quarter  2009 

• Federal  Opportunities:  Roughly  35%  (or  about  1 ,700  per  month)  of  our  monthly  updates  come  from 
notices  published  by  the  government  in  its  primary  procurement  notification  system,  called  FBO.  In 
Ql,  we  accelerated  the  speed  with  which  we  get  FBO  notices  incorporated  into  our  database  and 
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notices  out  to  our  members.  We  reduced  the  average  time  it  takes  us  to  get  an  FBO  notice  updated  in 
INPUT  from  over  600  minutes  to  less  than  200  minutes.  Priority  Updates  allow  us  to  get  notices  out 
several  hours  ahead  of  FBO  which  only  sends  notices  overnight. 

• Task  Orders  Notification  System:  We  have  a plan  to  release  a new  product  in  mid-2009  that 
leverages  our  Web  scraping  technology  to  monitor  task  order  contracts  on  our  member’s  behalf  and 
centralize  all  of  their  task  order  opportunities  in  one  system.  We  completed  the  proposal  and 
collateral  and  rolled  it  out  to  the  Strategic  Account  team.  We  moved  the  training  of  Sales  and  the  rest 
of  Member  Services  to  Q2  so  they  could  focus  on  closing  out  a successful  Ql. 

• Launch  of  Economic  Stimulus  Offering:  We  developed  an  Economic  Stimulus  product  offering  in 
three  weeks.  Within  the  quarter,  we  delivered  the  first  eight  of  the  20  reports  as  scheduled.  We 
leveraged  existing  staff  to  develop  this  new  product;  no  new  hires  or  temporary  staff  were  used. 

• Operations  Renamed  ‘ Research  and  Analysis  Services’:  We  all  agreed  that  the  name  ‘Operations’ 
did  not  serve  us  well  in  the  marketplace.  We  polled  the  team  for  their  input  into  a new  name.  We 
chose  to  select  ‘Research  and  Analysis  Services’. 

Second  Quarter  2009 

• Launch  Task  Order  Opportunities  Notification  System:  Formally  release  this  new  product  offering 
as  planned  for  2009. 

• Implement  State  Account  Planners:  In  2008,  we  implemented  a very  popular  feature  in  our  Agency 
Profiles  offering  by  providing  PowerPoint  Agency  Account  Planners.  In  Q2,  we  will  implement  that 
same  feature  in  our  State  Profiles.  This  will  help  drive  sales  of  our  S&L  products. 

• Opportunity  Advisor:  Develop  plan  and  begin  execution  against  it  in  order  to  launch  this  new  product 
in  Q3.  We  still  need  to  resolve  the  positioning  of  ICAP  and  Opportunity  Advisor  to  make  sure  there 
is  a clear  distinction  between  what  members  get  in  each  product. 

Dwight  Gibbs  - Technology  Development 

First  Quarter  2009 

Our  key  objectives  were  to  launch  Coverage  Expansion  and  our  Stimulus  site.  Both  were  launched 
successfully.  Secondary  objectives  were  to  begin  the  design  of  the  Financial  Services  product  and  the 
redesign  of  our  Web  site.  Both  of  these  efforts  are  underway.  Rick  Golden  (one  of  our  two  project 
managers)  is  dedicated  to  the  Financial  Services  product.  We  hired  the  Matrix  Group  to  help  us  with  the 
site  redesign. 

Second  Quarter  2009 

Our  primary  objectives  for  Q2  are  to  launch  Task  Orders  and  a beta  version  of  the  Financial  Services 
product.  Task  Orders  will  likely  be  the  last  significant  development  effort  on  the  ColdFusion  platform. 
We  will  develop  the  Financial  Services  product  on  Microsoft’s  .Net  platform.  This  product  will  serve  as 
a base  for  the  redevelopment  of  the  main  INPUT  site. 

We  will  also  deliver  three  options  for  the  redesign  of  our  Web  site.  The  primary  goals  of  the  redesign  are 
an  updated  look  & feel  and  improved  usability&  information  architecture. 

Kevin  Gates  - Admin/HR  & Finance 

First  Quarter  2009 

• Admin/HR:  Our  most  significant  objective  was  the  completion  of  the  “Employee  Handbook’’,  which 
packages  several  of  our  key  employment  Practices  and  Policies  into  a collective  document.  We  are 
95%  complete,  in  that  MoFo  has  completed  their  review,  but  we  need  to  make  formatting  changes  to 
the  document,  and  clarify  a few  of  their  review  comments.  The  other  noteworthy  objective  was  to 
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create  a reward  system  for  “Speed  and  Nimbleness”  for  the  company;  we  decided  to  have  an  award  at 
each  staff  meeting  for  the  employee  who  most  personified  those  values  for  that  month,  and  at  year- 
end  one  of  those  monthly  winners  will  be  selected  to  attend  the  company’s  Club  trip. 

• Finance : Our  key  objective  was  to  implement  the  “Advanced  Billing”  module  of  NetSuite  to 

automate  the  invoicing  of  orders  which  are  not  paid  100%  “up  front”;  this  was  completed 
successfully.  A secondary  automation  objective  was  to  semi-automate  our  weekly  internal  detail 
Orders  Report  using  NetSuite,  which  would  include  more  detailed  tracking  of  discounts;  this  was  also 
completed  as  scheduled. 

Second  Quarter  2009 

• Admin/HR : Our  primary  objective  for  Q2  is  to  expand  our  evaluation  of  automated  employee  annual 
review/career-pathing  tools;  we  will  be  scheduling  demos  and  evaluating  cost/benefit  of  the  options. 
We  are  also  building  a Training  Matrix,  primarily  for  managers  to  start,  which  will  identify  training 
topics/opportunities  which  we  feel  are  necessary  (or  which  are  legally  required,  such  as  sexual 
harassment  training  in  state  of  CA)  for  all  managers  to  have,  and  which  will  allow  us  to  track 
attendance  at  internal  or  external  trainings  on  those  topics. 

• Finance : Other  than  managing  a successful  audit  during  Q2,  our  main  goal  is  to  evaluate  NetSuite’s 
expanded  reporting  capabilities,  with  the  goal  of  determining  whether  or  not  we  can  eliminate  our 
need  to  create  a Balance  Sheet  and  Income  Statement  in  Excel.  We’d  like  to  use  produce  sample 
reports  by  the  end  of  the  period,  assuming  their  technology  will  support  our  formatting  and 
summarization  requirements. 
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Product  Summary 


l CAP 


I. 


Product  Description 

ICAP  provides  detailed  analysis  of  major  forthcoming 
program  will  consist  of  up  to  20  opportunity  analysis 


portuniri 

content  for 
hdard  report  that 


each  opportunity  will  be  delivered  to  each  customer  in 
will  be  delivered  to  all  clients  in  the  same  way  and  a cu»toiiTfLcd'presentatiQa.< 

Full  program  consists  of  a 12  month  subscription  including  access  to  all  developed  and 
to-be  developed  reports  for  the  12  month  period  including  updates/alerts  and  up  to  5 
client  rin'^fjpyg  s 

Briefings  consist  of  an  initial  meeting,  development  of  custom  presentation,  and 
presentation  delivery. 


II.  Value  Proposition 

• Save  time  and  money  through  sharing  the  information  capture  process  with  other 
companies 

• Reallocate  the  B&P  money  to  other  activities. 

• Increase  productivity  of  the  staff.  » v \ 

• ^ ' 

III.  Target  Market/Customers 

• Large  (>  $ 1 billion)  systems  integrators,  professional  services,  and  other  IT  companies 
will  buy  the  entire  program 

• Smaller  systems  integrators,  professional  services,  and  other  IT  companies  will  be 
interested  in  certain  opportunities  as  subcontractors,  or  possibly  as  primes. 

• CXOs  or  the  executive  in  charge  of  marketing  in  smaller  companies  will  buy  individual 
reports. 

• Possibly  capture  managers  will  buy  specific  reports. 

IV.  Pricing 

• Full  program:  $50,000  per  year  with  introductory  price  of  $35,000  for  2009  Q2  and  Q3 
sign  ups  only,  for  12  months.  $50,000  price  starts  October  1 2009. 

• Pricing  of  single  reports  are  $ 1 9,500/year  and  can  be  credited  towards  the  price  of  initial 
subscription.  Single  report  sales  for  Q2  and  Q3  purchases  is  $14,500. 
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V.  Variable  Cost 

A.  Staffing:  S449K 

B.  Total  2009:  S497K 


VI.  Orders 

A.  2009  Plan:  S492K 


VII.  Schedule 

A.  Development  Start  Date:  February,  2009 

B.  Launch  Date:  June,  2009 
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Product  Summary 


I.  Product  Description 

• Provides  information  and  analysis  to  support  a company’s  decision  to  pursue  a significant 
opportunity  that  is  far  in  the  future  (12  months  or  more  from  RFP  release) 

• Saves  time  in  analyzing  and  reporting  on  key  facts  and  insights  relative  to  a significant 
opportunity  at  a time  of  a draft  solicitation  or  solicitation  release. 

II.  Value  Proposition 

• Save  time  and  money  through  leveraging  research  conducted  by  INPUT  and  distributed 
to  the  many  individuals  in  an  organization  that  need  it. 

• Increase  staff  productivity. 


IV.  Pricing 

• Full  program:  $20, 000/year;  $14,900  introductory  pricing  for  up  to  40  reports 

• Package  price  for  10  reports  with  updates:  $7,000 

• Package  price  for  5 reports  with  updates:  $3,500 

• Individual  reports  will  be  $995  with  no  updates. 

V.  Variable  Cost 

A.  2009:  $92,925 

VI.  Orders 

A.  2009:  S212K 

B.  2010:  S500K  1* 

C.  2011:  S750K 

VII.  Schedule 

A.  July  2009  - Early  Adopter  Program  Kicks  off 

B.  July  2009  --  First  five  reports  released 

R-Pdct  Summary  Opp  Adv  (5)  042709  SJD.docx 


III.  Target  Market/Customers 

• Sales  and  business  development  functions 

• All  sizes  of  professional  services  firms  and  large/mid-sized  product  firms 
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Product  Summary 


Task  Order  Aggregation 


I.  Product  Description 

• Provides  companies  real-time  distribution  of  task  order  opportunities  to  internal  staff  and 

subcontractors  c TO  )-> 

• Provides  companies  with  centralized  database  integrated  with  INPUT’S  database  to 
store/report/collaborate  on  all  task  order  opportunities  available  to  a company 

II.  Value  Proposition 

• Reduces  administrative  staff  time  and  costs  in  monitoring  and  distributing  task  order 
opportunities 

• Reduces  or  avoids  missed  opportunities  and  lost  revenue  due  to  error-prone  manual 
processes 

• Improves  the  speed  of  task  order  proposal  decisions  by  delivering  task  order 
opportunities  in  near  real-time 


• Sales  and  business  development  functions  in  professional  services  firms  holding  task 
order  based  contracts  (approximately  1 ,000  companies) 

IV.  Pricing 

• $ 1 ,000  per  task  order  contract  vehicle  per  year 

• $500  additional  for  subcontractor  notification  option  per  year 

V.  Variable  Cost 

A.  2009:  $30,000 

VI.  Orders 

A.  2009:  $170K  (plan) 

B.  2010:  S540K  (projection) 

C.  2011:  S761K  (projection) 

VII.  Schedule 

A.  April  2009  - Early  Adopter  Program  Kicks  off 

B.  July  2009  - Product  Release 


III.  Target  Market/Customers 
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Product  Summary 


State  & Local  Spending  Database  ^4-rrUr • 

I.  Product  Description 

Searchable  database  of  up-to-date,  cleansed  and  normalized  state  and  local  government 
spending  information  scraped  from  government  transparency  web  sites. 

II.  Value  Proposition 

• Saves  time  - consumers  of  this  information  now  have  to  retrieve  disparate  information 
from  several  web  sites  and  then  figure  out  how  to  normalize  data 

• Provides  insight  into  state  and  local  government  buyers  that  does  not  exist  in  the  market 


• Baseline  data  for  an  entirely  new  type  of  analysis. 

III.  Target  Market/Customers 

• Existing  S&L  members 

• New  S&L  prospects 

• Financial  Services  firms  (identification  of  top  S&L  companies) 


IV.  Pricing 

• TBD 


V.  Variable  Cost 

• TBD 


VI.  Orders 

• TBD 


VII.  Schedule 

• TBD 
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Product  Summary 


Economic  Stimulus  * 

I.  Product  Description 

• Portal  of  discretionary  spending  initiatives  from  Division  A of  the  American  Recovery  & 
Reinvestment  Act  (ARRA),  which  are  linked  to-INPUT  information  services  content  such 
as  federal  agency  profiles,  organization  charts,  federal  contacts,  federal  and  S&L 
opportunities,  and  grants. 

• Federal  and  S&L  economic  stimulus  Industry  Reports 

• 13  Federal  reports 

o 1 1 Agencies:  Agriculture,  Commerce,  Defense  (plus  military  services),  Energy, 
GSA,  Health  & Human  Services,  Homeland  Security  Interior,  NASA,  Social 
Security  Administration,  Veterans  Affairs 
o 2 Verticals:  Energy/Conservation,  Health  IT 

• 5 S&L  reports 

o 5 Verticals:  Education,  Health  IT,  Homeland  Security  & Justice/Public  Safety, 
Social  Services,  Transportation 

II.  Value  Proposition 

• Early  insight  (before  acquisition  opportunities)  into  spending  objectives  and  milestones 

• Stay  ahead  of  your  competition 

• Fast  track  business  development  strategy/tactics;  hone  marketing  messaging 

III.  Target  Market/Customers 

• Natural  extension  of  existing  INPUT  information  services  and  industry  analysis  products 

o Technology  product/service  vendors  selling  to  public  sector 

• Creates  sense  of  urgency  for  Coverage  Expansion  prospects 

o Architecture  & Engineering  companies  looking  to  public  sector  market  because 
commercial  market  is  “dead” 

o Professional  services  firms:  staffing,  training,  management  consultants,  auditors 


IV.  Pricing 

V'->  7 i-.Vvr*  ■ a".  r;  ‘ 

Packages 

* - 

Cust.  Size 
> $20M 

Cust.  Size 
< $20M 

Federal  Economic  Stimulus  Suite 

$10,600 

•'  $6,900 

State  & Local  Economic  Stimulus  Suite 

$7,500 

$,4800 

Economic  Stimulus  Portal 

$1,995 

$1,995 
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V.  Variable  Cost 

A.  Development:  $18,000 

B.  Steady  State:  $0 

VI.  Orders 

A.  2009  Actual:  $206,512  * * 

B.  2009  Forecast:  $350,000 

C.  2010:  $0 

VII.  Schedule 

A.  Development  Start  Date:  February,  2009 

B.  Launch  Date:  March,  2009 
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Product  Summary 


[•rrrrTfTnrrb Services  (13) 


ru*' . 


I.  Product  Description 

Input  for  Institutional  Investors  (13)  is  a new  service  offering  that  leverages  INPUT’S 
core  capabilities  in  market  intelligence,  analysis,  and  consulting  in  the  government 
marketplace  and  re-purposes  these  capabilities  (content  and  delivery)  for  a new  target 
market  and  customer  base:  analysts  and  researchers  in  the  financial  services’  sector. 

• Like  INPUT’S  current  offerings,  I3customers  (i.e.,  institutional  investors)  will  buy 
annual  subscriptions  to  gain  access  to  INPUT’S  exclusive  intelligence  regarding 
government  contracting  opportunities,  but  also  to  obtain  research  and  analysis  on 
the  firms  that  are  bidding  on  or  have  contracts  for  those  opportunities. 

• 13  customers  will  also  use  a new  yte b platform  with  a user  interface  designed 

similar  to  that  of  other  independent  research  portals  that  serve  the  institutional 
investment  research  market  today.  \ / 

• In  addition  to  content  delivery  through  the  V»eb  platform,  13  customers  will  also 
have  a built-in  number  of  consulting  hours  with  INPUT  analysts  to  gain  additional 
insights  on  a particular  firm,  opportunity,  spending  trend,  agency  profile,  etc. 


II.  Value  Proposition  . . , 

• Timely  and  exclusive  access  to  government  bid  information  at  the  customer  level  to 
evaluate  the  financial  and  strategic  impact  on  a firm’s  earnings  (Allows  INPUT  to  tap 
into  new  buyer  sets  and  budgets,  including  B&P  dollars). 

• Synthesized  information  to  filter  out  the  relevant  and  important  data  from  the  noise. ..  i.e., 
no  data  dumps. 


III.  Target  Market/Customers 

• Hedge  funds 

• Mutual  funds 

• Private  equity,  venture  capital,  and  investment  banking  firms 


IV.  Pricing 

• Enterprise  subscription  (up  to  5 users)  - $30K-$60K  annually  includes  access  to  all  data 
and  reports  on  companies,  database  services,  and  up  to  10  hours  of  analyst  phone  hours 
(total  for  the  enterprise) 

• Individual  user  subscription  - $15K  annually  includes  access  to  all  data  and  reports  on 
companies,  database  services.  There  are  no  built-in  analyst  hours.  If  desired,  the  firm 
must  purchase  in  5 hour  increments  at  $ 1 OK 
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• Supplemental  services 

o 5 hours  of  1 : 1 analyst  consultation  - $ 1 OK 

o Custom  research  - TBD 

o Private  company  database  access  - TBD  • • 
o Expert  Network  - TBD 

V.  Variable  Cost 

A.  Development:  Initial  estimate  is  $92K  (to  be  vetted) 

B.  Steady  State:  Initial  estimate  is  2-3  people 

VI.  Orders 

A.  2009  Plan:  $250K 

VII.  Schedule 

A.  Development  Start  Date:  May,  2009 

B.  Launch  Date:  Q3  2009 
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Product  Summary 


Community 

I.  Product  Description 

• Rather  than  a product,  building  an  INPUT  Community  is  an  ongoing  Initiative 

• The  Initiative  will  allow  INPUT  to  leverage  approximately  250K  contacts  to  establish  a 
targeted  and  recurring  marketing  communications  stream  to  promote  INPUT  products, 
services,  and  events 

II.  Value  Proposition 

• Personalized  communications  on  topics  of  predefined  interest,  in  order  to  direct  recipient 
to  other  relevant  in-depth  information,  products  and  services 

III.  Target  Market/Customers 

• Existing  customers  and  prospects  who  have  opted  in  to  receive  such  communications, 
and  who  have  declared  interest  in  certain  subjects 

• The  goal  is  to  structure  a system  that  enables  improved  capabilities  to  capture  opt-in  and 
self-selected  areas  of  interest  among  recipients 

IV.  Pricing 

• N/A  - not  a product 

V.  Variable  Cost 

A.  2009:  TBD  - but  tied  to  enabling  technology  requirements,  which  include 
infrastructure  improvements  and  Marketing  Automation  platform 

VI.  Orders 

A.  2009:  N/A 

B.  2010-2011:  N/A 


VII.  Schedule 

• Ongoing,  but  evolution  TBD.  Technology  enhancements  should  permit  progress  in  Q3, 
Q4  2009. 
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Product  Summary 


Competitive  Analysis 


I.  Product  Description 

• Rating  of  a company’s  competitive  position  through  analysis  of  capabilities,  market 
challenges,  sales  strategy,  strengths  and  weaknesses  - to  include  the  target  company’s 
product  lines/solutions,  partnerships,  key  contracts  and  vehicles,  teaming  preferences, 
key  clients,  and  recent  contract  performance. 

INPUT  analysis  will  use  this  information  to  assign  ratings  of  company  health  and 
attractiveness  in  key  areas: 

o Overall  competitive  position  - relative  to  other  competitors  in  the  market 
o Level  of  market  maturity 
o Current  trajectory  and  momentum 
o Future  vision 

Updates  will  be  produced  2-3  times  per  subscription  year. 

II.  Value  Proposition 

• Fills  a hole  that  the  market  perceives  in  our  current  analysis 

• Allows  INPUT  to  tap  into  new  buyer  sets  and  budgets,  including  B&P  dollars. 

III.  Target  Market/Customers 

• Federal  and  S&L  IT  and  Professional  Services  markets 

• Capture  management,  competitive  intelligence,  proposal  management,  product 
management  functions 

• Financial  Services  members 

IV.  Pricing 

• TBD 


V.  Variable  Cost 

• TBD 
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VI.  Orders 

• TBD 


VII.  Schedule 

• TBD 
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INPUT  Vision,  Mission.  Core  Values  & Operating  Principles 

Vision 

Help  Buyers  Buy  and  Vendors  Sell. 


Mission 

BE  the  leading  global  provider  of  information  to 
HELP  industry  and  government  conduct  business,  thus 

CREATING  value  for  our  mcmbersetiewts,  partners,  employees,  and  shareholders 

INPUT  enables  clients  to  manage  the  sales  or  procurement  aspects  of  their  business.  They  help: 

• Vendors  plan,  develop  and  sell  the  right  product  or  service  to  the  right  buyer  at  the  right 
time. 

• Buyers  plan  their  technology  use  and  buy  from  the  right  vendor  in  the  right  manner  at 
the  right  price. 


Core  Values 

Our  core  values  are  the  guiding  principles  that  we  value  most.  While  there  certainly  are  others,  these  rise 
to  the  top: 

I - Innovation.  INPUT  is  the  leader  in  innovation. 

We  create  competitive  advantage  through  innovation. 

We  increase  the  value  of  our  services  through  innovation. 

We  demonstrate  innovation  through  constantly: 

Entering  new  markets 
Developing  new  products  and  services 
Evolving  existing  products  and  services,  and  their  delivery 
We  constantly  innovate  in  our  internal  organization  and  processes. 

We  reward  our  innovators! 

Innovate  or  diefto  Succeed 

N - Nimbleness.  INPUT  takes  advantage  of  every  opportunity  to  grow'  and  be  of  more  service  to 
our  clients. 

We  make  decisions  quickly  but  based  on  data  wherever  we  can. 

We  respond  to  clients'  needs  and  wants  rapidly  and  effectively. 

We  identify  problems  and  issues  and  address  them  ASAP. 

We  change  our  organization,  our  products,  markets,  etc.  as  needed  to  meet  our 
customer  needs  and  the  competitive  landscape. 

We  use  our  resources  intelligently  and  adaptively. 

Our  people  act  independently  within  our  framework 
Wo  do  NO  T change  our  core  values 
Nimbleness  means  growth  and  survival! 

P - People.  Our  -membersefwnts,  prospects,  partners,  suppliers  and  staff  are  people,  not 

"organizations’'. 

We  value  our  people,  their  time  and  their  work. 
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We  treat  all  people  fairly  whoever  they  are. 

We  attract  smart,  hard  working  people  to  join  our  cause. 

We  develop  our  people  to-enable  our  mutual  ^tweggsinnke  them  happier  and 
more  valuable. 

We  challenge  them  to  perform  and  to  grow  professionally. 

We  reward  them  for  their  contributions. 

We  organize  our  people  to  be  as  efficient  and  effective  as  possible. 

People  make  the  difference! 


U - Understanding  INPUT  strives  to  understand  our  membersetieate*  and  prospects"  needs-aad 


processes  belter  than  any  other  organization  in  the  world. 

We  develop  this  knowledge  through  constant  research  and  listening. 

We  develop  our  business  and  products  based  on  this  knowledge. 

We  constantly  seek  to  improve  our  own  business,  processes  and  opportunities. 
Knowledge  enables  effective  actionis  the  beginning:  action  is  the  end! 


We  earn  the  trust  of  our-membersetiems,  of  our  colleagues  and  of  our  partners 
through  our  integrity. 

We  place  the  highest  emphasis  on  integrity. 

Our  people  uphold  the  highest  standards  of  business  and  personal  ethics. 

Integrity  of  our  products  is  vital;  we  make  our  products  and  services  as  welUas 
we- earn 

We  are  truthful,  and-honest.  and  respectful  in  all  business  and  personal 
relationships. 

We  use  information,  software  and  other  products  legitimately  and  ethically. 

We  treat  our  staff,  suppliers  and  membersclients  with  the  greatest  integrity. 

We  place  trust  in  each  other  to  act  in  the  best  interest  of  our  membersclients-and 
of  our  company. 

Integrity  engenders  trust!  Trust  engenders  value! 


T - Trust 


The  cornerstone  of  INPUT’S  business  is  trust. 
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Operating  Principles 

Be  profitable,  fast  growing  and  a pleasure  to  work  with  and  for. 

Emphasize  recurring  revenues,  especially  subscription  services. 

Be  a well  organized  team;  efficient,  motivated  and  effective. 

Operate  as  one  company  - be  global.  Centralize  functions  wherever  possible 
Service  local  communities  appropriately  - act  local. 

Be  fast  moving  and  decisive. 

Centralize  and  share  all  company  information. 

Develop  and  use  a Knowledge  Base  of  Practices  to  operate  and  manage  all  company  functions. 

Produce  the  highest  possible  quality  in  everything  we  do.  Measure  quality  at  every  stage  and  ultimately 
by  clients'  satisfaction. 

Strategy: 

Provide  integrated  content  (information)  and  context  (software)  through  the  Web/lntemet  to  technology 
vendors  and  buyers. 

Develop  software  as  a market  in  itself,  integrated  with  information  and  as  a productivity  tool. 

Build  associated  products  and  services  businesses  such  as  consulting,  events,  etc.  focused  on  the  same 
clients. 

Provide  compatible  products  and  services  that  assist  buyers  and  vendors  in  the  same  areas. 

Provide  products  and  services  that  have  wide  use  in  clients  who  use  them  on  a continuous  basis.  Use 
software  tools  and  pricing  strategies  to  maximize  the  use  of  INPUT  products. 

Provide  clients  w ith  integrated  solutions. 

Expand  INPUT  products  and  services: 

• Geographically;  initially  US,  then  UK,  other  European,  etc 

• Industry  by  industry;  initially  public  sector,  then  healthcare,  utilities,  etc. 

A 

• Across  technology  sectors;  initially  IT,  then  AEC,  C l,  O&M,  R&D,  etc. 

• By  client  function;  initially  vendor  sales  and  marketing  functions 

Key  Strengths 

Technology:  industry  standard;  robust,  reliable  software,  application  services  and  hosting  operations; 
easy-to-use  Web/software  interfaces;  all  services  and  products  developed  and  delivered  via  the  Web; 
comprehensive,  relational  information  structure;  continual  investment  in  technology 

People:  top  quality  staff;  knowledgeable,  well-trained  and  enthusiastic;  in  ALL  functions. 

Quality:  high  standards  and  defined  methodologies,  consistently  applied  and  constantly  reinforced; 
objectives  are  the  most  valuable  content  and  software,  the  highest  quality  and  easiest  to  use  services  and 
products  leading  to  high  renewal  rates  and  customer  satisfaction  levels 
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Customer  Orientation:  trained  and  dedicated  customer  support  staff;  truly  personalized,  customizable 
products,  company  commitment  to  customer  service 

Product  set:  “content  and  context”;  integrated  software,  information  and  analysis;  supporting  products 
and  services  such  as  events  and  consulting. 

Innovation:  set  and  continue  to  raise  industry  standards,  constant  improvement. 

Management  Processes 

Plan 

Analyze  and  prioritize  prospects’  wants,  needs  and  buyer  values. 

Constantly  expand  scope  of  existing  products  and  services  plus  add  new  ones  for  the  same  customer  set. 
Develop  strategy /business  plans  based  on  research.  Use  data  for  all  plans. 

Organize 

Hire  excellent  people,  who  are  aggressive,  motivated  team  players  with  upside  potential. 

Have  a flat  and  lean  organizational  structure. 

Use  external  and  internal  resources  efficiently  and  effectively  - manage  time  like  a treasure. 

Grow  our  own  expertise  wherever  possible;  provide  the  training  to  ensure  success. 

Develop  and  use  best  of  breed  processes  - put  excellent  quality  in  at  every  step. 

Use  knowledge  and  competence  capture  processes  to  build  an  unequaled  Knowledge  Base. 

Communicate 

Involve  prospects/clients  in  all  stages  of  product  development  and  implementation. 

Communicate  quickly,  pleasantly  and  efficiently  internally  and  externally. 

Pro-actively  communicate  with  the  media  - be  an  authoritative  source. 

Ensure  all  information  in  the  company  is  pooled  and  accessible  - use  the  Intranet. 

Have  open  and  organized  internal  communications  - share  financial  and  performance  data. 

Control 

Constantly  evaluate  performance  against  prospect  expectations/customer  needs. 

Evaluate  staff  performance  against  company  and  customer  standards. 

Focus  on  processes  and  systems  that  add  value.  Compare  company  performance  against  peers  and 
competitors. 

People  Principles 

Respect  the  individual: 

Evaluate  performance  objectively  and  fairly  for  the  individual  and  the  company. 

Operate  excellent  and  fair  compensation  and  incentive  plans. 

Encourage  INPUT  people  to  grow  personally  and  professionally. 

Resolve  conflicts  fairly  and  swiftly. 

Always  treat  the  individual  with  courtesy  and  respect. 

Be  a team. 

Ensure  excellent  and  open  communications. 

Reward  team  efforts. 

Include  everyone  in  the  process  of  developing  the  company  and  the  benefits  of  success. 
Constantly  improve  the  team  by  hiring  and  developing  excellent  performers  and  eliminating  poor 
performers. 
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Encourage  growth  and  innovation: 

Reward  individuals/groups  who  innovate  and  try  to  innovate  in  an  organized  manner. 

Constantly  try  new  approaches. 

Constantly  evaluate  products  and  processes  to  improve  them  (and  eliminate  them  when 
appropriate) 

Commit  to  success. 

Encourage  corporate,  individual  and  team  success. 
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One-Page  Strategic  Plan 


Organization  Name 

INPUT 

Date 

11/07/2008 

Core  Values/Beliefs 

(Should/Shouldn’t) 


Purpose 

(Why) 


Targets  (3-5  yrs.) 

(Where) 


Goals  (1  yr.) 

(What) 


Yr  Ending 

12/31/09 

Revenues 

$25. 6m 

Profit-N.I. 

$8 17k 

Mkt  Cap 

$30m 

S & M Costs 

26% 

Cash 

$7. 5m 

Sales 

$27. 5m 

Sub  C.V. 

$26. 3m 

Rev/Emp. 

$ 1 45k 

Innovation  - Constantly 
innovate.  Innovate  or  Die  . 
(change  to  "To  GtSVt-”?) 
Nimbleness  - be  agile,  fast 
and  decisive 

People  - respect  and  grow 
people 

Understanding  - knowledge  + 

action  = Success 

Trust  - Integrity  engenders 

Trust 


Brand  Promise  suggestion: 
“Timely,  Insightful, 
Actionable 

Intelligence” 


BE  the  leading  global 
provider  of  information 
solutions  that  HELP  buyers 
and  sellers  conduct  business 
to  CREATE  value  for  our 
members,  employees, 
partners  and  shareholders 

Actions 

To  Live  Values,  Purpose,  BHAG 


Innovation  - consistent 
focus  on  new  product 
development 


Expand  coverage 
beyond  IT  and  enter 
new  markets 


Rebuild  technology 
infrastructure 


Continue  to  elevate 
Brand  profile  thru 
timely/topical/insight- 
ful  analysis 


Emphasize  reward 
program  for  speed  & 
nimbleness 


Check  boxes  above  after  assigning 
accountability 

BHAG 

The  essentiafsource*  for 
information,  intelligence,  and 
insight  for  public  and  private  sector 
commerce. 

*still  need  to  agree 


Future  Date 


Revenues 


Profit-N.I. 


Mkt  Cap 


12/3 1/201 1) 


$45-50m 


$8- 10m 


$100  m 


Sandbox 

Information  ooluttono  for 

planning,  sales,  contracting,  and 
investment  functions  in  the*  , 
public  sector  teifcfirtt  “ 


Key  Thrusts/Capabilities 


3-5  Year  Priorities 

1 

Establish^community  of- 
T5f^iMMF>i9itors  ( govt  & 
industry)  through  Open 

Vt/rh 

2 

Establish  non- 
subscription revenue 
streams  of  $ 10m. 

3 

Expand  outside  of 
traditional  IT  to  other 
govt  purchased  services 

4 

Expand  geographic 
presence. 

5 

Establish  meaningful 

and>viu3»  - 

KPI/Overt  Benefit 

Contract  Value 
Renewal  Rate 
Web  Audience/Traffic 

c 

Brand  Promise 

Knowledge  Now  - when 
and  where  you  want 
it!  (see  left  for  suggested 
change) 


Key  Initiatives 

Annual  Priorities 


Achieve  CV  retention 
rate  of  74.5% 


Implement  5 new  product 
offerings. 


Integrate  into  user 
workflow  through 
software. 


Improve  sales 
productivity  by  1 5%. 


Achieve  employee 
retention  rate  of  80% 


1 or  2 Critical  Us 

Contract  Value 

CV  per  employee 

CM  yv’ 
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Opportunities  to  exceed  plan 


Threats  to  making  plan 


Printed:  4/28/2009 


1 

Ability  to  increase  sales  productivity 

1 

Continued  budget  challenges  from  Economy 

3 

Ability  to  execute  product  development/ launch 

4 

Free  Information  (Google  / Government) 

5 

Infrastructure/resources  to  execute  plan 

1 

Expanded  coverage  (outside  technology) 

2 

Task  Order  Opportunities 

3 

INPUT  for  Financial  Services 

4 

ICAP/Opportunity  Advisor 

5 

Deltek  distribution  channel 

ACTIONS  (QTR) 


Theme  (Qtr/ Annual) 


Your  Accountability 


(How) 


(Who/ When) 


Qtr.  # 

Q2  2009 

Revenues 

S6.3M 

Profit  - N.I. 

S245K 

Mkt  Cap 

$30M 

S&M  Costs 

S1.6M 

Cash 

S6.1M 

Sales 

S6.13M 

CV 

S24M 

Rev  / Emp. 

S140K. 

Deadline 

Measurable  Target/Critical  # 
Sales  of  $TBD 


Theme  Name 

Speed  and  Nimbleness 


Rocks 

Ouarterlv  Priorities 

ri  Launch  1C AP  and  Opportunity  TD/DG 

Advisor  MR  KP 


Implement  Agile  product 
development 


DG/MR 


Scoreboard  Design 

Describe  and/or  sketch  your 
design  in  this  space. 


TBD 


Your  Quarterly  Priorities 

Due 

1 

2 

3 

4 

5 

3 Begin  IT  platform  rebuild 
(includes  Financial  Services) 
Complete  IT  Plan 

4 Increase  Upsell  capacity 


DG 


BH 


5 


Establish  Analysis  sales 
capabilities 


MC 


Prioritize  your  Rocks. 


1 or  2 Critical  Us 

New  Sales  & Upsell 
Renewal  rate 


Celebration/Reward 

TBD 


For  Editable  Word  Document 
go  to 

www.gazelles.com 
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PLAN  2009  TO  2013 
Summary  P&L-Qrqanic  Growth 


printed  4/28/2009 


2008 

Actual 


SALES  ((000s) 
Subscription 

Base 


2009 

Plan 


2010 

Est 


2011 

Est 


2012 

Est 


2013 

Est 


"/.age 


Federal  + Covex 
S&L 

$ 

$ 

18.358 

3,546 

$ 

$ 

20,555 

4,088 

$ 

$ 

22  611 
4 701 

$ 

$ 

24.872 

5,406 

$ 

$ 

27.359 

6.217 

$ 

$ 

30,095 

7,150 

43% 

10% 

Covex  $4M  - $5M 

IA 

New  Products  to  Base 

$ 

1.198 

$ 

1,295 

$ 

1,554 

$ 

1.865 

$ 

2.238 

$ 

2,685 

4% 

Covex,  Government 

ICAP 

Task  Order  Aggregation 

( 

$ 

500 

170 

$ 

$ 

2,000 

540 

$ 

$ 

4,000 

761 

$ 

$ 

5,000 

927 

$ 

$ 

6.000 
1 052 

9% 

1% 

Highlight  = not  in  Plan 

Opportunity  Advisor 
Financial  Services 
Other  ('09  incl  Stimulus) 

Unidentified/New  Markets 

$ 

$ 

$ 

212 

150 

410 

$ 

$ 

$ 

$ 

500 

1,500 

285 

$ 

$ 

$ 

$ 

750 

3,000 

570 

$ 

$ 

$ 

$ 

900 
4.500 
955 
1 950 

$ 

$ 

$ 

$ 

1,000 
6,750 
1,251 
4 290 

i% 

10% 

2% 

6% 

Highlight  = not  in  Plan 
Highlight  = not  in  Plan 
Opportunistic  activities 

Subtotal 

Other 

$ 

23,102 

$ 

27,380 

$ 

33,691 

$ 

41,224 

$ 

50  046 

$ 

60,273 

86% 

7^ 

Base 

Events  $ 

ecommerce  + misc  $ 

New  Products  to  Base 

Advertising 

Consulting 

Unidentified/New  Markets 

Subtotal  — $ 


697  $ 

175  $ 


872  $ 


1,087  $ 

262  $ 

$ 

$ 


0% 


1,349  $ 


1,500 

314 

$ 

$ 

2,000 

377 

$ 

$ 

2,500 

453 

$ 

$ 

3,000 

543 

4% 

1% 

250 

$ 

500 

$ 

750 

( 

975 

0% 

1% 

250 

$ 

1,000 

$ 

2,500 

$ 

5,500 

0% 

8% 

Ramp  up  sponsorships  / new  mkts  like  Teaming.  Financial  Services 
Target  1%  of  overall  orders 


2,314  $ 


3 877  $ 6,203  $ 10,018  14%  (10M  goal  per  1 page  Strategic  Plan 


Sales  Total 


Total  Sales  Growth  Rate 


23,974  ( 


28,729  $ 

20% 


36,005  ( 

25% 


45,101  $ 

25% 


56,249  $ 


70,291  100% 


REVENUES  ((000s): 
Subscription  $ 

Other  $ 

Total  $ 

Revenues  growth  rate 

EBITDA  ((000s)  $ 

EBITDA  MARGIN 
NET  INCOME  (»000s)  $ 

Nl  MARGIN 

CASH  (AS  OF  12/31)  $ 

STOCK  PRICE  VALUATION  $ 
REVENUE/EMPLOYEE  $ 

# EMPLOYEES 


21,911  $ 

898  $ 

22,809  $ 


466  $ 

2% 

250  $ 
1% 


24,706  $ 

1,336  $ 

26,042  $ 

14% 

1,250  $ 
5% 

817  $ 

3% 


30,851  $ 

2,314  $ 

33,165  $ 

27% 

3,317  $ 
10% 

1 .570  $ 
5% 


37,834  $ 

3,877  $ 

41,711  $ 

26% 

5,840  $ 
14% 

3,084  $ 

7% 


25% 


46,076  $ 
6,203  $ 

52,279  $ 

25% 

8,887  $ 

17% 

4,912  $ 

9% 


25% 


55,671 

10,018 

65.689 

26% 

13,138 

20% 

7,463 

11% 


5,740,496 
1 00 
141,000 
161 


7,508,272 
1 79 
146,000 
178 


9,078,000  $ 12.162,000  $ 17.074,000  $ 24  537  000 

3 50  $ 4 77  $ 7 13  $ 10  47 

160.000  $ 180.000  $ 200,000  $ 230.000 

207  232  261  286 


NOTE:  Target  Growth  Rate  25%  and  EBITDA  20% 
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Comparable  Co  Metrics 


© 

printed:  4/27/2009 


— 

Current  Ratio 

L-T 

Debt/Equity 

EBITDA 

margin 

Net  Inc 
Margin 

Rev/EE 

($000s) 

Rev/Customer 

($000s) 

Advisory  Board 

0.8 

0 

18% 

12% 

243 

79 

Corporate  Exec  Board 

0.5 

0 

25% 

13% 

230 

109 

Forrester 

2.3 

0 

16% 

11% 

230 

91 

Gartner 

0.7 

-17 

16% 

9% 

305 

128 

Onvia 

1.5 

0 

-10% 

-16% 

122 

3 

Guideline  Avg 

1.16 

-3.4 

13% 

6% 

226 

82 

Guideline  Median 

0.8 

0 

16% 

11% 

230 

91 

INPUT 

0.9 

0 

2% 

1% 

141 

14 

Revenue  ($) 

Employees 

Customers 

Research 

Staff 

Sales  & Mktg 
Staff 

G&A  Staff 

Tech  & 
Dev  Staff 

Advisory  Board 

218,971,000 

900 

2,761 

not  avail 

not  avail 

not  avail 

not  avail 

Corporate  Exec  Board 

558,352,000 

2,430 

5,114 

not  avail 

not  avail 

not  avail 

not  avail 

Forrester 

240,875,000 

1,048 

2,643 

409 

403 

150 

Gartner 

1,279,065,000 

4,198 

10,000 

not  avail 

not  avail 

not  avail 

not  avail 

Onvia 

21,142,000 

173 

8,400 

51 

90 

12 

20 

INPUT 

23,188,735 

165 

1,618 

64 

71 

15 

12 
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S-Canvas  2009 


( 


4/30/2009 


5 


1 


“♦—INPUT  2009  Target 

—CH  Member  Satisfaction 

—♦—Member  Importance 

Competition  - Assessment 

0 i — ■ i -t — — — 1 , — — 

Information  Analysis  Personalization  Community  Workflow 


NOTES:  Member  survey  data  compiled  in  Q4  2008. 

Assessment  of  Competition  was  performed  by  INPUT  Exec  team. 
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Alexander 

Group,  Inc. 

SALES  GROWTH  CONSULTANTS 


INPUT* 


Customer  Segmentation  Project  Review 

April  30, 2009 


Rachel  Parrinello,  Director,  415-276-5664 
Chris  Semain,  Consultant,  415-216-0516 


© 2009  The  Alexander  Group,  Inc.® 


88  Kearny  Street  | Suite  1300  | San  Francisco,  CA  94108  | 415.391.3900 


Agenda 


Review  project  status 

Present  preliminary  customer  segmentation  and  survey  findings  using: 
Member  data 
Survey  data 
Prospect  data 
Outline  next  steps 


( 


4 


Completed 

INPUT  interviews  and  data  collection 
Customer  Survey  3/25  - 4/9  (422  usable  responses) 

Initial  segmentation  analysis  by  size  and  industry 
Survey  results 

Data  cleanup  on  Revenue  and  NAICS  industry  codes 

To  Complete 

Task  Force  meeting  on  5/1  to  review  survey  results  and  initial  segmentation  analysis 

Develop  action  plan,  including  product  roadmaps,  value  propositions,  and  coverage  and 
deployment  recommendations 

Complete  20+  customer  interviews  (wk  of  5/11) 

rce  meeting  on  5/26  to  review  interview  findings  and  finalize  action  plan 


© 2009  The  Alexander  Group,  Inc.® 
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Project  Approach 


AGI  recommends  to  organize  our  project  into  the  following  three  phases,  each  with  their  own  activities  and  goals. 


I 

Discovery 


supports 


II 

Segmentation  and 
Targeting 


supports 


Gather  information  from  INPUT 
and  its  customers  via  provided 
data,  interviews,  and  customer 
survey. 


Develop  segmentation  and 
targeting  methodology  for 
INPUT. 


Ill 

Action  Planning 


Provide  INPUT  with  actionable 

recommendations  to  improve 

sales  productivityTislnglhe  new  $**>«*<• 
segmentation  model.  ^ 


Data  & Info  Gathering 

Segmentation  Model 

Product  Offering 

INPUT  Interviews 


Segment  Descriptions 


Sales  Messaging 


Customer  Survey 
Customer  Survey  Findings 


Segment  Prioritization 


Coverage  Model 


Deployment  Model 


Project  Documentation 
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Process  Overview 


Customer  Size  Segmentation  Model  Industry  Segments 


Models 

Mid-Market 

Small 


— -Wasttiffi 

-30% 

Professional  Services 

5 

4 

:omputer  Services 

5 

5 

5 

4 

5 

4.8 

lorn.  Services 

5 

5 

3 

5 

5 

4.6 

Aerospace  & Defense 

5 

5 

3 

5 

5 

4.6 

echnical  Construction 

5 

4 

4 

4 

5 

44 

P&D  Services 

4 

5 

3 

5 

5 

4.3 

Software 

4 

4 

3 

5 

5 

4 1 

Computer  Products 

4 

4 

3 

5 

5 

4 1 

iusiness  Sendees 

4 

3 

4 

4 

4 

3.8 

Communication  Equipment 

4 

4 

3 

3 

5 

3.7 

ilectronics 

4 

4 

3 

3 

5 

3.7 

T Resellers 

4 

4 

3 

3 

5 

3.7 

nvestment  Services 

2 

3 

2 

5 

5 

3_1 

iducation 

5 

3 

1 

2 

3 

3 

)ther 

3 

J 

i 

i 

—i 

2-1 

wmmmmmm 


Purpose 


Sales  Growth  Strategy 
Coverage  Model 
Deployment  Model 

Product  Roadmaps 
Pricing 

Sales  Messaging 


Targeting 


Sales  Growth  Strategy 


Job  Focus 


Product  Roadmaps 


Sales  Messaging 
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Segmentation  Study  - Key  Findings 


INPUT 

Member 

Data 


INPUT 

Survey 


r 


Observation 

Users  (Log-ins)  has  a higher  correlation  to  CV 
than  Revenue  and  other  metrics 

Some  industries  have  more  users  and  less 
revenue  (e.g.  Consulting  and  Aerospace) 

Initial  GM  analysis  indicates  that  Strategic  is 
least  profitable  and  the  highest  users 

Initial  GM  analysis  indicates  that  smaller  firms 
are  profitable 

Most  companies  prefer  in-person  meetings  only 
for  inititial  INPUT  sale 

Primary  competition  stems  from  free  / gov 
resources,  not  from  pay-for-providers 

Smaller  companies  do  not  view  dedicated  MAs 
as  being  extremely  important 

Quality  of  offerings  is  most  important  purchase 
criteria 

Initial  market  sizing  analysis  indicates  many 
opportunities  in  all  segments 

Many  Covex  opportunities 


Implication 

Investigate  Per  User  or  combined  Company 
Revenue  and  User  pricing  option 

Investigate  increasing  CV  to  these  industries 
based  on  usage 

Actively  up-sell  to  Strategic  members  to 
increase  margins 

Consider  more  mass-market  approach  to  Small 
market  with  reduced  pricing  and  call  center 

Use  lower  cost  channels  for  renewals,  new 
products  and  support 

Consider  forging  partnerships  with  other 
institutions  (e.g.  industry  associations) 

Opportunity  to  revise  MA  coverage  model  to 
lower  costs  and  align  with  member  preferences 

INPUT  may  be  well  positioned  to  attract  new 
members  and  take  market  share 

Determine  funnel  capture  rates  to  confirm  “real” 
potential  in  each  segment 

Determine  funnel  capture  rates  to  confirm  “real” 
potential  in  Covex 
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Customer  Size  Analysis 


© 


Process  Overview 


1 . Set  customer  size  breakpoints 

Review  government’s  definition  of  Small  Business 

Analyze  correlations  in  data  to  determine  what  elements  correlate  with  INPUT’S  revenue 
Set  break  points  and  confirm  significance 


2.  Understand  the  buying  behaviors  and  needs  from  each  customer  size  segment 


Leverage  membership  data 


Assess  survey  findings 


Determine  market  potential  with  INPUT’S  prospect  data 


7 
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“#  of  Recent  Users”  ■ Better  Indicator  of  CV  than  “Company  Rev.” 


INPUT 

Member 

Data 


Correlation  Analyses  indicated  that  “#  of  Recent  Users”  is  the  best  Indicator  of  Member  Spend  (Contract  Value). 


# of  Users  vs.  Contract  Value 


Data  Elements 

Correlation 

L_k. 

Recent  Users  to  CV 

.746 

wm 

Hits  to  CV 

.717 

r 

Tickets  to  CV 

.717 

a> 

D 

Users  to  CV 

.714 

ro 

> 

Research  Hours  to  CV 

.675 

** 

o 

(0 

h 

Company  Revenue  to  CV 

.468 

4-» 

c 

0 

FPDS  Rev  to  CV 

.351 

o 

k. 

Q) 

Rev  to  Users 

.436 

JQ 

E 

Rev  to  Hits 

.301 

0) 

2 

Users  to  Hits 

.792 

Recent  Users  to  Hits 

.905 

Tickets  to  Research  Hours 

.828 

$100,000 


$10,000 


$1,000 


1 


10 


100 


# of  Users  in  Last  6 Months 


Logarithmic  scale 
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Government’s  Definition  of  “Small  Business”  Varies 


Government  defines  Small  Business  by  NAICS.  Size  varies  from  $7M  to  $25M  or  up  to  1 ,000  employees. 

AGI  recommends  that  INPUT  a)  not  vary  definition  of  customer  size  by  NAICS  and  b)  test  $25M  point  for  Small  Segment. 


NAICS 

DESCRIPTION 

AGI  Grouping 

Member 

Count 

SBA  "Small"  Definition 
(#  of  Emp  or  Rev) 

334112 

COMPUTER  STORAGE  DEVICE  MANUFACTURING 

Computer  Products 

13 

1,000 

334119 

OTHER  COMPUTER  PERIPHERAL  EQUIPMENT  MANUFACTURING 

Computer  Products 

19 

1,000 

334210 

TELEPHONE  APPARATUS  MANUFACTURING 

Communication  Equipment 

14 

1,000 

334220 

RADIO  AND  TELEVISION  BROADCASTING  AND  WIRELESS 
COMMUNICATIONS  EQUIPMENT  MANUFACTURING 

Communication  Equipment 

12 

750 

334511 

SEARCH,  DETECTION,  NAVIGATION,  GUIDANCE,  AERONAUTICAL, 
AND  NAUTICAL  SYSTEM  AND  INSTRUMENT  MANUFACTURING 

Defense 

16 

750 

423430 

COMPUTER  AND  COMPUTER  PERIPHERAL  EQUIPMENT  AND 
SOFTWARE  MERCHANT  WHOLESALERS 

Computer  Resellers 

40 

100 

443120 

COMPUTER  AND  SOFTWARE  STORES 

Computer  Resellers 

17 

$9 

511210 

SOFTWARE  PUBLISHERS 

Software 

127 

to 

cn 

517110 

WIRED  TELECOMMUNICATIONS  CARRIERS 

Communication  Services 

10 

1,500 

518210 

DATA  PROCESSING,  HOSTING,  AND  RELATED  SERVICES 

Computer  Services 

25 

$25 

541330 

ENGINEERING  SERVICES 

Architecture  & Engineering  Services 

84 

$4.5 

541510 

COMPUTER  SYSTEMS  DESIGN  AND  RELATED  SERVICES 

Computer  Services 

35 

541511 

CUSTOM  COMPUTER  PROGRAMMING  SERVICES 

Computer  Services 

193 

$25 

541512 

COMPUTER  SYSTEMS  DESIGN  SERVICES 

Computer  Services 

319 

$25 

541519 

OTHER  COMPUTER  RELATED  SERVICES 

Computer  Services 

22 

$25 

541611 

ADMINISTRATIVE  MANAGEMENT  AND  GENERAL  MANAGEMENT 
CONSULTING  SERVICES 

Consulting 

111 

$7 

541612 

HUMAN  RESOURCES  AND  EXECUTIVE  SEARCH  CONSULTING 
SERVICES 

Consulting 

14 

$7 

541618 

OTHER  MANAGEMENT  CONSULTING  SERVICES 

Consulting 

52 

$7 

541690 

OTHER  SCIENTIFIC  AND  TECHNICAL  CONSULTING  SERVICES 

Consulting 

38 

$7 

541710 

RESEARCH  AND  DEVELOPMENT  IN  THE  PHYSICAL,  ENGINEERING, 
AND  LIFE  SCIENCES 

R&D  Services 

15 

500 

561110 

OFFICE  ADMINISTRATIVE  SERVICES 

Administrative 

13 

$7 

561310 

EMPLOYMENT  PLACEMENT  AGENCIES 

Administrative 

10 

561499 

ALL  OTHER  BUSINESS  SUPPORT  SERVICES 

Business  Support 

19 

$7 

561621 

SECURITY  SYSTEMS  SERVICES  (EXCEPT  LOCKSMITHS) 

Security  Services 

13 

$12.5 
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Company  Revenue 


Analysis  Confirms  $25M  Small  Business  and  No  Need  for  Micro 


INPUT 

Member 

Data 


$25,000,000 


$20,000,000 


$15,000,000 


$10,000,000 


$5,000,000 


# of  Recent  Users  vs.  Revenue 


Companies  with  <$1M  have  an  median  of  3 users 

Only  150  companies  have  <$1M  (Do  not  have 
revenue  for  18  of  them) 

Not  big  enough  segment  to  separate  out 


$1,000,000 

$900,000 

$800,000 

$700,000 

$600,000 

$500,000 

$400,000 

$300,000 

$200,000 

$100,000 

$0 


Not  much  variance  in  users  between  $1 M and 
$25M  companies 

Median  # of  recent  users  is  4 


Lc 


# of  Recent  Users  vs.  Revenue 


♦ 

♦ 

♦ 

♦ 

♦ 

* 

♦ ♦ ♦ 

* ♦ 

♦ * 

♦ 

♦ 1 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

♦ ♦ — 

* 

— ♦ — 

0 1 2 

3 

4 5 6 7 8 9 10  11  12  13  14  15 
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Revenue 


Use  Company  Revenue  vs.  Recent  Users  to  Set  Break  Points 


INPUT 

Member 

Data 


AGI  recommends  the  following  breakpoints: 

Small:  <=  25M 
Mid-Market:  25M  - $200M 
Enterprise:  > $200M 

# of  Recent  Users  vs.  Revenue 


$100,000,000,000 


$10,000,000,000 


$1,000,000,000  , 
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# of  Recent  Users  in  Past  6 Months 
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Revenue 


Confirm  Break  Points  with  Company  Revenue  vs.  Contract  Value 


Company  revenue  vs.  contract  value  confirms  break  points: 

Small:  <=  25M 
Mid-Market:  25M  - $200M 
Enterprise:  > $200M 

Contract  Value  vs.  Revenue 


Recommended  Customer  Size  Segments 


INPUT 

Member 

Data 


Four  customer  size  segments  based  on  Company  Revenue  and  Named  Account  strategy 
Higher  segments  have  higher  CV,  more  users,  and  longer  tenure 


Named  Accounts 


Company  Revenue 
Contract  Value 
GM%* 

Retention  Rate 

# of  Users 

# of  Hits 
Tenure 


> $200M 


Company  Revenue  $768M 
Contract  Value  $16,920 

GM%*  96% 

Retention  Rate  89% 

# of  Users  27 

# of  Hits  469 

Tenure  4 Years 


Notes: 

• All  Numbers  except 
retention  rate  in  Median 

• Gross  Margin  includes 
cost  of  M A Team  and 
Operations  Research ; 
methodology  needs  to  be 
confirmed 


> $25M  - $200M 


Company  Revenue 

$55M 

Contract  Value 

$12,523 

Mid-Market 

GM%* 

96% 

$4.7M 

(324) 

Retention  Rate 

86% 

# of  Users 

16 

# of  Hits 

486 

Tenure 

3.1  Years 

<$25M 


Small 

$8.6M 

(968) 


Company  Revenue 
Contract  Value 
GM%* 

Retention  Rate 

# of  Users 

# of  Hits 
Tenure 
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$6M 

$8,333 

94% 

77% 

6 
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Customer  Size  Comparisons 


INPUT 

Member 

Data 


Small  Segment  is  the  biggest  Segment  in  terms  of  Revenue,  GM  and  # of  Companies 
Strategic  Segment  includes  more  than  1/2  of  Users 


% of  Companies  % of  Users 


% of  Revenue 


■ Strategic 

■ Enterprise 
Mi-Market 
Small 


22% 


39% 


% of  GIVIS 


23% 


15% 


*Gross  Margin  includes  cost  of  MA  Team  and  Operations  Research;  methodology  needs  to  be  confirmed 
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Variance  in  Product  Use  by  Strategic  and  Non-Strategic 


INPUT 

Member 

Data 


Strategic  Segment  is  the  biggest  user  of  INPUT  products,  including  S&L 
< 25%  of  Non-Strategic  customers  use  Task  Orders  and  Labor  Pricing 
Only  7%  of  INPUT  customers  are  S&L  only  and  23%  or  both  Federal  and  S&L 


Strategic 

Enterprise 

Mid-Market 

Small 


Fed  Opps 
Hits 


Group,  Inc.' 


Teaming 

Profile 

Hits 


Federal 

Contacts 

Directory 


Agency 

Profile 

Hits 


Vendor 

Profile 

Hits 


FIA  Hits 


Federal 

Org 

Charts 


Task 

Order  Hits 


Labort 

Pricing 

Hits 


S&L  Ops 


S&L 

Contacts 

Directory 


S&L 

Profile 


S&L 

Industry 

Analyst 
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INPUT 

Member 

Data 


i ( f 


Variance  in  Average  Hits  by  Strategic  and  Non-Strategic 


Federal  Opportunities  receives  the  most  hits,  followed  by  S&L  Opportunities 
Agency  Profiles,  Task  Orders,  Teaming,  and  S&L  Profiles 


5^3 

■ Strategic 

■ Enterprise 
Mid-Market 

■ Small 

Federal 

Contacts 

Directory 


Vendor 

Profile 

Hits 


FIA  Hits 


Federal 

Org 

Charts 


Task 

Order  Hits 


Labort 

Pricing 

Hits 


S&L  Ops 


S&L 

Contacts 

Directory 


S&L 

Profile 


S&L 

Industry 

Analyst 
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High  Level  of  Importance  Across  all  INPUT’S  Products 


INPUT 

Survey 


1.  Strategic  ranked  Task  Orders,  Labor  Pricing,  and  Executive  Briefings  higher  than  other  Segments 

2.  Strategic  and  Enterprise  ranked  Competitive  Info,  Analyst  reports  and  Top  20  higher  than  other  Segments 

3.  Teaming  and  Community  Ranked  the  Lowest 


4.5 


Vepy  4.o 
Important 


Somewhat 

Important 


Less 

Important  2.0  4- 


Basic 

Alexander 

Group,  Inc.' 

SAlfS  GROWTH  CONSULTANTS 

Value-Add  Power  Buyer  Community 

Q:  Please  rate  how  important  each  of  the  following  products/services  are  (or  would  be  if  you  purchased  them)  to  your  success  in 
doing  business  with  the  government  @ 2009  The  A,  der  Group,  me.® 
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Decision  Maker  Results  Generally  Align  with  Expectations 


INPUT 

Survey 


1 . CEOs  in  smaller  companies  serve  as  the  decision  maker  in  most  cases 

2.  CEOs  can  still  play  the  key  role  even  with  larger  organizations 

3.  Reaching  Sales,  Marketing  and  Business  Development  leaders  is  crucial  in  closing  business  across  most  segments 

Purchase  Decision  Makers 


CEO 


Ops 


CFO  Sales  Marketing  Finance/  Biz  Dev  Mkt  Legal 

Accting  Research 

Role 

Q:  What  role  does  each  person  / department  play  in  your  organization  when  selecting  a government  information  service 

provider?  © 2009  The  Alexander  Group,  Inc.® 
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Influencers  Reside  in  all  Business  Units 


INPUT 

Survey 


1.  Sales,  Marketing,  Biz  Dev,  Mkt  Research  and  Ops  are  most  frequently  sited  influencer  groups 

2.  CFO,  Finance,  Ops  and  even  Legal  are  more  involved  in  Strategic  accounts 


Purchase  Influencers 


CEO  CFO  Sales  Marketing  Finance  / Biz  Dev  Mkt 

Accting  Research 

Role 


Legal  Ops 


Q:  What  role  does  each  person  / department  play  in  your  organization  when  selecting  a government  information  service 

provider?  © 2009  The  Alexander  Group,  Inc.®  iNPUT-segme*  <e 
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INPUT 

Survey 


r a 


Quality  is  the  Primary  Purchase  Criteria 


63%  of  all  respondents  ranked  Quality  first  (Price  came  in  second  with  24%) 
50+%  of  respondents  in  12  of  15  industry  segments  ranked  Quality  first 


90% 


Purchase  Criteria  Preferences 
Most  Important  Choice 


Quality  of  Product  Offerings 


Service  and  Support 

Purchase  Criteria 


Price 


Q:  When  selecting  a government  information  service  provider,  please  rank  your  purchase  criteria  in  order  of  importance:  (1  = 
most  important,  2 = second  most  important,  3 = third  most  important) 

^ © 2009  The  Alexander  Group,  Inc.® 
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Phone  and  Email  are  Preferred  Methods  of  Communication 


INPUT 

Survey 


An  in-person  meeting  is  only  the  desired  option  when  prospects  are  initially  purchasing  INPUT’S  services 
To  save  costs,  keep  in-person  contact  to  a minimum  (continue  to  push  for  online  demos) 


Initial  Purchase 


1=ln  Person  2=Over  Phone  3=Email  4=lntemet/IM 

Contact  Type 

Subscription  Renewals 


5=Doesn’t  Matter 


t=ln  Person 


2=Over  Phone  3=Email 

Contact  Type 


4=lnternet/IM 


5=Ooesn't  Matter 


J 20% 

o 

X 


Purchasing  New  Products/  Services 


"■^Strategic 


t=ln  Person  2=0/er  Phone  3=€mail  4=tntemet/IM  5=Ooesn't  Matter 

Contact  Type 

Service/Support  Inquiries 


■Nn  Person 


5=Ooesn't  Matter 


Q:  When  working  with  government  information  service  providers,  please  note  your  preferred  method  of  communication  for  the 
following  activities:  21 

© 2009  The  Alexander  Group,  Inc.®  INPUT-Segme|  -eetmg  vOSOIOSppt 


Consistent  Preference  of  30-90  Day  Contact  Interval 


INPUT 

Survey 


Only  Computer  Products  preferred  another  interval  (A  majority  of  38%  chose  Annually) 

68%  of  respondents  prefer  email  or  phone  communication  for  new  / enhanced  products 

Frequency  of  Communication  - New  / Enhanced  Products 


45% 


Strategic 

Enterprise 

Mid-Market 

Small 


Never 


Weekly 


Quarterly 


Annually 


Monthly 

Contact  Frequency 

Q:  I would  be  interested  in  hearing  (through  my  preferred  form  of  communication)  about  new/enhanced  products  or  services: 
(Please  pick  one  of  the  answers  below) 


© 2009  The  Alexander  Group,  Inc.® 
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Best  Method  for  Understanding  Product  is  Temporary  Access 


INPUT 

Survey 


Temporary  Access  is  a clear  winner  across  company  sizes  and  industry  segments 
Although  Online  Demo  receives  a lower  grade: 

49%  of  all  respondents  ranked  Online  Demo  in  their  top  3 

Larger  companies  are  more  receptive  - 73%  of  Strategic  members  ranked  it  in  their  top  3 
Members  are  more  likely  to  rank  it  in  their  top  3 (Members  = 55%,  Prospects  = 42%) 


Preferred  Method  for  Understanding  New  Products 
Most  Important  Choice 


60% 


50% 


40% 

Q- 

3 

O 

<5  30% 

o 


20% 


10% 


0% 


l Strategic 
i Enterprise 
Mid-Market 
Small 


ivi 

Brochure  Testimonials  References 


Example  Online  Demo  In-Person  Temporary 

Reports  Demo  Access 

Q:  When  working  with  government  information  service  providers,  the  best  3 methods  for  understanding  a new  product/service 
before  buying  is  through  (1  = most  important,  2 = second  most  important,  3 = third  most  important) 


© 2009  The  Alexander  Group,  Inc.® 
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Variance  in  Service  Needs  by  Customer  Size 


INPUT 

Survey 


1 . Strategic  segment  has  higher  service  needs 

2.  Small  companies  have  less  need  for  dedicated  rep.  Potential  to  save  and  redeploy  resources  currently  devoted  to  Small 
companies 

Service  Needs  by  Company  Type 


Very 

Important 


a> 


3 


Somewhat 

Important 


Online  Q&A 
Feature 


Quick  Access  to 
Rep 


Quick  Response 
Times 

Support  Feature 


Rep  that 
Understands  My 
Needs 


Dedicated  Rep 


Q:  Please  rate  the  importance  of  each  of  the  following  support  features  that  you  currently  have  or  would  like  to  have  from 
government  information  service  providers:  (1  = Not  at  all  important,  2 = Less  important,  3 = Somewhat  important,  4 = Very 
important,  5 = Extremely  important) 

^ © 2009  The  Alexander  Group,  Inc.® 
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Avg  Rating 


How  Companies  View  Information  Service  Providers 


INPUT 

Survey 


Importance  of  providers  ranks  higher  in  Fed  market  than  S&L  market  across  all  company  types 

Untapped  market  opportunity  in  the  S&L  market?  1)  Lower  provider  importance  ranking  suggests  that  minimal  competitive 
offerings  may  exist  2)  Unlike  Fed  market,  no  falloff  in  average  rating  across  charts  in  S&L  market 


Importance  of  Information  Service  Providers 


5.0 


4.0 


3.0 


2.0 


Fed 


Government  Type 


S&L 


Q:  Please  rate  the  importance  of  the  information  provided  by 
government  info  providers  to  your  success  in  doing  business  with 
the  following  markets: 


Importance  of  a One  Stop  Shop 


5.0 


4.0 


o> 

c 

IS 

O' 

o> 

> 

< 


3.0  i 


I Strategic 
i Enterprise 
Mid-Market 
Small 


2.0 


I 


Fed 


Government  Type 


S&L 


Q:  Please  rate  the  importance  of  having  a single  provider  ("one 
stop  shop")  for  your  information  needs  with  the  following  markets: 


Note:  Only  companies  that  do  business  in  the  requisite  markets  (Fed  or  S&L)  were  included  in  the  calculations 
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... 


INPUT’S  Primary  Competitors  Are  Not  Other  “Pay-For-Providers” 


“Pay-for-Providers”  lag  free,  government  and  association  information  sources 
Ability  for  INPUT  to  build  partnerships  with  other  institutions  (e.g.  industry  associations)? 

Sources  of  Government  Information 


350 


300 


250 


o 

° 200 

*-* 

c 

a> 

T3 

O 150 

a. 

(/> 

CD 

oc 

100 


50 


Strategic 

Enterprise 

Mid-Market 

Small 


" ~ " 

jP  .3? 


d* 


r 4?  0<r  ^ & y 


° ^ < 
->V 


y y y 

tO  .\0V  o 


Source 

Q:  Which  government  information  sources  do  you  currently  use? 
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Segmentation  Survey  Results  - Spending  Profile 


INPUT 

Survey 


Further  analysis  - what  is  INPUT’S  share  of  wallet  relative  to  the  competition? 

Transform  into  a trusted  advisor  - consider  ways  for  INPUT  to  capture  a portion  of  spend  on  Industry  Consultants 


Annual  Spend  on  Information  Service  Providers 


h 


Company  Type 

Total  Spend 

Count- Will 
not  Disclose 

Count  - $0 
Spend 

Net  Count 

Avg.  Spend  (incl 
$0) 

Avg.  Spend  (Net) 

Strategic 

$733,000 

8 

0 

7 

$104,714 

$104,714 

Enterprise 

$143,100 

31 

2 

10 

$11,925 

$14,310 

Mid  Market 

$603,800 

46 

5 

38 

$14,042 

$15,889 

Small 

$1,019,620 

109 

45 

121 

$6,142 

$8,427 

| Annual  Spend  on  Industry  Consultants 

Company  Type 

Total  Spend 

Count- Will 
not  Disclose 

Count  - $0 
Spend 

Net  Count 

Avg.  Spend  (incl 
$0) 

Avg.  Spend  (Net) 

Strategic 

$330,000 

9 

1 

5 

$55,000 

$66,000 

Enterprise 

$40,000 

35 

6 

2 

$5,000 

$20,000 

Mid  Market 

$1,038,000 

56 

13 

20 

$31,455 

$51,900 

Small 

$2,058,400 

131 

94 

50 

$14,294 

$41,168 

Q:  On  average,  how  much  per  year  do  you  spend  on  the  following? 

^ © 2009  The  Alexander  Group,  Inc.' 
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INPUT 

Survey 


Segmentation  Survey  Results  - Spending  Profile  (cont.) 


How  can  INPUT  play  in  the  following  arenas? 


Annual  Spend  on  Industry  Associations 


Company  Type 

Total  Spend 

Count- Will 
not  Disclose 

Count  - $0 
Spend 

Net  Count 

Avg.  Spend  (incl 
$0) 

Avg.  Spend  (Net) 

Strategic 

$288,000 

9 

1 

5 

$48,000 

$57,600 

Enterprise 

$131,500 

31 

3 

9 

$10,958 

$14,611 

Mid  Market 

$196,025 

53 

8 

28 

$5,445 

$7,001 

Small 

$663,500 

124 

39 



112 



$4,394 

$5,924 

Annual  Spend  on  Advertising  & Sponsorships  to  the  Government 

Company  Type 

Total  Spend 

Count- Will 
not  Disclose 

Count  - $0 
Spend 

Net  Count 

Avg.  Spend  (incl 
$0) 

Avg.  Spend  (Net) 

Strategic 

$460,000 

10 

2 

3 

$92,000 

$153,333 

Enterprise 

$375,000 

34 

3 

6 

$41,667 

$62,500 

Mid  Market 

$1,111,850 

60 

10 

19 

$38,340 

$58,518 

Small 

$591,751 

118 

4 

153 

$3,769 

$3,868 

Q:  On  average,  how  much  per  year  do  you  spend  on  the  following? 

^ © 2009  The  Alexander  Group,  lnc.‘ 
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Size  Impacts  a Company’s  Market  Focus 


INPUT 

Survey 


1 . Submission  mix  leans  heavily  towards  Fed  market  for  larger  companies 

2.  Even  submission  mix  across  Fed  and  S&L  for  smaller  companies.  Which  companies  are  best  suited  for  S&L  products? 


# of  Contract  Proposals  Submitted  per  Year 


250 


© 2009  The  Alexa^her  Group,  Inc.® 


Based  on  companies  that 
submit  at  least  1 bid  to 
respective  markets. 


Fed  Market 

Co  Type 

N Count 

Strategic 

9 

Enterprise 

23 

Mid-Market 

66 

Small 

215 

S&L  Market 

Co  Type 

N Count 

Strategic 

4 

Enterprise 

23  j 

Mid-Market 

43 

Small 

156 

29 
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INPUT-Segment 


( 


Market  Size  Estimations  by  Company  Size 


Current  Average  Total  Contract  Prospect  Count  Prospect  Sales  Current 

Member  Count  Contract  Value  Value  Potential  Market 

Penetration 


Enterprise 

254 

$36,480 

$9,265,805 

40532 

$1,478,588,941 

0.62% 

Mid-Market 

324 

$14,592 

$4,727,663 

35909 

$523,968,023 

0.89% 

Small 

968 

$8,876 

$8,591,752 

57839 

$513,366,056 

1.65% 

Totals 

1546 

$14,609 

$22,585,219 

134,280 

$2,515,923,020 

1.14% 

Notes: 

- Prospect  count  based  on  segmentation  work  done  by  INPUT  in  2008. 

- Assumes  average  contract  value  for  prospects  will  be  the  same  as  it  is  for  members  on  a per  company  size  basis 

- Enterprise  accounts  for  INPUT  members  also  include  Strategic  accounts 

- 41815  prospects  were  removed  due  to  no  available  company  revenue  data 
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Industry  Analysis 


Process  Overview 


1 . Create  NAICS  industry  groupings 

Analyze  NAICS  codes,  company  assignments 
Create  groupings  and  confirm  significance 

2.  Understand  the  buying  behaviors  and  needs  from  each  industry  segment 


Leverage  membership  data 


Assess  survey  findings 


Determine  market  potential  with  INPUT’S  prospect  data 


3.  Create  an  industry  scorecard  to  assess  Industries  and  set  targeting  approach 


© 2009  The  Alexander  Group,  Inc.® 


32 

INPUT-Segmentation  Meeting  v050109.ppt 


AGI’s  NAICS  Analysis  and  Groupings 


To  create  NAICS  groupings,  AGI  completed  the  following  activities: 

Gathered  the  following  data  into  one  file: 

NAICS  codes  and  descriptions 

INPUT’S  NAICS  ranking 

Hoover’s  industry  groupings 

INPUT  Member  and  survey  count  by  NAICS 

INPUT  members  in  179  NAICS 

Assessed  data  and  developing  the  following  groupings 

Possibility  to  further  refine  the  following  groups: 

Business  Services 
Professional  Services 
Future  NAICS? 

Energy  Services 
Office  Products 
Construction 


Grouping 

#of 

NAICS 

# of 
Members 

# of 
Surveys 

Professional  Services 

47 

270 

67 

Business  Services 

113 

117 

29 

Computer  Services 

18 

613 

149 

Communication  Services 

32 

36 

9 

R&D  Services 

6 

30 

9 

Software 

2 

127 

28 

Computer  Products 

7 

45 

13 

Com.  Equipment 

6 

32 

10 

Electronics 

31 

22 

7 

IT  Resellers 

7 

67 

23 

Aerospace  & Defense 

31 

30 

11 

Investment  Services 

27 

15 

1 

Technical  Construction 

9 

92 

39 

Education 

30 

18 

4 

Other 

1636 

32 

23 

Totals 

2002 

1546 

422 
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Industry  Breakdown 


INPUT 

Member 

Data 


1 . IT  Services  and  Products  have  highest  tenure 

2.  Communications  Services,  R&D  Services,  Computer  Products,  and  Aerospace  and  Defense  have  higher  CV  and  usage 

3.  Technical  Construction  and  Education  have  a low  CV  and  usage 

4.  Investment  Services  and  Other  have  low  usage 


Description 

Profitability 

Service  Use 

Industry 

# 

Company 
Rev.  ($M) 

Tenure 

Contract 

Value 

GM% 

Retention 

Rate 

Recent 

Users 

# of  Hits 

Service 

Tickets 

Research 

Hours 

All  Company  Averages 

1546 

$1,301 

2.3 

$14,579 

81% 

84% 

15 

1,085 

8 

6 

Professional  Services 

270 

$387 

2.3 

$12,979 

84% 

85% 

17 

1,064 

17 

6 

Business  Services 

117 

$2,011 

3.1 

$13,676 

83% 

86% 

9 

746 

10 

5 

Computer  Services 

613 

$424 

3.8 

$13,333 

81% 

75% 

13 

1,184 

12 

5 

Com.  Services 

36 

$9,687 

3.1 

$20,897 

77% 

83% 

23 

1,018 

23 

9 

R&D  Services 

30 

$638 

3.7 

$20,105 

86% 

82% 

43 

2,830 

46 

15 

Software 

127 

$1,039 

3.8 

$17,325 

86% 

85% 

14 

698 

10 

5 

Computer  Products 

45 

$5,699 

3.2 

$22,563 

88% 

84% 

27 

1,133 

17 

7 

Com.  Equipment 

32 

$826 

2.6 

$18,543 

86% 

76% 

12 

667 

12 

7 

Electronics 

22 

$2,986 

2.6 

$18,588 

85% 

86% 

10 

848 

11 

6 

IT  Resellers 

67 

$1,218 

3.3 

$16,945 

79% 

97% 

15 

778 

11 

5 

Aerospace  & Defense 

30 

$6,175 

2.9 

$28,398 

84% 

75% 

62 

3,884 

57 

20 

Investment  Services 

15 

$11,934 

2.3 

$12,507 

82% 

87% 

5 

369 

4 

2 

Technical  Construction 

92 

$161 

2.9 

$10,120 

83% 

90% 

10 

803 

8 

3 

Education 

18 

$50 

2.2 

$9,407 

86% 

65% 

7 

643 

6 

2 

Other 

32 

$3,260 

2.9 

$13,053 

83% 

82% 

6 

514 

6 

3 

Notes: 


= Higher  than  Average 


= Lower  than  Average 


All  Numbers  are  Averages 

Gross  Margin  includes  cost  of  MA  Team  and  Operations  Research:  methodology  needs  to  be  confirmed 
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Industry  Comparisons 


INPUT 

Member 

Data 


1.  Computer  Services  is  largest  Industry  by  Members,  Revenue,  and  # of  Users,  followed  by  Professional  Services 

2.  PS,  Comm.  Services,  R&D,  Computer  Products  and  Aerospace  and  Defense  have  higher  % of  users;  investigate  if  we  can 
charge  more  by  users  in  these  industries 


40% 


O 


f-SegmentJ 
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Product  Usage  Varies  by  Industry 


INPUT 

Member 

Data 


1.  R&D,  Computer  Products,  Com  Equipment,  and  Aerospace  and  Defense  are  higher  users  of  Fed  products 

2.  Communication  Services  and  Software  are  higher  users  of  S&L 

3.  Technical  Construction,  Education,  Other  are  low  users 


% Members  Using 

Fed 

Opps. 

Teaming 

Profile 

Federal 

Contacts 

Directory 

Agency 

Profile 

Vendor 

Profile 

FIA 

Federal 

Org 

Charts 

Task 

Order 

Labor 

Pricing 

S&L 

Opps. 

S&L 

Contacts 

Directory 

S&L 

Profile 

S&L 

Industry 

Analyst 

Totals 

91% 

90% 

71% 

59% 

53% 

49% 

48% 

25% 

20% 

36% 

18% 

14% 

12% 

Professional  Services 

94% 

90% 

69% 

58% 

54% 

51% 

46% 

28% 

26% 

34% 

14% 

10% 

9% 

Business  Services 

85% 

91% 

61% 

50% 

50% 

41% 

38% 

18% 

19% 

32% 

16% 

15% 

8% 

Computer  Services 

91% 

89% 

75% 

61% 

54% 

48% 

50% 

28% 

23% 

37% 

16% 

11% 

12% 

Communication  Services 

89% 

94% 

69% 

50% 

44% 

47% 

39% 

28% 

11% 

44% 

25% 

25% 

19% 

R&D  Services 

100% 

93% 

90% 

60% 

63% 

63% 

50% 

27% 

27% 

27% 

13% 

7% 

20% 

Software 

83% 

88% 

67% 

62% 

47% 

46% 

51% 

13% 

7% 

49% 

37% 

30% 

15% 

Computer  Products 

98% 

98% 

82% 

73% 

60% 

40% 

67% 

24% 

11% 

31% 

18% 

18% 

16% 

Com.  Equipment 

97% 

100% 

72% 

69% 

56% 

56% 

56% 

31% 

6% 

53% 

25% 

22% 

13% 

Electronics 

95% 

82% 

59% 

64% 

64% 

41% 

50% 

41% 

9% 

32% 

14% 

14% 

5% 

IT  Resellers 

85% 

91% 

70% 

64% 

55% 

58% 

51% 

28% 

16% 

43% 

27% 

22% 

9% 

Aerospace  & Defense 

100% 

93% 

77% 

67% 

77% 

47% 

57% 

40% 

40% 

30% 

13% 

17% 

27% 

Investment  Services 

80% 

93% 

20% 

47% 

53% 

60% 

40% 

7% 

7% 

27% 

13% 

20% 

20% 

Technical  Construction 

95% 

89% 

68% 

43% 

40% 

52% 

30% 

20% 

16% 

23% 

4% 

3% 

4% 

Education 

83% 

89% 

67% 

44% 

28% 

56% 

50% 

11% 

28% 

11% 

11% 

6% 

0% 

Other 

81% 

88% 

59% 

56% 

34% 

31% 

41% 

19% 

19% 

47% 

16% 

25% 

16% 

Alexander 

Group,  Inc." 

SALES  GROWTH  CONSULTANTS 


= Higher  than  Average 


= Lower  than  Average 
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Higher  Variance  in  Basic  and  Community,  than  Power  Products 


INPUT 

Survey 


1.  Gov  Opps,  Task  Order  Opps,  Agency  Profiles  and  Competitive  Information  rank  highest  on  average  with  some  variance 

2.  Products  with  the  most  variance  are  Task  Orders,  Labor  Pricing  and  Teaming 

3.  “Community"  products  rank  lower  than  most  others  and  tend  to  have  a low  variance  across  segments 


Very 

Important 


Somewhat 

Important 


Less 

Important 


5.0 

4.5 

4.0 

3.5 

3.0 

2.5 

2.0 


o 


■ 

1 


4 

■ 


i 


■ Professional  Services 

■ Business  Services 

Computer  Services 

Communication  Services 

■ R&D  Services 

■ Software 

■ Computer  Products 

■ Communication  Equipment  Electronics 

IT  Resellers 

Aerospace  & Defense 

Technical  Construction 

Education 

Other 

• Average 

i 

♦ 


T 


: 

6 


& 


d? 


A 


v 


’ 


# 


CP 


' / / 

s/ 


& 


& 


s' 


/ 


& 


oP 


$ 


ry 


TH,  ” 

Alexander 

Group,  Inc.’ 

SALES  GHOWTH  CONSUIMNTS 

Basic 

k 

# 

CP 


5* 


& 


x# 


Value-Add 


Power  Buyer 


44 


Community 


Q:  Please  rate  how  important  each  of  the  following  products/services  are  (or  would  be  if  you  purchased  them)  to  your  success  in 
doing  business  with  the  government  @ 2009  The  Alexgnder  Group  lnc  . 
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Market  Size  Estimations  by  Industry 


Current 
Member  Count 

Average 
Contract  Value 

Total  Contract 
Value 

Prospect  Count 

Prospect  Sales 
Potential 

Current 

Market 

Penetration 

Professional  Services 

270 

$12,979 

$3,502,520 

60575 

$785,796,798 

0.44% 

Business  Services 

117 

$13,676 

$1,600,043 

16592 

$226,905,201 

0.70% 

Computer  Services 

613 

$13,365 

$8,192,704 

22956 

$306,805,418 

2.60% 

Communication  Services 

36 

$20,917 

$753,029 

3981 

$83,272,461 

0.90% 

R&D  Services 

30 

$20,105 

$603,155 

9396 

$188,908,270 

0.32% 

Software 

127 

$17,325 

$2,200,217 

3685 

$63,840,948 

3.33% 

Computer  Products 

45 

$22,563 

$1,015,345 

2849 

$64,282,631 

1.55% 

Communication  Equipment 

32 

$18,543 

$593,383 

3204 

$59,412,473 

0.99% 

Electronics 

22 

$18,588 

$408,927 

7544 

$140,224,812 

0.29% 

IT  Resellers 

67 

$17,150 

$1,149,057 

9318^) 

$159,804,615 

0.71% 

Aerospace  & Defense 

30 

$28,706 

$861,184 

4152 

$119,187,857 

0.72% 

Investment  Services 

15 

$12,507 

$187,604 

NA 

NA 

NA 

Technical  Construction 

92 

$10,120 

$931,022 

21572 

$218,304,336 

0.42% 

Education 

18 

$9,407 

$169,322 

4306 

$40,505,585 

0.42% 

Other 

32 

$13,053 

$417,708 

5965 

$77,863,357 

0.53% 

Totals 

1546 

$14,609 

$22,585,219 

176,095 

$2,572,538,280 

0.87% 

Notes: 

- Prospect  count  based  on  segmentation  work  done  by  INPUT  in  2008. 

- Assumes  average  contract  value  for  prospects  wiii  be  the  same  as  it  is  for  members  on  a per  industry  basis 
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Industry  Scorecard  (Draft) 


Segment 

INPUT  Offer  Fit 

Competitive 

Position 

Growth 

Opportunity 

Profitability 

Web  Savvy 

Average  Score 

Weighting 

30% 

20% 

20% 

20% 

10% 

100% 

Professional  Services 

5 

5 

5 

4 

5 

4.8 

Computer  Services 

5 

5 

5 

4 

5 

4.8 

Communication  Services 

5 

5 

3 

5 

5 

4.6 

Aerospace  & Defense 

5 

5 

3 

5 

5 

4.6 

Technical  Construction 

5 

4 

4 

4 

5 

4.4 

R&D  Services 

4 

5 

3 

5 

5 

4.3 

Software 

4 

4 

3 

5 

5 

4.1 

Computer  Products 

4 

4 

3 

5 

5 

4.1 

Business  Services 

4 

3 

4 

4 

4 

3.8 

Communication  Equipment 

4 

4 

3 

3 

5 

3.7 

Electronics 

4 

4 

3 

3 

5 

3.7 

IT  Resellers 

4 

4 

3 

3 

5 

3.7 

Investment  Services 

2 

3 

2 

5 

5 

3.1 

Education 

5 

3 

1 

2 

3 

3 

Other 

3 

2 

1 

2 

2 

2.1 
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INPUT-Segmenj 


Next  Steps 


e 


* 


Next  Steps 


Revise  Segments  as  needed  and  create  summary  snapshots 
Conduct  interviews 

Schedule  meetings 

Conduct  interviews;  interview  focus 

Buying  process 
Product  needs 
Value  propositions 

Develop  product  roadmaps,  value  propositions,  and  coverage,  sales  strategy  and  deployment 
recommendations 

Conduct  Task  Force  meeting  on  5/26 


Appendix  - GM  Calculation 


' 


Gross  Margin  Calculation 


Strategic 

Resource  (FY09  Allocation) 

Headcount 

Cost 

Total  Cost 

Cost  Allocation 

% Allocation 

Total  Cost 

Costs 

Strategic  Member  Advisors 

5 

$150,000 

$750,000 

General  Customer  Sales  and  Service  Support 

70% 

$836,500 

Cost  Per  Member 

$8,805 

Strategic  Upsell 

0.5 

$170,000 

$85,000 

Ticket  (Non-Research)  Support 

30% 

$358,500 

Cost  Per  Non-Research  Support 

$51 

Strategic  Research  Support 

1 

$50,000 

$50,000 

Total 

100% 

$1,195,000 

Cost  Per  Research 

$31 

Manager 

1 

$160,000 

$160,000 

FY08  Data 

General  MS  Support 

1 

$60,000 

$60,000 

# of  Members 

95 

Software  Support  Spec 

0.5 

$60,000 

$30,000 

Total  (Non-Research)  Tickets 

7002 

Prod  and  Metrics  Analyst 

0.5 

$60,000 

$30,000 

Total  Research  Hours 

3711 

FOIA  Support 

0.5 

$60,000 

$30,000 

Total 

10 

$1,195,000 

General 

Resource  (FY09  Allocation) 

Headcount 

Cost 

Total  Cost 

Cost  Allocation 

% Allocation 

Total  Cost 

Costs 

Member  Upsell 

1 

$170,000 

$170,000 

General  Customer  Sales  and  Service  Support 

80% 

$584,000 

Cost  Per  Member 

$402 

Member  Research  Support 

1 

$50,000 

$50,000 

Ticket  (Non-Research)  Support 

20% 

$146,000 

Cost  Per  Non-Research  Support 

$35 

Manager 

3 

$120,000 

$360,000 

Total 

100% 

$730,000 

Cost  Per  Research 

$31 

General  MS  Support 

1 

$60,000 

$60,000 

FY08  Data 

Software  Support  Spec 

0.5 

$60,000 

$30,000 

# of  Members 

1451 

Prod  and  Metrics  Analyst 

0.5 

$60,000 

$30,000 

Total  (Non-Research)  Tickets 

4225 

FOIA  Support 

0.5 

$60,000 

$30,000 

Total  Research  Hours 

5125 

Total 

7.5 

$730,000 

Total 

17.5 

$1,925,000 

Research  Costs 


Cost  per  Product  Resource 
Hrs/Yr  (40hrs/wk  * 49  wks) 
Cost  per  Hour 


$60,000 

1960 

$31 


60%  of  tickets  are  closed  by  Ops 
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Appendix  - Survey  Results  and  Data  Clean  Up 


Survey  Response  - Healthy  Mix  of  Prospects  to  Members  and  Co.  Size 


Type 

# of  Invites 

# of  Bad  Emails 

# of  Removal 
Requests 

# of  Completed 
Surveys 

Response  % 

Prospect 

23,236 

10,000 

45+ 

217 

2% 

Member 

1,637 

- 

205 

14% 

Total 

24,873 

-10,000 

45+ 

422 

Notes: 

23  responders  did  not  pass  qualifier  questions  and  therefore  are  not  included  in  the  results  above 

13  responders  were  from  the  same  company;  responders  with  the  most  complete  information  were  kept  and  others  removed 

6 responders  did  not  accurately  complete  the  survey  and  therefore  were  removed 


Industry 

Member 

Target 

Count 

Member 

Response 

Count 

Response 

Rate 

Prospect 

Target 

Count 

Prospect 

Response 

Count 

Total 

Target 

Count 

Total 

Response 

Count 

Strategic 

103 

15 

15% 

212 

0 

315 

15 

Enterprise 

164 

17 

10% 

3310 

26 

3474 

43 

Mid-Market 

333 

54 

16% 

4079 

35 

4412 

89 

Small 

1037 

131 

13% 

15635 

144 

16672 

275 

Total 

1637 

217 

13% 

23236 

205 

24873 

422 

© 


i 


i 


Survey  Response  - Cross  Industry,  Primarily  Computer  Services  & PS 


Industry 

Member 

Target 

Count 

Member 

Response 

Count 

Response 

Rate 

Prospect 

Target 

Count 

Prospect 

Response 

Count 

Total  Target 
Count 

Total 

Response 

Count 

Professional  Services 

198 



35 

18% 

1460 

32 

1658 

67 

Business  Services 

92 

11 

12% 

1424 

18 

1516 

29 

Computer  Services 

621 

80  T 

13% 

6567 

69 

7188 

149 

Communication  Services 

63 

5 

8% 

928 

4 

991 

9 

R&D  Services 

30 

5 

17% 

495 

4 

525 

9 

Software 

104 

12 

12% 

1462 

16 

1566 

28 

Computer  Products 

70 

1 

8 

11% 

1103 

5 

1173 

13 

Communication  Equipment 

56 

7 1 

13% 

747 

3 

803 

10 

Electronics 

24 

1 

i 

4% 

547 

6 

571 

7 

IT  Resellers 

74 

13 

18% 

1091 

10 

1165 

23 

Aerospace  & Defense 

32 

_ 

7 i 

22% 

399 

4 

431 

11 

Investment  Services 

11 

0 

0% 

35 

1 

46 

1 

Technical  Construction 

149 

24 

16% 

1391 

15 

1540 

39 

Education 

14 

0 

i 

0% 

467 

4 

481 

4 

Other 

77 

9 

12% 

1594 

14 

1671 

23 

Sub  ■ Total 

1615 

217 

i 

14% 

19710 

205 

21325 

i 

422 

No  NAICS  Codes 

22 

— — — — r 

0 

0% 

3526 

0 

3548 

0 

Total 

1637 

217  | 

13% 

23236 

205 

24873 

422 

= Low  Response  Rate 
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Data  Clean  Up 


AGI  has  needed  to  complete  the  following  clean-up  activities: 

Company  Revenue 

AGI  obtained  current  Hoovers  revenue  figures 
Used  the  highest  number  from  INPUT’S  CRM  or  Hoover 

NAICS  Codes 

INPUT’S  NAICS  from  Small  Business  Directory  or  FPDS  (self  reported).  Small  Business  Directory  takes  precedence  over 
FPDS  database 

AGI  obtained  current  NAICS  from  Hoovers 

AGI  completed  analysis  of  40  companies  (10  in  each  Customer  Segment) 

24  = Hoovers  was  best  source 
16  = Both  sources  were  accurate 
0 = INPUT  data  was  best  source 
Examples: 


Raytheon  = Engineering  Services  Aerospace  and  Defense 

Price  Waterhouse  = Software  -^Professional  Services 

Arrow  Electronics  = Software  IT  Reseller 

Juniper  Networks  = Computer  Services  -^Communications  Equipment 
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INPUT -Segment 


© 


c 


i 
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Recommended  Process  for  Market  Data 


1 . Gather  data  on  companies  that  do  business  with  the  government  (from  FPDS) 

2.  Match  data  to  Hoovers  to  obtain  accurate  NAICS  and  Revenue  figures 

3.  Assign  to  Industry  Groups  based  on  new  Grouping  criteria 


Companies  that  Do 
Business  with  the 
Government 

- 

NAICS  and 
Revenue 

- 

INPUT 

Members  and 
Prospects 

FPDS 

Hoovers 

INPUT  CRM 
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Buyer  Needs  vs.  Economic  Attractiveness 


INPUT 

Survey 


h 


Lower  Cost 

Coverage 

Strategy 


Reactive 

Coverage 

Strategy 


Alexander 

Group,  Inc.*' 

SAIFS  GROWTH  CONSULTANTS 


$100,000,000 

$90,000,000 

$80,000,000 

$70,000,000 

a> 

i $60,000,000 

v 

> 

0) 

“ $50,000,000 

c 

re 

CL 

§ $40,000,000 

O 

$30,000,000 

$20,000,000 

$10,000,000 


& 


Company  Rev  vs.  Buyer  Needs 


♦ ♦ 

♦ 

♦ 

♦ 

♦ 

♦ 

▼ 

♦ 

♦ 

♦ ♦ 
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♦ 
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♦ 

♦ ♦ 
♦ 

♦ ♦ ♦ 

♦♦ 

♦ 

♦ 

♦ 

♦ 

w ♦ ♦ 

♦ 

♦ 

♦ 

w ▼ ♦ 

♦ ♦ 
♦ A AAA  ^ 

♦ ♦ 

♦ ^ # ^ ♦ 
A A a.  ▲ A A 

♦ * ♦ ♦ : * 

♦ ♦♦  ***  * * 

♦ ♦ 

♦ ♦ A ♦ # 

J A ♦ A | « 

♦*  ♦ ij  *♦♦♦♦!  ♦♦ 

# V ♦ 

U <♦**  <♦  ♦♦  ♦ ♦♦♦, 

1 2 3 4 5 6 7 

Buyer  Needs  index 

Notes:  - Economic  Attractiveness  has  a reduced  sample  size  (288  total) 
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Dedicated 

Member 

Management 


Proactive 

Account 

Management 
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Buyer  Needs  vs.  Economic  Attractiveness 


INPUT 

Survey 


10 


Buyer 

Needs 


0 


Enterprise  ( 

Strategic  (7.2,  5.2) 

6.1, 4.9)  ^ 

Small  (4.4, 4.1) 

% 

Mid-Market  (6.3, 4.3) 

0 


10 


Alexander 

Group,  Inc. 

SALES  GROWTH  CONSULTANTS 


Economic  Attractiveness 

Notes:  - Economic  Attractiveness  has  a reduced  sample  size  (288  total) 
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Product  Ideas  and  Paint  Points 


INPUT 

Survey 


Strategic 

Enterprise 

Product  Ideas:  Listings  of  follow-on  opps,  tie-ins  (between 
budgets,  appropriations  and  opps) 

Pain  Points:  Quality  of  RFPs,  timely  info  of  opps 

Product  Ideas:  A scrubbed  database,  call  lists 

Product  Pain  Points:  Long  sales  cycles,  accurate  pre-RFP 
tracking,  incompetence,  tracking  of  items  important  to  company 
(e.g.  opps  in  Canada,  commodity  opps) 

Mid-Market 

Small 

Product  Ideas:  More  succinct  contacts  directory,  video 
conferencing,  opps  outside  the  Beltway  (S&L),  more  webinars, 
information  on  selection  boards 

Pain  Points:  inaccurate  acquisition  details,  reaching  key 
decision  makers,  delays  in  contract  awards,  out  of  date 
company  profiles 

Product  Ideas:  Howto  partner  with  qualified  schedule  holders, 
listings  of  companies  in  certain  congressional  districts,  price 
discounts  for  people  providing  info  to  INPUT,  more  8A  and 
smaller  opps,  more  social  networking,  better  intel  on 
incumbents,  GSA  schedule  support,  department  budget 
projections,  less  focus  on  contracting  and  more  focus  on 
selling,  facilitation  of  meet  & greets 

Pain  Points:  Meeting  the  money  men,  long  sales  cycle, 
schedule  holders  have  unfair  advantages,  competition, 
bureaucracy 

£ totes : - Economic  Attractiveness  has  a reduced  sample  size  (288  total) 

^ Buyer  Needs  and  Economic  Attractiveness  Score  out  of  a possible  10  - Provider  Importance  and  One  Stop  Shop  scores  out  of  a possible  5 

ler  Group,  Inc.® 
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INPUT’ 


® Large  infusion  of  Stimulus  dollars  will  impact  many  other 
markets  (healthcare,  energy  and  education) 

® Government  trending  toward  consolidation 

® Increased  level  of  oversight  and  regulation  across  the  public 
sector 


® Expanding  government  payrolls  - need  to  recruit  quickly 

© Increased  focus  on  the  use  of  technology  by  government 

© Heavy  federal  involvement  in  S&L  spending 

© Increased  reliance  on  Task  Order  & GWACS  to  support 
spending 

fi£o?o  cr  - 
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Today 

Near  Future 

Future 

•Federal  IT 

•Government 

•Healthcare 

Contractors 

InvcVtm^t*  • 

•Energy 

•Fiftafloial  Services 

•Education 

•Federal  PS 

•Information 

Contractors 

Service  Providers 

•S&L  Contractors  ^ 

•Engineering 

Services 

Industrial ! 

Suppliers 
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Today 

Near  Future 

Future 

•Marketing 
•Market  Research 
•Business  Development 
•SB  Executives 

A 

•Capture/Proposal 
Managers 
•Senior  Marketing 
Executives 

• Marketing  and  BD 
Professionals  in  New 
Markets  - Healthcare, 
Energy  and  Education 

i ‘Brokerage  Research 
Analysts 

•Hedge  Fund  Analysts 
•Private  Equity 
Investors 

•Legislative  Staff 
(Congress) 

•Executive  Branch 
Agencies  / 
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Description 

INPUT  for  Healthcare  - Opp’s  info  for  Health  IT  Public 
Sector  procurement  related  information,  delivered  in 
subscription  and  report  formats  - offerings  to  this  market 
would  be  similar  to  our  existing  subscription  & analysis 
products 

Rationale 

Increased  Govm't  focus  & funding  on  healthcare.  High 
concentration  of  homogenous  buyers/consistency  in  buying 
process.  Dollars  concentrated  in  large  players.  High 
regulation  creates  market  opportunity. 

Customer 

Same  roles  as  current  market  (BD,  market  research, 
strategic  planning,  proposal/capture) 

Different  vendor  types  - McKesson,  Cerner,  GE  Medical  and 
scores  of  specialized  Health  IT  solution  providers. 

Market  Size 

Est.  $100M,  based  on  size  of  HIMSS  of  approx.  $30M 

Skills  Needed 

Industry  specialist(s) 

Next  Steps 

Hire  consultant  to  assess  market  feasibility;  evaluate  Enerav 
and  Education  in  conjunction  with  Health  IT  assessment 
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Description 

♦ Social  networking/real  time  communication;  document 
sharing,  business  intelligence,  data  feeds,  project  health, 
proposal  mgmt 

Rationale 

♦ 1.  Gov’t  contracting  process  highly  collaborative  SN  Tools 

♦ could  enhance  process. 

♦ 2.  Workflow  is  consistent  & not  automated. 

♦ 3.  UVA  project  demonstrated  market  for  similar  solutions. 

♦ 4.  Virtual  deal  room  has  been  offered  in  other  markets. 

Customer 

♦ Capture  managers,  BD 

Market  Size 

♦ Includes  SharePoint  & Privia-type  products;  $30M  est. 

Skills  Needed 

♦ Technical  workflow,  plus  bid/proposal  process. 

Web/enterprise  software  expertise.  Software  sales  skills 

i. 

Next  Steps 

♦ Market/concept  assessment 
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Description 

Intel  for  Govm’t  buyers:  includes  research,  contract  data, 
best  practices,  vendor  analysis,  installed  base  inventory, 
etc.  Collaborative  component  includes  on-line  forums  and 
other  social  networking  tools.  We  would  also  produce 
Events  and  sell  Advertising  and  Sponsorships 

Rationale 

Govm't  trends  toward  consolidation/best  practices,  etc. 
create  market  for  collaborative  tools  and  info,  services 
products.  Our  data  can  assist  program  managers, 
congressional  staffers,  etc.  Market  factors  have  made 
information  more  valuable  - add  paid  content  component 

Customer 

Program  managers,  Govm't  officials,  legislative  staff,  ad 
buyers  j 

Market  Size 

$35M  is  spent  with  Gartner  alone.  Est.  of  1105  Media's  Gov 
Info  Group  is  $30M.  Market  est.  $50-1 00M 

Skills  Needed 

Product  mgmt,  sales,  and  advertising  expertise;  knowledge 
about  “how  government  works” 

Next  Steps 

Survey  Govm’t  officials/targeted  focus  groups  to 
understand  needs 
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Description 

Fee  to  be  in  our  database  for  exposure  to  primes  and 
financial  buyers 

Rationale 

Capitalize  on  our  connection  to  large  primes,  plus  potential 
investors  (INPUT  for  Financial  Services)  Benefit  to  primes  - 
want  access  to  meaningful  data  (financials/past 
performance/expertise)  for  potential  subs  - success  with 
INPUT  for  Financial  Services  provides  added  value 

Customer 

Small  Biz  exec,  Prime  Contractor  partner  mgmt 

Market  Size 

Low  end  - $6M  (19k  prospects  in  non-covex  space  x 30% 
total  penetration  x $1000  per  subscription) 

$20M  at  the  high  end  (?) 

Skills  Needed 

Teaming  expertise  (Scott  Lewis-type) 

Next  Steps 

Dedicate  a business  owner  to  the  product,  likely  need  a new 
hire 
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Description 

Application  that  combines  publicly  available  data  on 
government  spending,  housing  markets,  public  education, 
etc 

Rationale 

Leverages  our  research  & scraping  expertise  to  create  a 
product  to  sell  to  nontraditional  buyers,  where  individual 
consumer  might  be  the  end  user 

Customer 

Multiple  commercial  (recruiting,  real  estate,  etc),  individual 
consumers 

Market  Size 

Big?  Depends  on  whether  or  not  we’d  be  able  to  sell  our 
data  to  the  customers  above  directly,  or  attempt  to  build  a 
“destination  site”  like  a Sperling’s  Best  Places 

Skills  Needed 

Demographic  analyst,  widget/technology  specialist,  sales 
specialist 

Next  Steps 

Prioritize  in  light  of  other  product  ideas 
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Health  IT 

V 

V 

V 

Collaboration  Tool 

V 

V 

V 

Government  Forum 

V 

V 

V 

Teaming 

V 

V 

Economic  Indicator  Tool 

V 

V 
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Product  Development 

•Task  Order  Opps  System 
•Opportunity  Advisor 
•ICAP 

•Unidentified  New  Products 
•2013  - $9.3m 


Market  Penetration 


•Federal  IS 
•S&L  IS 

•Industry  Analysis 
•2013  - $34. 9m 


Market  Development 

•Coverage  Expansion 
•Financial  Services 


!013  - 


$11. 8m 


Diversification 

•Advertising 

•Unidentified  Health  Care,  Energy, 
Education 


$3. 5m  Additional  in  Events  & E-comm  from  all  four  above 


Hi 
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Description 

♦ Alternate  channel  partnerships  with  vendors  who  would 
resell  our  content  integrated  with  their  information. 

Rationale 

♦ Partner  relationships  would  enable  us  to  expand  into  new 
markets  with  lower  cost  of  entry  and  faster  time  to  market. 
ThomasNet  and  Deltek  are  two  examples  of  such  possible 
partnerships. 

Customer 

♦ Partner  customer  and  prospect  base  - 9,000  A&E  customers 
in  Deltek’s  base  and  18,000  industrial  suppliers  in  the  case 
of  ThomasNet. 

Market  Size 

♦ Variable,  depending  on  partnership. 

Skills  Needed 

♦ Channel  sales  support;  Marketing  support  for  launch  and 
support. 

Next  Steps 

♦ Agree  on  approval  process  for  partnership  agreements; 
consummate  Deltek  agreement  and  continue  ThomasNet 
discussions. 
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Description 

Packaged  data  set,  such  as  GovEdge 

Rationale 

Low  additional  cost,  additional  channels  for  our  data 

Customer 

Data  Aggregators,  Information  Co's,  Vendors 

Market  Size 

$12M  --  Onvia  is  doing  over  $2M 

Skills  Needed 

Sales  development 

Next  Steps 

Survey  potential  buyers  to  define  data  set 
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Name 

Size  ($ 

Rev) 

Win  rate,  Q1 
'09 

Product  Postioninq 

Pricinq 

Market  Perception 

FSI 

9-1 1M 

62%  32W/20L 

Conceding  data  quality, 
compete  on  support  & user 
interface 

Small  Biz:  $6-8k  for  a 
"Complete"-type  offering 
(includes  S&L) 

Database  weaker,  more 
post-sales  support, 
price  player 

Onvia 

21 M 

73%  8W/3L 

Strong  S&L,  Demandstar,  lots  of 
opps  & fast  updates 

$2500  for  subscription, 
$8500  for  package 
similar  to  our  Solution- 
level  offering 

S&L  strength,  emerging 
technology  strength, 
price  player 

Centurion 

2-4M 

50%  4W/4L 

Coverage,  esp.  stronger 
engineering,  but  de-emphasize 
support 

$6-8K  or  a subscription 

Broad  coverage,  but 
shallow,  price  player 

epipeline 

<5M 

75%  12  WML 

Opportunity  identification,  less 
emphasis  on  updates 

Offers  a 1 -seat  Fed  for 
$1200;  enterprise  Fed  + 
S&L  for  $5300 

Shallow  & wide,  price 
player 
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© Other  Traditional  Players 

• CJIS — great  coverage  of  JPS  market,  for  $12K  sub. 

• Dacis — covers  Aerospace  & Defense 

• fedXccel — focusing  on  8(a)  firms,  limited  support 

• CDG  - full  service  S&L  provider  of  Analysis,  Events, 
Consulting 

• Gartner,  IDC  - Likely  competitors  as  we  increase  Analysis 
Sales  efforts 

© Emerging  Players 

• mySBX  - website  for  teaming/collaboration,  started  w/ 
free  access 
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© Product: 

• Government  workflow - 
process  and  technologies 

^•Capture/proposaT^> 

• Healthcare  industry 
knowledge 

• Social  networking 

• Government  Community 
leadership 


© Sales/Marketing 

• Joumati Stic: writing  skills) 

• Online/e-Commerce 

• Ad  sales 

• Consultative  selling 

© Technology 

• .Net 

• Database  skills 

• Q/A 

• Interface  design 

• Project  management 
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1.  . 

2.  . 
3.  . 


(to  be  completed  at  the  end  of  meeting) 
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® Business  Drivers 

• Low  Cost  / High  Quality  Talent 

• Operational  Flexibility 

• Strategic  Positioning 

I 

® Additional  Considerations 

• Management  Challenges 

• Facilities  Complexity 

• Technical  solution  versus  physical  presence  trade-off 
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Low 


tand  Alone 
w Markets 


COMPUSEARCH 
. HIMSS 


INTEGRATION 


Bolt-On 

Adjacent  Markets 


Roll-up 

Current  Market 


Target 

Compani 


v ONVIA 
v ePIPELINE 
•.  DACIS 
v FOUR 
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BOARD  OF  DIRECTORS  REVIEW  MEETING 
10:00  a.m.  - 12:30  p.m.  September  9,  2009 
AGENDA 

1 0:00  - 1 0: 1 0 - Quarter  to  Date 

• Results 

• Questions  and  Discussion  on  President  Report 
10:10-  11:10  — 2009  Proposed  Recast 

10:10  Orders,  P&L  & Staffing 
Budget  Items 

Ex-  Budget  Items  (Introduction) 

1 0:20  New  Initiatives  (Status  against  Plans;  Budget) 

Capture  Intelligence 
Investor  Services 
Opportunity  Advisor 
Task  Order  Opportunity 
10:35  R&D 

IT  Organization 
Expenditures  & Budget 
Platform  Plan 
1 0:45  External  Contracts 

Major  Expenditures  YTD 
Planned  Expenditures 
10:50  Bonus  Plans  (Comp  Committee) 

1 1 :00  Board  Directives  and  Approvals  for  2009 
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1 1:10  — 12:10  LRP 2010-2012 
11:10  Plan  Components 
Markets 


11:40 

Financials 

Strategies 

Major  New  Product  Sets 
Functional  Strategies 
Board  guidance  for  20 1 0 

1 1:55 

Timeline  for  2010  Plan 

12:00-12:15 

Executive  Staffing 
Rombach 

SVP  Market  & Product  Development 
Gibbs 

12:15-12:30 

Any  Other  Business 

New  Secure  Board  Communications  Process 
Other 

12:30  Close 
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Onvia 

INPUT 

Onvia 

31 

INPUT 

Onvia 

INPUT 

%change  from 
6/30/08 

%chang 

12/3 

e from 
1/08 

6/30/2008 

6/30/2008 

12/31/2008 

12/31/2008 

6/30/2009 

6/30/2009 

Onvia 

INPUT 

Onvia 

INPUT 

$000s 

$000s 

$000s 

$000s 

$000s 

$000s 

Sto 

ck  Price 

$5.18 

$1.05 

$3.42 

$1.05 

$5.89 

$1.00 

13.7% 

-4.8% 

72.2% 

-4.8% 

- ■ 

Customers 

8,100 

1,464 

8,400 

1,614 

8,500 

1,730 

4.9% 

18.2% 

1.2% 

7.2% 

Orders 

10,509 

11,011 

22,607 

23,974 

12,436 

12,458 

18.3% 

13.1% 

-45.0% 

-48.0% 

Subscription  (A) 

9,100 

10,549 

19,800 

23,102 

10,850 

11,764 

19.2% 

11.5% 

-45.2% 

-49.1% 

Other 

1,409 

461 

2,807 

872 

1,586 

12.6% 

50.5% 

-43.5% 

-20.4% 

Subscription  CV 

18,200 

21,622 

19,800 

22,741 

21,700 

23,845 

19.2% 

10.3% 

9.6% 

4.9% 

P&L  Data 

— 

Revenues 

10,465 

11,207 

21,142 

22,809 

12,102 

12,347 

— 

15.6% 

10.2% 

-42.8% 

__ 

-45.9% 

1 1 

Marketing+Sales+MS  Exp 

5,785 

4,661 

12,300 

9,327 

6,717 

4,718 

" 

16.1% 

1.2% 

-45.4% 

-49.4% 

Marketing 

442 

1,188 

830 

Sales 

2,452 

4,673 

2,253 

MS 

1,767 

3,466 

1,635 

R& 

D Expense 

Per  F/S 

2,093 

786 

3,818 

1,444 

1,398 

861 

-33.2% 

9.4% 

-63.4% 

-40.4% 

INPUT  ITO 

ps 

- 

297 

- 

594 

- 

253 

-14.7% 

-57.3% 

Adjusted  R&D 

. 

2,093 

1,083 

3,818 

2,037 

1,398 

1,114 

-33.2% 

2.8% 

-63.4% 

-45.3% 

Ge 

1 

neral  & Administrative  Exp 

2,433 

2,180 

4,505 

4,391 

2,373 

2,297 

-2.5% 

5.4% 

-47.3% 

-47.7% 

1 

EBITDA 

(1,305) 

(114) 

(2,277) 

546 

(57) 

848 

-95.6% 

-842.9% 

-97.5% 

55.4% 

Net  Income 

(1,696) 

(201) 

(3,374) 

335 

(828) 

658 

-51.2% 

-427.4% 

-75.5% 

96.6% 

1 

Balance  Sh 

eet/Cash  Flow  Data 

Cash 

15,814 

5,003 

13,043 

5,934 

11,189 

6,846 

-29.2% 

36.8% 

-14.2% 

15.4% 

Other  Investments 

- 

- 

- 

2,652 

- 

Total  Cash  & Investments 

15,814 

5,003 

13,043 

5,934 



13,841 

6,846 

-12.5% 

36.8% 

6.1% 

15.4% 

Cash  Flow  from  Operations 

(1,683) 

1,605 

(2,299) 

2,895 

2,185 

1,168 

-229.8% 

— 

-27.2% 

-195.0% 

-59.7% 

i i-  ~ 

CapEx  (incl.  Capitalized  Devel 

apment) 

2,761 

426 

4,991 

537 

1,496 

204 

-45.8% 

-52.1% 

-70.0% 

-62.0% 

Employee  Data 

Employees 

Total  (does  not  include  SPI) 

177 

167 

173 

161 

173 

162 

-2.3% 

-3.5% 

0.0% 

0.1% 

Sales/MS/Mktg 

87 

85 

90 

80 

93 

78 

6.9% 

-8.0% 

3.3% 

-2.3% 

Operations 

51 

54 

51 

55 

51 

59 

Tech  & Dev 

27 

9 

20 

12 

18 

10 

G&A 

12 

20 

12 

15 

— 

11 

15 

-8.3% 

-25.0% 

-8.3% 

0.0% 

Re 

venue/Employee 

59 

67 

122 

141 

- 

— 

70 

76 

18.3% 

14.1% 

-42.8% 

-45.9% 

(A)  Onvia  Subscription  orders 

estimated  at  5 

0%  of  reported  C 

V 

(B)  Onvia  Operations  headcount  estimated  for  both  June  periods 

L 
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2009  ACTUAL  / REFORECAST  ($000s) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Original 

Plan 

Variance  to 
Orig  Plan 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Re-Cast 

Re-Cast 

Re-Cast 

Re-Cast 

Act/Re-Cast 

Orders  - 

Not  Including  Cl  and  13 

Renewal  Base 

1,900 

1.945 

1.632 

1.407 

1,509 

1,782 

1,463 

1,852 

1,590 

1,712 

1,561 

3,569 

21,920 

Subscriptions  - Renewal 

1,489 

1,379 

1,228 

1,166 

1,280 

1,256 

1,087 

1,459 

1,164 

1,263 

1,121 

2,781 

16,675 

16,418 

257 

Renewal  rale 

78% 

71% 

75% 

83% 

85% 

71% 

74% 

79% 

73% 

74% 

72% 

78% 

76.071% 

Subscriptions  - New 

665 

585 

674 

743 

632 

665 

649 

691 

887 

859 

908 

1,300 

9,259 

9,750 

(491) 

Sales  Teams 

549 

482 

610 

632 

579 

557 

577 

592 

702 

654 

719 

943 

7,595 

7,750 

(155) 

Upsell 

116 

103 

65 

m 

53 

108 

73 

99 

1 85 

205 

189 

358 

1,664 

2,000 

(336) 

Events 

17 

7f 

81~ 

52 

36 

46 

ioT 

119 

82 

124 

168^ 

~ 29 

~ 929 

1,087 

(158) 

Other  (Includes  Stimulus) 

19 

15 

172 

80 

62 

44 

36 

36 

27 

53 

59 

83 

685 

263 

422 

Total  Orders 

2,190 

2,050 

2,156 

2,041 

2,010 

2,011 

1,876 

2,304 

2,160 

2,299 

2,257 

4,194 

27,548 

27,517 

30 

Total  Orders  - 2008 

1,930 

1,959 

2,173 

1,538 

1,569 

1,842 

1,618 

2,153 

1,756 

1,957 

1,607 

3,873 

23,974 

“IE  

Revenue 

- Not  Including  Cl  and  13 

Subscriptions 

1.919 

1,928 

1,928 

1,964 

1,994 

2,013 

2,035 

2,015 

2,088 

2,128 

2,152 

2,178 

24,343 

24,236 

106 

Events 

1 

100 

104 

10 

78 

49 

41 

63 

92 

m 

144 

142 

934 

1,073 

(139) 

Other 

16 

22 

32 

99 

60 

28 

31 

86 

27 

53 

59 

83 

597 

263 

334 

Total  Net  Revenue 

1,935 

2,050 

2,064 

2,073 

2,133 

2,091 

2,107 

2,165 

2,207 

2,292 

2,355 

2,402 

25,874 

25,572 

302 

% Growth 

6% 

i% 

0% 

3% 

-2% 

1% 

3% 

2% 

4% 

3% 

2% 

Prior  Year 

1,820 

1,825 

1,883 

1 ,937 

1,825 

1,917 

1,850 

1,886 

1,956 

2,038 

1,931 

1,940 

22,809 

1 

Operations 

Personnel 

383 

389 

402 

385 

400 

405 

396 

388 

398 

402 

401 

400 

4,749 

4,980 

231 

slow  hiring 

Other  Expense 

45 

85 

80 

32 

80 

59 

50 

67 

68 

105 

54 

81 

806 

949 

143 

Operations,  Total 

428 

473 

483 

417 

480 

464 

447 

454 

465 

507 

455 

481 

5,554 

5,928 

374 

% of  Revenue 

22% 

23% 

23% 

20% 

22% 

22% 

21% 

21% 

21% 

22% 

19% 

20% 

21% 

23% 

Prior  Yr  % of  Revenue 

25% 

Member  Services 

Personnel 

269 

259 

260 

264 

255 

266 

280 

290 

288 

312 

299 

299 

3,341 

3,516 

175 

Other  Expense 

2 

12 

13 

13 

15 

7 

39 

16 

21 

21 

21 

21 

201 

176 

(25) 

Member  Services,  Total 

271 

271 

273 

277 

270 

273 

320 

306 

309 

333 

320 

320 

3,542 

3,692 

150 

% of  Revenue 

14% 

13% 

73%1 

13% 

13% 

13% 

15% 

14% 

14% 

15% 

14% 

13% 

14% 

14% 

Prior  Yr.  % of  Revenue 

15% 

i_ : 

Cost  of  Services,  Total 

699 

745 

755 

694 

750 

738 

766 

760 

774 

840 

775 

801 

9,097 

9,620 

523 

% of  Revenue 

36% 

36% 

37% 

33% 

35% 

35% 

36% 

35% 

35% 

37% 

33% 

33% 

35% 

38% 

Prior  Yr.  % of  Revenue 

40% 

Gross  Income  / (Loss) 

1,236 

1,306 

1,309 

1^379 

1,383 

1,353 

T340 

1,405 

1,433 

1,452 

1,580 

1 ,602 

16,777 

15,952 

825 

Gross  Profit  % 

64% 

64% 

63% 

67% 

65% 

65% 

64% 

65% 

65% 

63% 

67% 

67% 

65% 

62% 

Prio 

Yr  Gross  Profit  % 



— 

60% 

Sale 

s 



Personnel 

381 

356 

343 

365 

349 

341 

365 

343 

373 

369 

369 

368 

4,320 

4,372 

53 

Other  Expense 

18 

18 

24 

21 

21 

16 

45 

22 

27 

27 

27 

27 

295 

330 

35 

Sales,  Total 

399 

373 

367 

386 

371 

357 

410 

365 

400 

397 

396 

395 

4,615 

4,702 

87 

% of  Revenue 

21% 

18% 

18% 

19% 

17% 

17% 

19% 

17% 

18% 

17% 

17% 

16% 

18% 

18% 

Prior  Yr.  % of  Revenue 

— 



20% 

Marketing 

1 0K  Contractor 

Personnel 

64 

53 

77 

84 

94 

91 

81 

96 

99 

98 

85 

76 

997 

1,118 

121 

25K  SVP 

Other  Expense 

69 

87 

59 

47 

54 

50 

99 

56 

71 

59 

59 

59 

769 

758 

(11) 

36 K Schwartz 

Marketing,  Total 

133 

140 

136 

131 

148 

142 

180 

152 

169 

157 

143 

135 

1,766 

1,876 

110 

% of  Revenue 


Prior  Yr.  % of  Revenue 


- 7' 


7% 

4- 


7% 


6% 


7% 


7% 


9% 


7% 


8% 


7% 


6% 


6% 


7% 

5% 


7% 


R-F  Reforecast  (10)  091009  KDG.xIsx 


Page  1 of  3 


Proprietary  / Confidential  - INPUT 


r 


2009  n 
Income  Staten, 


-ecast 

it  Act-Recast 


9/30/2009 


Jan 


Feb 


Mar 


Apr 


May 


Jun 


Jul 


Aug 


Sep 


Oct 


Nov 


Dec 


Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Re-Cast 

Re-Cast 

Re-Cast 

Re-Cast 

Ad/Re-Cast 

R&D 

— 

Personnel 

80 

122 

104 

100 

113 

182 

188 

211 

167 

232 

265 

264 

2,029 

1,384 

(645) 

search  +S167K 

Capitalized  Platform/Website  Costs 

(100) 

(100) 

- 

100 

Capitalized  Search  Costs 

(24) 

(48) 

(48) 

(121) 

121 

Other  Expense 

24 

2 

5 

16 

29 

53 

96 

27 

50 

13 

13 

13 

341 

170 

(171) 

R&D 

, Total 

104 

124 

110 

116 

142 

235 

284 

238 

217 

221 

229 

129 

2,149 

1,554 

(595) 

% of  Revenue 

5% 

6% 

5% 

6% 

7% 

n% 

13% 

11% 

10% 

10% 

10% 

5% 

8% 

6% 

Prior  Yr.  % of  Revenue 

— 

6% 

General  & Administrative 

_ ~~ 

— 

Personnel 

141 

134 

134 

138 

135 

138 

142 

147 

149 

149 

147 

146 

1,700 

1,603 

(97) 

Other  Expense 

236 

233 

253 

269 

245 

241 

253 

245 

275 

275 

275 

275 

3,078 

3,258 

180 

General  & Administrative,  Total 

377 

367 

387 

407 

381 

379 

395 

392 

424 

425 

423 

422 

4,778 

4,861 

83 

% of  Revenue 

20% 

18% 

19% 

20% 

18% 

18% 

19% 

18% 

19% 

19% 

18% 

18% 

18% 

19% 

Prior  Yr.  % of  Revenue 



19% 



Corporate  Expenses 

— 

Personnel 

34 

39 

33 

34 

33 

33 

35 

33 

34 

34 

33 

33 

408 

407 

(D 

Other  Expenses 

25 

24 

26 

20 

28 

33 

22 

20 

23 

23 

23 

23 

290 

272 

(18) 

Corporate  Expenses,  Total 

59 

63 

59 

54 

62 

66 

57 

53 

56 

56 

56 

56 

698 

680 

(18) 

% of  Revenue 

3% 

3% 

3% 

3% 

3% 

3% 

3% 

2% 

3% 

2% 

2% 

2% 

3% 

3% 

Prior  Yr  % of  Revenue 

— 

— 



4% 

Investment  Services  >$250K  Net  Loss 

1—— 

- 

5 

7 

3 

6 

17 

43 

49 

51 

59 

240 

(240) 

Capture  Intelligence  > $400K  Net  Loss 

- 

” 

- 

- 

- 

- 

2 

2 

(2) 

Provision  for  Bonuses  (Note  C) 

86 

86 

86 

86 

86 

86 

86 

102 

102 

102  102 

102 

1,108 

1,029 

(79) 

Total  Expenses 

1,856 

1,898 

1,900“ 

1,878 

1,947 

2,005 

2,184 

2,079 

2,185 

2,246 

2,175 

2,100 

24,453 

24,322 

(131) 

Prior  Year  

1,889 

1,811 

1,913 

2,000 

1,871 

1,837 

1,858_ 

1,803 

1,803 

1,886 

1,848 

1,744 

22,263 





EBITDA 

— 

79 

153 

164 

195 

186 

86 

86 

21 

45 

179“ 

303“ 

1,421 

1,250 

171 

% of  Revenue 

_ 

4% 

7% 

8% 

9% 

9% 

4% 

-4% 

4% 

1% 

2% 

8% 

13% 

5% 

5% 

Prior  Yr.  % of  Revenue 

— 

2% 

Depreciation  & Amortization 

35 

34 

37 

37 

38 

38 

39 

38 

4(T 

40 

40 

40 

455 

434 

(22) 

Operating  Income  / (Loss) 

44 

118 

127 

158 

149 

48  (116) 

48 

(19) 

5 

139 

263 

966 

816 

149 



Other  Revenues  / (Expenses) 

6 

” 5^  5 

5 

4 

4 

3 

3 

3 

3 

3 

3“ 

47 

132 

(86) 

Income  / (Loss)  Before  Taxes 

50 

123 

133 

163 

153 

52 

(112) 

51 

(16) 

8 

142 

266 

1,012 

949 

64 

Provision  for  Income  Taxes 

_ 

_ 

: 

. 

7" 

~r 

- 

r 

- 

132 

132 

Net  Income  1 (Loss) 

50 

123 

133 

163 

153 

52 

(112) 

51 

(16) 

8 

142 

266 

1.012 

817 

196 

% of  Revenue 

3% 

6% 

6% 

8% 

7% 

2% 

-5% 

2% 

-1% 

0% 

6% 

11% 

4% 

3% 

Ex-Budget  (for  Aug-Dec  see  "Ex-Budget  Deta 

il"  Below): 

— 

[ 

— 

AGl  Project 

- 

(34) 

(?) 

(8) 

(42) 

(27) 

- 

- 

- 

(121) 

- 

(121) 

Chairman's  Bonus 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(14) 

(165) 

- 

(165) 

Platform  Developers  (Note  D) 
Capture  Intelligence  (Net) 
Investment  Services  (Net) 

Net  Income  / (Loss),  adjusted 
% of  Revenue 
Prior  Year 


(6). 


(47) 

_£L 


(33) 

(7) 


(3J)I 

_£L 


.(30) 

(§i_ 


(67) 

(35) 


(52). 

(43) 


(44)1 

(49) 


(43) 

(51) 


(40) 

(59) 


36 

2% 

m. 


75 

4% 

(3) 


104 


5% 

: ' 

(49) 


89 

4% 


56 

3% 


...12.91- 


(163) 


(81) 


(65) 


-1% 

55 


-6% 

(32) 


JML 


-3% 

60 


(124) 


128 


(98) 

-4% 

137 


35 


154 


1% 

67 


6% 

176 


Year 


(400) 

(257) 


69 

0% 


335 


Original 

Plan 


817 

3% 


Variance  to 


(400) 

(257) 


(747) 


83K 

slow  hiring 


R-F  Reforecast  (10)  091009  KDG.xIsx 


Page  2 of  3 


Proprietary  / Confidential  - INPUT 


r 


2009 

Income  State 


1 " 

sn..,it 


ecast 

Act-Recast 


Jan 


Feb 


Mar 


Actual 


Actual 


Actual 


Apr 


May 


Jun 


Actual 


Actual 


Actual 


Jul 


Aug 


Sep 


Oct 


Nov 


Dec 


Actual 


Actual 


Re-Cast  Re-Cast  Re-Cast  Re-Cast 


EX-BUDGET  DETAIL 
Capture  Intelligence 
Orders 

Revenues 
TPersonnel  Exp 
Other  Expense 
Capture  Intelligence,  Total 
% of  Revenue 


Investment  Services  (up  to  $250K  net  loss) 
Orders 

Revenues 

Personnel  Exp  (not  including  R&D) 
Add:  Excella  development  costs 
Other  Expense 
Investment  Services,  Total 
% of  Revenue 


(6)! 


(47) 


29 


29 


70 


70 


(33). 


(38) 


(30) 


0% 


0% 


(6) 

0% 


(47) 

-2% 


(5) 


(33) 

-2% 


(7) 


(38) 

-2% 


(3) 


(30) 

-1% 


(6) 


(41) 

(36) 


(67) 

-3% 


(17) 


22J 

(71). 

J3L 


0% 


0% 


0% 


(5) 

0% 


(7) 

0% 


(3) 

0% 


(6) 

0% 


(17) 

-1% 


(52) 

-2% 


(24) 

(19) 

JL 


33 

(74) 

J5L 


(43) 

-2% 


(44) 

-2% 


(30) 

(19) 

J) — 


34  35 

(74)  (74) 

J3] dll 


(49) 

-2% 


(43) 

-2% 


30 

(33) 

(19) 

JL 


(51) 

-2% 


(40) 

-2% 


120 


(19) 

J41 


Year 


Act/Re-Cast 


198 

124 

(487) 


J3Z1 


-2% 


(400) 

-2% 


150 

1 

(162) 

(74) 

J51I 


(240) 

-1% 


Original 

Plan 


Variance  to 
Prig  Plan 


198 

124 

(487) 

J371 


(400) 


150 

1 

(162) 

(74) 

J3L 


(240) 


Max  400K 


slow  hiring  -- 
MS  & Sales 


(A)  iFacilities  costs  are  included  in  General  & Administrative  Expenses  . 

(B)  Corporate  Expenses  includes  Board  expenses  (incl.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO  recruitment  and  the  Delaware  reincorporation,  Board-related  legal  fee: 

(C)  Provision  for  Bonuses  includes  the  bonus  accrual  for  all  non-sales  & mbr  svcs.  staff.  It  does  NOT  include  accrual  for  the  Chairman;  Chairman's  bonus  is  Ex-Budget 

(D)  Ex-Budget  Platform  developers  have  been  removed  1 1 1 1 I 1 T~  i 1 1 1 


, and  similar  items. 
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2009  Reiorecast 
Cash  Position  - Reforecast 


Printed:  9/o0/2009 


12/31/2009 

Cash  and  Cash  Equivalents,  12/31/09  Plan 

(A) 

$ 7,508,272 

Cash  in  Excess  of  Plan  as  of  8/31/09 

819,720 

Orders  in  Excess  of  Plan,  Sep-Dec 



551,108 

(245,683) 

Less  December  Excess  Orders  (collection  2010) 

Less  50%  of  Nov  Excess  Orders  (collection  2010) 

(120,928) 

Subtotal 

184,497 

Billed  upfront  factor 

56% 

Excess  Orders  Converted  to  Cash 

103,318 

(A) 

Expenses  in  Excess  of  Plan,  Sep-Dec 

(1,157,503) 

Add:  Capitalized  Costs 

(220,833) 

Less:  IT  Contractors  in  Dec  in  Excess  of  Plan  (Paid  Jan) 

85,333 

Less:  Ex-Budget  Bonus  provision  (Cl,  13,  Chairman 

246,563 

Expenses  to  be  paid  by  12/31/09 

(1,046,441) 

Cash  and  Cash  Equiv.,  12/31/09  Reforecast 

7,384,870 

Cash  Pledged  @ RBC  - Est. 

(1,888,619) 

Cash  Available  @12/31/09 

5,496,250 
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Page  1 of  1 


Proprietary  / Confidential  - INPUT 


2010  Annual  Plan  - Executive  Summary 


Date  Prepared: 
September  29,  2009 


Confidential/Proprietary  — INPUT 


9 


Printed:  September  30,  2009 


A.  Plan  Overview 

The  2010  Plan  builds  on  the  recently  developed  Long  Range  Plan  (LRP)  focusing  on  the 
following  markets: 

• Federal  Vendors 

o Sales/Business  Development 
o Marketing 
o Executive/Planning 

• S&L  Vendors 

o Sales/Business  Development 
o Marketing 
o Executive/Planning 

• Institutional  Investors 

o Analyst/Equity  Research 

The  preliminary  2010  plan  Orders  growth  is  23.8%  with  Stimulus  and  25.4%  without  Stimulus. 
This  plan  basically  achieves  the  $1  MM  Net  Income  target  set  by  the  BOD  including  investment 
in  new  platform  development.  The  EBITDA  also  contains  the  appropriate  Bonus  provisions 
(excluding  Chairman)  as  well  as  a $430K  tax  provision.  There  may  be  additional  EBITDA 
upside  as  we  look  to  eliminate  low  value  work  within  RAS  as  a result  of  recommendations  by  the 
new  process  leader  and  BPM  tools.  Those  recommendations  are  still  under  development.  There 
is  also  further  analysis  needed  on  YOY  productivity.  Orders  and  Revenue  per  total  headcount  is 
estimated  to  improve  9%  and  5%  respectively  from  2009  short  of  our  1 0%improvement  target. 

B.  Financial  Summary 

A summary  of  the  financial  projections  for  2010  is  presented  below: 


PL  2010  Plan  Exec  Summary  092909  (2)  KMP.docx 
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Exhibit  1 — 2010  Financial  Summary 


I 

2009  Reforecast  | 

2010 

Sales  Orders 

Subscriptions 

$ 26,281,877 

$ 33,063,081 

Software 

- 

- 

Consulting 

- 

- 

Events 

929,163 

983,508 

Other 

684,828 

488,123 

Total  Sales  Orders 

$ 27,895,868 

$ 34,534,712 

Growth 

(23.8%)- 

Revenue 

$ 25,874,003’' 

$ 30,805,050  - 

Operations 

6,729,270 

9,133,478  - 

Member  Services 

4,261,174 

4,837,615 

Total  Cost  of  Services 

10,990,443 

13,971,093 

% of  Revenue 

42% 

45% 

Sales 

5,346,078 

5,814,218 

Marketing 

1,954,337 

1,932,997 

Total  Sales  & Marketing 

7,300,414 

7,747,215 

Research  & Development 

2,981,514 

4,124,193 

Capitalized  Development  Costs 

(220,833) 

(780,000) 

General  & Administrative 

2,703,727 

2,899,381 

Corporate 

697,937 

727,981 

Total  G&A  and  Corporate 

3,401,663 

3,627,362 

EBITDA 

1,420,802 

2,115,188 

Depreciation  & Amortization 

455,148 

750,000 

Other  Revenues  (Expenses) 

46,787 

60,000 

Provision  for  Income  Taxes 

- 

430,002 

Net  Income  / (Loss) 

$ 1,012,441 

$ 995,186 

Ex -Budget: 

AGI  Project 

(120,687) 

Chairman's  Bonus 

(165,000) 

Capture  Intelligence 

(400,000) 

Investment  Services 

(257,493) 

Net  Income  / (Loss),  adjusted 

$ 69,261 

NOTE:  Provision  for  Bonus  (2009  includes  Chairman) 

1,273,394 

1,749,032 
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A summary  of  Orders  plan  for  2010  by  market  is  provided  below.  See  the  attached  financials  for 
product  level  detail: 

Exhibit  2 — 2010  Orders  Summary'  by  Market 


Orders 

2009* 

2010 

% Change 

Federal  Vendor 

r 

22,586,633 

28,083,201 

24.3% 

S&L Vendor 

4,706,075 

5,011,011 

6.5% 

Institutional  Investors 

240,000 

1,440,500 

500.2% 

Total 

27,532,708 

34,534,712 

25.4% 

C.  Product  Roadmap  for  2010 

A summary  of  the  major  new  products  INPUT  plans  to  introduce  during  the  planning  period  is 
below: 

Exhibit  3 — Major  New  Products  Introductions  by  Market 


Market/Product 

Release  Objective 

Type  of  Offering 

2009 

2010 

. . _ Workflow/ 

Info  Services  _ ..  _ . 

Software  Sols 

Q1  I Q2  | Q3  | Q4 

Federal  Vendor 

Opportunity  Advisor 

X 

X 

Capture  Intelligence 

X 

X 

Task  Order  Opportunity  Notif.  System 

X 

X 

Solution  for  Product  Companies 

b 

X 

Competitive  Intelligence 

X 

Teaming  Collaboration 

X 

X 

Institutional  Investor 

Government  Investing  Advisor 

X 

Analyst  Phone  Hours 

X 

X 

Private  Company  Database 

x L 

X 

PL  2010  Plan  Exec  Summary  092909  (2)  KMP.docx 
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A summary  of  New  Products  and  significant  Product  Enhancements  that  correspond  with  the 
Strategic  Canvas  elements  is  provided  below: 

Exhibit  4 — Strategic  Canvas  Impact  $>/c,  tilaf-  ivC 

INFORMATION  • gontifttP'Vnwnnge  expansion'  into  best  fifrgcgrncnts- 

• Build  specific  product  offering  for  IT/Electronic  Product 
Companies 

ANALYSIS  • Expand  analytical  offerings  through  Opportunity  Advisor, 

Capture  Intelligence,  Competitive  Analysis,  Government 
Investor  Advisor  and  Industry  Analysis 

• Provide  real-time  analysis  for  Executive/Planning  function  — 

PERSONALIZATION  • Implement  improved  'search'  and  user  interface  for 

members  across  products 

• Implement  MyINPUT  capability  in  GovIA  for  Investors 

COMMUNITY  • Develop  collaboration  capabilities  among  primes  and 

subcontractors  as  an  extension  of  the  new  Task  Order 
Opportunities  Notification  System 

• Develop  Government  and  Teaming  Community  to 
support  revenue  in  2011 

WORKFLOW  • Implement  workflow  capabilities  for  task  order  bidding  "S 

internally  for  primes  and  externally  for  primes  and  their 
subcontractors 


D.  Functional  Strategies 

A summary  of  the  key  strategies  that  will  be  pursued  by  function  for  2010  is  presented  below: 
Sales 

o Execute  regional  expansion  plans  for  Federal  and  S&L  products 
o Implement  Channel  Sales  Model  assuming  $200k  in  orders  in  2010 
o Increase  sales  productivity  1 0% 
o Increase  Analysis  sales  through  Opportunity  Analysis 

Marketing 

o Increase  lead  generation  of  qualified  prospects  by  1 5%  vs.  2009 
o Target  increased  INPUT  brand  recognition  in  4 key  regional  markets 
o Support  new  product  and  enhancement  releases  with  marcomm/email  promotions  in  a 
coordinated,  predictable  cadence 

o Increase  our  effective  use  of  SEO/SEM  to  increase  web  site  traffic  and  lead  conversion 

Product  Development 

o Implement  functional  ownership  and  capacity  for  key  product  development  cycle 
elements:  Research,  Development,  Release/Go-To  Market 
o Implement  clear  product  ownership  and  management  for  existing  and  new  products 
o Implement  dashboards  for  managing  markets  and  products  cross-functional ly  for  new  and 
existing  products 
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Member  Services 

o Drive  renewal  performance  to  a rate  of  77%. 
o Grow  up-sell  by  27%  vs.  2009  to  $2.2M 

o Develop  a fully-functional  product  development  process  within  Member  Services 
o Drive  productivity  improvements  through  the  use  of  Web  2.0  and  knowledge-sharing 
technology 

Research  & Analysis  Services 

o Leverage  business  process  management  BPM  capabilities  to  automate  routine  activities, 
driving  productivity  in  existing  operations. 

o Expand  use  of  most  cost  effective  labor  for  routine  tasks  that  cannot  be  automated 
o Develop  analysis  and  depth  in  existing  organization  while  maintaining  coverage 

Technology 

o Release  new  products  and  product  enhancements  as  planned  with  required  functionality 
o Modernize  search  technology  to  improve  member  satisfaction  and  retention,  and  extend 
capacity 

o Implement  new  system  architecture  and  platform  that  supports  INPUT’S  long  term 
growth  objectives 

o Support  marketing  in  release  of  new  public  Web  site 

o Implement  BPM  software  that  supports  automation  of  at  least  four  significant  business 
processes,  saving  at  least  10,000  man-hours  annually 
o Deliver  system  up-time  of  99.9% 

Finance 

o Automate  the  production  of  the  basic  financial  statements 
o Automate  the  CV  report  and  the  Commissionable  Orders  report 
o Implement  ADP  web-based  solution  and  G/L  integration 
o Automated  Department  metrics 

HR/Administration 

o Design  and  implement  a “University  Intake”  program 
o Design  and  implement  a training  curriculum  for  new  managers 
o Implement  an  automated  talent  management  solution 


E.  Challenges  and  Issues 

INPUT  faces  a number  of  challenges  and  issues  that  may  impact  its  ability  to  achieve  its  2010 
plans: 

• New  Technology  - Competitors  seem  to  have  a lead  on  new  technology  to  deliver 
similar  services  (e.g.,  Onvia-  robust  content  management,  FSI-  Search). 

• Government  Transparency  - The  expanding  availability  of  government  data  will  create 
both  competitive  threats  and  growth  opportunities  for  INPUT.  With  government 
information  and  data  sets  more  available,  barriers  to  entry  will  be  reduced  for  other 
companies  to  present  and  analyze  government  data.  However,  it  also  provides  INPUT 
the  opportunity  to  leverage  the  data  to  strengthen  its  existing  products  and  introduce  new 
products. 

• National  Economy  - INPUT  members  and  prospects  in  all  markets  face  challenging 
financial  times  and  their  budgets  are  under  pressure.  The  impact  of  the  economic  crisis 
will  be  felt  most  in  the  S&L  Vendor  and  Investor  Services  market. 
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• Building  Brand  Among  S&L  Vendors  and  Institutional  Investors  - A major 
challenge  facing  both  the  S&L  Vendor  and  Investor  Services  markets  is  developing  a 
strong  brand  for  providing  information  in  order  to  achieve  its  growth  objectives. 

• Achieving  2010  New  Product  Orders  Plans  - INPUT’S  plans  for  20 1 0 depend  upon  the 
success  of  new  products,  particularly  those  introduced  in  2009.  In  the  2010  orders  plan, 
new  products  (those  introduced  in  2009  and  2010)  account  for  $4.8  million,  or  14%,  of 
targeted  orders. 

• Alternative  Revenue  Channels  - INPUT  does  not  have  a track  record  of  developing 
non-subscription  revenue  channels  or  sales  from  sources  other  than  its  own  sales  force. 
INPUT  must  develop  ways  of  selling  through  alternative  channels.  In  the  2010  plan,  we 
have  assumed  we  will  generate  $200k  in  orders  through  channel  relationships  developed. 

• Platform  Migration  - INPUT  plans  to  migrate  its  current  Web  applications  platform. 
This  is  a major  undertaking  that  may  distract  resources  from  or  interfere  with  planned 
product  enhancements  and  new  products. 

• Attracting  Small  Businesses  Profitably  - With  over  90%  of  INPUT’S  market 
opportunity,  in  terms  of  vendor  population,  found  among  companies  under  $25  million, 
finding  cost-effective  ways  to  attract  and  retain  small  businesses  is  a critical  challenge  for 
INPUT. 

F.  Capital  Spending 

Significant  capital  investments  that  will  be  required  during  2010  include: 


Exhibit  5 — Capital  Spending  Requirements 


Investment 

Size  ($K) 

Rationale 

Content  Management 
System/Knowledgebase 

$50 

• In  order  to  deliver  real-time  analysis  effectively 
across  our  analytical  products,  INPUT  must 
invest  in  a content  management  system  that 
allows  content  producers  to  manage  and 
deliver  content  without  development 
involvement. 

Business  Process 
Management  (BPM) 
Software 

$200 

• INPUT  will  identify,  redefine  and  implement 
business  processes  to  improve  the  efficiency 
and  effectiveness  of  internal  processes. 

Capitalize  Platform 
Software  Development 

$780 

• Addresses  architecture  and  scalability  issues 
to  support  future  growth  and  expansion. 
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INCOME  STATEMENT: 

2009  Reforecast 

2010 

Revenue 

$ 25,874,003 

$ 30,805,050 

-] 

Operations 

6,729,270 

9,133,478 

Member  Services 

4,261,174 

4,837,615 

Total  Cost  of  Services 

10,990,443 

13,971,093 

% of  Revenue 

42% 

45% 

Sales 

5,346,078 

5,814,218 

Marketing  1,954,337 

1,932,997 

Total  Sales  & Marketing 

7,300,414 

7,747,215 

Research  & Development 

2,981,514 

4,124,193 

Capitalized  Development  Costs 

(220,833) 

(780,000) 

General  & Administrative 

2,703,727 

2,899,381 

Corporate 

697,937 

727,981 

Total  G&A  and  Corporate 

3,401,663 

3,627,362 

EBITDA 

1,420,802 

2,115,188 

Depreciation  & Amortization 

455,148 

7507000 

Other  Revenues (Expenses) 

46,787 

607000 

Provision  for  Income  Taxes 

- 

430,002 

Net  Income  / (Loss) 

$ 1,012,441 

$ 995,186 

Ex- 

Budget: 

AGI  Project 

(120,687) 

Chairman's  Bonus 

(165,000) 

Capture  Intelligence 

(400,000) 

Investment  Services 

(257,493) 

Net 

Income  / (Loss),  adjusted 

$ 69,261 

NOTE:  Provision  for  Bonus  (2009  includes  Chairman) 

1,273,394 

1,749,032 

(D 

Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 

(2) 

Amounts  above  include  Facilities  Allocation  for  comparability 

(3) 

Bonuses  for  2010  include  President  at  100%  of  Base,  Chairman  at  zero 

(4) 

IT  Ops  has  been  included  in  R&D  in  2010,  and  Operations  in  2009  (approx  $300K  reclassification  impact) 
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COMMON-SIZE  INCOME  STATEMENT: 

— 

2009  Reforecast 

2010 

Revenue 

100% 

100% 

Cost  of  Services 

42% 

45% 

Sales  & Marketing 

28% 

25% 

1 [■ 

Research  & Development 

12% 

13% 

Capitalized  Development  Costs 

-1% 

-3% 

General  & Admin  (including  Corp) 

13% 

12% 

EBITDA 

5% 

7% 

Depreciation  & Amortization 

2% 

2% 

Other  Revenues (Expenses) 

0% 

0% 

Provision  for  Income  Taxes 

0% 

1% 

Net 

Income  / (Loss) 

4% 

3% 

Ex- 

Budget 

-4% 

Net 

Income  / (Loss),  adjusted 

0% 

(D 

Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 
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BALANCE  SHEET: 

2009  Reforecast 

2010 

Cash 

$ 7,384,870 

$ 9,081,585 

Accounts  Receivable,  net 

3,905,421 

4,489,513 

Other  Current  Assets 

1,350,180 

1,463,200 

Fixed  Assets,  net 

1,004,146 

1,840,926 

Other  Assets 

478,112 

488,112 

Total  Assets 

$ 14,122,729 

$ 17,363,335 

Accounts  Payable 

$ 250,000 

$ 262,500 

Accrued  Liabilities 

2,159,209 

2,949,032 

Other  Current  Liabilities 

46,614 

14,139 

Non-Current  Liabilities 

822,419 

803,514 

Deferred  Revenue 

12,259,745 

13,554,222 

Total  Liabilities 

15,537,987 

17,583,407 

Stock  (Common  & Treasury) 

(147,720) 

52,280 

Currency  Gain/(Loss) 

430 

430 

Retained  Earnings 

(1,267,968) 

(272,782) 

Total  Stockholders'  Equity 

(1,415,258) 

(220,072) 

Total  Liabilities  & 

Stockholders'  Equity 

$ 14,122,729 

$ 17,363,335 

- 

(D 

Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 

- 

— 
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SALES  ORDERS: 

2009  Reforecast 

2010 

Sales  Orders 

Subscriptions 

$ 26,281,877 

$ 33,063,081 

Consulting 

- 

Events 

929,163 

983,508 

Other 

684,828 

488,123 

Total  Sales  Orders 

$ 27,895,868 

$ 34,534,712 

(D 

Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 

SALES  ORDER  GROWTH  $: 

2009  Reforecast 

2010 

$ Growth 

Sales  Orders 

Subscriptions 

$ 3,290,851 

$ 6,781,204 

Consulting 

(16,125) 

Events 

232,580 

54,345 

Other 

414,497 

(196,705)' 

Total  Sales  Orders 

$ 3,921,803 

$ 6,638,845 

(D 

Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 



SALES  ORDER  GROWTH  %: 

r 

2009  Reforecast 

2010 

% Growth 

Sales  Orders 

Subscriptions 

14.3% 

25.8% 

Consulting 

-100.0% 

0.0% 

Events 

33.4% 

5.8% 

Other 

153.3% 

-28.7% 

Total  Sales  Orders 

16.4% 

23.8% 

(1)  Jan  - Aug  2009  at  actual,  plus  Sep  - Dec  at  current  projection 
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2009* 

Orders 

2010 

% Change 

Federal  IS 

Federal  Complete 

10,691,206 

11,591,366 

8.4% 

Federal  Sales  Solution 

4,607,869 

5,550,710 

20.5% 

Federal  Opportunities 

4,362,568 

5,173,528 

18.6% 

Other 

436,412 

169,320 

Total 

20,098,055 

22,484,923 

11.9% 

S&L  IS 

State  & Local  Opportunities 

1,188,738 

1,208,066 

State  & Local  Sales  Solution 

899,567 

845,636 

State  & Local  Complete 

1,807,420 

1,944,245 

State  & Local  Vertical  Solutions 

310,350 

350,855 

Total 

4,206,075 

4,348,802 

3.4% 

Events 

859,000 

983,508 

14.5% 

Industry  Analysis 

Federal  Industry  Analysis 

857,548 

915,760 

6.8% 

Federal  Industry  Analysis  - No-Onsite 

98,031 

165,385 

68.7% 

S&L  Industry  Analysis 

400,000 

428,579 

7.1% 

2-Pack  of  Reports 

Total 

1,355,578 

112100 

1,621,824 

19.6% 

New  Products 


Opportunity  Advisor 

133,500 

376,023 

181.7% 

Federal  Sales  Sol  for  Product  Cos 

616,000 

Federal  Competitive  Intelligence 

303,000 

Capture  Intel 

200,500 

1,388,000 

592.3% 

GovlA 

240,000 

1,440,500 

500.2% 

Channel  Sales 

200,000 

Total  Other  New  Products 

574,000 

4,323,523 

653.2% 

Software  Solutions 


TOONS 

300,000 

504,770 

68.3% 

Teaming  Collaboration 

45,000 

Connectors 

140,000 

222,362 

58.8% 

Total  Software  Solutions 

440,000 

772,132 

75.5% 

Total  Orders 

27,532,708 

34,534,712 

25.4% 

* Note:  Excludes  Economic  Stimulus  orders 
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HEADCOUNT: 

Average  # Staff  including 
outsourced  staff 

# Staff  @ Year-end 
incl.  outsourced  staff. 

2009 

Reforecast 

2010 

2009 

Reforecast 

2010 

Sales 

38 

41 

40 

42 

i : 

Member  Services 

40 

45 

— 

44 

47 

RAS  (Excluding  Cl 

and  13) 

79 

84 

80 

88 

R&D 

15 

19 

18 

19 

Consulting 

0 

o 

0 

o 

MARKETING  (Incl.  Events 

5) 

8 

11 

10 

12 

G&A 

— 

15 

16 

— 

15 

17 

CORPORATE 

— 

1 

1 

1 

1 

Total  Staffing 

196 

217 

207 

226 

CAPTURE  INTELLIGENC 

E 

2 

5 

— 

4 

6 

INVESTMENT  SERVICES 

4 

9 

— 

— 

7 

10 

Total  Staffing,  adjusted 

202 

230 

218 

242 

OUTSOURCED  STAFF  INCL  ABOVE: 

SPi  (allocated  to  RAS) 

22 

20 

19 

21 

FOIA  Group  (allocated  to  MS) 

2 

4 

3 

5 

Total  Outsourced 

23 

24 

22 

26 

PRODUCTIVITY: 

2009 

Reforecast 

2010 

Orders  per  Head  (incl.  Outsourced) 

$ 138,167 

$ 150,132 

% Change 

9% 

Orders  per  Head  (excl.  Outsourced) 

$ 155,930 

$ 167,621 

% Change 

7% 

Revenue  per  Head  (incl.  Outsourced) 

$ 128,060 

$ 133,919 

% Change 

5% 

Revenue  per  Head  (excl. 

Outsourced) 

$ 144,524 

$ 149,519 

% Change 

3% 

Net  Inc.per  Head  (incl.  Outsourced) 

$ 343 

$ 4,326 

% Change 

1161% 

Net  Inc.  per  Head  (excl.  Outsourced) 

$ 387 

$ 4,830 

% Change 

1148% 
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Staff  ir.  jtails 


As  of  August  1,  2009 

NUMBER  OF  STAFF 

1/1/2009 

8/1/2009 

Plan 

8/1/2009 

Plan 

12/31/2009 

Reforecast 

12/31/2009 

Plan 

12/31/2010 

NOTES 

New  Business  Sales 

Executive  Management 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

Sales  & Support  Managers 

4.00 

3.00 

3.00 

3.00 

3.00 

4.00 

Sales  People 

23.00 

25.00 

26.00 

28.00 

28.00 

29.00 

GovEdge  Sales 

2.00 

- 

- 

- 

- 

- 

Sponsorship  Sales 

- 

1.00 

1.00 

1.00 

1.00 

1.00 

Channel  Sales 

; 

- 

- 

- 

1.00 

1.00 

Sales  Support  (Includes  SDRs,  etc.) 

5.80 

3.80 

4.80 

4.80 

5.80 

6.00 

Subtotal 

35.80 

33.80 

35.80 

37.80 

39.80 

42.00 

Member  Services 

Executive  Management 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

Managers 

(a) 

5.00 

3.00 

5.00 

5.00 

4.00 

4.00 

Upsell 

1.00 

2.00 

1.00 

1.00 

4.00 

4.00 

Advisors  (includes  Strategic) 

24.00 

25.00 

26.00 

27.00 

27.00 

29.00 

Support  & FOIA 

(a) 

6.00 

6.00 

9.00 

9.00 

5.00 

4.00 

Subtotal 

37.00 

37.00 

42.00 

43.00 

41.00 

42.00 

Marketing,  Product  Management  & Events 

Executive  Management 

1.00 

- 

1.00 

1.00 

- 

- 

Managers 

2.80 

5.00 

7.00 

7.00 

6.00 

6.00 

Incl.  Product  Management  (3  People) 

Marketing  Staff 

2.00 

2.00 

1.00 

1.00 

3.00 

4.00 

Events  Staff 

1.00 

1 .00 

1.00 

1.00 

1.00 

2.00 

Subtotal 

6.80 

8.00 

10.00 

10.00 

10.00 

12.00 

Total  Sales  & Marketing 

79.60 

78.80 

87.80 

90.80 

90.80 

96.00 

Research  & Analysis  Services 

Capture  Intelligence  and  Investment 

Executive  Management 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

Services  are  stated  separately  below 

Managers 

9.00 

9.00 

9.00 

9.00 

9.00 

10.00 

Staff  Federal  IS 

26.50 

25.50 

30.40 

30.40 

29.40 

35.40 

Staff  S&L  IS 

13  50 

15.50 

13.50 

13.50 

15.50 

14.50 

Staff  IAP 

3.75 

2.75 

3.75 

3.75 

4.75 

3.90 

Support  & Other 

' 

1.00 

1.00 

1.00 

1.00 

1.00 

2.00 

Subtotal 



54.75 

54.75 

58.65 

58.65 

60.65 

66.80 

Research  & Development  and  IT 

Executive  Management 

- 

1.00 

2.00 

2.00 

2.00 

2.00 

Project  Management 

2.00 

2.00 

2.00 

2.00 

3.00 

3.00 

Business  Process  Management 

- 

- 

- 

- 

1.00 

1.00 

Operations  & Support 

2.00 

3.00 

3.00 

3.00 

3.00 

3.00 

Application  Development 

8.00 

6.00 

7.00 

7.00 

9.00 

10.00 

Subtotal 

12.00 

12.00 

14.00 

14.00 

18.00 

19.00 
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Staffir  .‘tails 


1/1/2009 

8/1/2009 

Plan 

8/1/2009 

Plan 

12/31/2009 

Reforecast 

12/31/2009 

Plan 

12/31/2010 

NOTES 

Finance  & Administration 

Executive  Management 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

Managers 

3.00 

3.00 

3.00 

3.00 

3.00 

3.80 

Accounting 

5.00 

5.00 

5.00 

5.00 

5.00 

6.00 

Administration 

3.00 

4.00 

3.00 

3.00 

4.00 

4.00 

HR 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

Subtotal 

13.00 

14.00 

13.00 

13.00 

14.00 

15.80 

Executive  Management  Corporate 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

Office  of  the  Chairman 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

Total  Budgeted  Internal  Staffing 

161.35 

161.55 

175.45 

178.45 

185.45 

199.60 

Budgeted  Outsourced  Labor 

FOIA  Processing 

- 

3.00 

- 

- 

3.00 

5.00 

Number  of  heads  we  terminated,  not  the 
number  our  processor  is  employing,  as 
we  pay  per  unit  processed  (processor's 
productivity  is  unknown) 

SPi  STAFFING 

Bid  and  News  Article  Processing 

5.25 

6.45 

6.45 

6.45 

6.45 

7.45 

GovEdge 

8.75 

- 

- 

- 

- 

Federal  Labor  Pricing  & Task  Order  Agg. 

- 

1.10 

1.10 

1.10 

1.10 

2.10 

Contacts  Updating 

10.00 

11.45 

11.45 

11.45 

11.45 

11.45 

TOTAL  SPi  STAFFING 

24.00 

19.00 

19.00 

19.00 

19.00 

21.00 

Total  Budgeted  Internal  and  External  Labor 

185.35 

183.55 

194.45 

197.45 

207.45 

225.60 

Initiatives  Headcount 

Capture  Intelligence 

Executive  Management 

- 

1.00 

- 

- 

1.00 

1.00 

Managers 

- 

- 

- 

- 

1.00 

2.00 

Sales  Rep 

- 

- 

- 

- 

- 

1.00 

Staff-  /V  - 

- 

1.00 

- 

- 

2.00 

2.00 

Subtotal 

- 

2.00 

- 

- 

4.00 

6.00 

Investment  Services 

Executive  Management 

- 

1.00 

- 

- 

1.00 

1.00 

Sr.  Analysts 

- 

1.00 

- 

- 

4.00 

4.00 

Sales  Rep 

l l l 

- 

1.00 

- 

- 

- 

1.00 

Member  Advisor 

- 

- 

- 

- 

- 

1.00 

Staff 

- 

1.00 

- 

- 

2.00 

3.00 

Subtotal 

- 

4.00 

- 

- 

7.00 

10.00 

TOTAL  Staffing 

185.35 

189.55 

194.45 

197.45 

218.45 

241.60 

(a)  Variance  for  FOIA  reduction  - 1 Manager  & 2 Staff 

Note:  Analysis  does  not  include  Pat  Cunningham. 
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Marketing 


2010  Functional  Plan 


I.  Introduction 

II.  Key  Objectives 

A.  Increase  INPUT  brand  recognition  in  4 target  regional  markets 
(1/quarter),  defined  as  a 20%  increase  in  QP's  in  that  market. 

B.  Increase  lead  generation  of  QP's  by  15%  YOY. 

C.  Increase  INPUT  presence  in  the  national  media  market  by  10% 
(measured  by  media  mentions). 

D.  Support  Product  Marketing  new  product  and  enhancement  launches 
with  coordinated  marcomm  and  lead  gen  efforts. 

E.  Increase  INPUT'S  presence  in  social  media  and  capitalize  on  increased 
resourcing  of  SEO/SEM  efforts. 

III.  Key  Strategies 

A.  Increase  INPUT  brand  recognition  in  4 regional  markets 

1.  Execute  coordinated  marcomm/PR/events  campaigns  with  a goal  of  XXX 
QP’s/campaign.[NOTE:  MB  checking  with  HM/HB  on  average  # of  QP's/rep/month  as 
a baseline,  upon  which  to  add  20%.] 

2.  Design  a layered  approach  of  regional  general  business  media  focus  (perhaps 
with  a member  success  story)  along  with  ad  and  feature  placement  in  regional 
technology  journals. 
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B.  Increase  lead  generation  of  QP's  by  15%  YOY. 

1.  Our  research  shows  that  qualified  prospects  created  in  the  current  year  yield 
more  new  members  than  prospects  created  in  previous  years  and  kept  in  the  active 
prospect  pool.  In  order  to  support  the  sales  growth  targets,  we  will  continue  to 
acquire  new  prospect  lists  through  list  rental  agents  and  expand  our  prospect  pool  by 
targeting  qualified  individuals  and  prospects  beyond  MPS. 

2.  Our  new  public  web  site  design  should  increase  traffic  and  visitor  conversions, 
leading  to  more  qualified  prospects  funneling  through  the  QP  system. 

C.  Grow  national  media  mentions  by  10% 

1.  A priority  for  2009  was  to  grow  our  share  of  national  media  mentions  and 
promote  Tim  as  the  face  of  INPUT.  We  need  to  continue  this  effort  in  2010,  but  also 
branch  out  to  increase  the  number  of  features  with  other  senior  analysts,  the  faces  of 
INPUT.  Our  analysts  are  a key  differentiator  and  we  need  to  court  both  the 
technical/industry  media  as  well  as  the  national  general  business  outlets. 

D.  Support  new  product  and  enhancement  releases  with  marcomm/email 
promotions  in  a coordinated,  predictable  cadence. 

1.  A primary  cross-functional  goal  for  2010  is  to  develop  a coordinated  release 
cadence  across  the  business  functions,  including  marketing,  events,  sales,  and 
member  services.  Product  marketing  will  serve  as  the  conductor  for  this  effort,  but 
each  function  will  have  a contributing  role.  Marcomm  will  be  responsible  for 
developing  the  promotional  plans  and  the  messaging,  working  in  close  collaboration 
with  the  product  marketing  sponsor. 

E.  Increase  our  effective  use  of  SEO/SEM  to  increase  web  site  traffic  and 
lead  conversion. 

1.  Increase  Organic  visits  by  15%.  Increase  inbound  links  20%  (note  there  have 
been  no  inbound  links  established  to  date). 
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IV.  Staffing 


Marketing 

Staff 


Director  1 

Email  1 

SEM/SEO  1 

Mktg  Prog  1 

Mktg  Staff  1 


Web  Designer 


1 

1 

1 

1 

1 

fill  need  with  contractors 


Marketing  staffing  will  remain  steady  in  2010,  as  we  added  two  headcount  in  2009.  At  this 
point  in  time  we  are  not  planning  to  retain  a dedicated  web  designer,  but  instead  meet 
creative  design  project  requirements  with  contractors  as  needed  for  product  launches. 
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Sales 


2010  Functional  Plan 


I.  Introduction 


One  of  Sales'  biggest  challenges  for  2010  is  to  maintain  and  accelerate  the  progress  made  in 
2009.  We  have  continued  to  improve  processes  and  analytics  this  year,  instilling  greater 
accountability  and  discipline  in  the  sales  methodology.  Our  challenge  for  2010  is  to  expand 
the  size  of  our  sales  force  (28  reps,  up  from  24  at  the  beginning  of  2009)  while  preserving 
the  sales  cadence  and  lessons  learned  this  year.  As  we  incorporate  these  new  reps  into  our 
sales  force,  we  also  need  to  continue  to  challenge  and  develop  our  more  seasoned  reps,  as 
they  are  the  productivity  engine  of  our  team. 


2010  will  be  a year  of  expansion  - in  addition  to  expanding  our  head  count,  we  will  expand 
targeted  sales  efforts  into  qualified  regional  markets,  add  indirect  channel  sales  efforts  to 
supplement  our  direct  sales  model,  and  continue  our  prospecting  into  adjacent  markets 
(CovEx.)  At  this  point  there  are  is  no  dramatic  upheaval  or  reconstruction  of  the  sales 
organization  planned,  but  rather  ongoing  refinements  and  adjustments  in  the  interest  of 
increased  productivity  and  improvement. 
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II.  Key  Objectives 

A.  Expand  sales  footprint  in  Federal  and  S&L  markets  beyond  the  Beltway. 
Grow  new  geography  sales  by  20%  YOY. 

B.  Leverage  sell-through  and  referral  sales  channels  to  grow  sales  orders 
with  controlled  direct  sales  costs.  2010  channel  target  $600K. 

C.  Increase  sales  rep  productivity  by  at  least  10%  YOY  (measured  in 
CV/rep). 

D.  Leverage  Opportunity  Advisor  as  a bridge  product  to  encourage  reps  to 
sell  additional  analysis  offerings,  diversifying  sales  portfolio  beyond 
Federal  Information  Services. 

III.  Key  Strategies 

A.  Execute  regional  expansion  plans  for  Federal  and  S&L  products. 

1.  Execute  coordinated  marcomm/events/sales  campaigns  in  well  qualified 
geographies.  Provide  marketing  air  cover  to  accelerate  the  sales  success  in  these 
geo’s. 

u 

2.  Partner  with  local  tech  associations  and  media  outlets,  leveraging  their  local 

A 

brand  recognition.  Assign  one  target  geo  to  each  sales  executive  ("adopt  a market”), 
appoint  them  as  the  stewards  for  all  efforts  in  that  market. 

3.  Select  top  2-3  industry  markets  for  each  geographic  campaign.  Focused  selling 
helps  the  sales  teams  develop  crisp,  value-based  messages  that  speak  to  the  unique 
requirements  of  that  market. 

B.  Implement  Channel  Sales  Model. 

1.  Identify  a core  group  of  reseller  and  referral  partners  who  expand  our  sales  reach 
(company  type/size/location/industry).  Minimize  channel  conflict  and  market 
confusion  by  avoiding  partnerships  that  target  the  same  core  market  served  by  the 
direct  sales  force. 

2.  Leverage  existing  member  relationships  with  leading  product  companies 
(Microsoft,  CA,  HP,  etc.)  and  tap  into  their  reseller  networks.  Create  Marketing 
Development  Funds  (MDF)  program  for  these  product  companies. 

C.  Increase  sales  productivity  10%. 
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1.  Continue  to  improve  the  internal  processes  and  discipline  (forecast,  activity 
thresholds,  SDR  qualification)  to  improve  the  sales  skills  of  our  tenured  reps  and 
reduce  the  ramp  time  of  the  newly  hired  staff. 

2.  Increase  level  of  lead  gen  quality  analysis  (closed  loop  marketing)  to  determine 
where  best  leads  come  from,  which  sources  should  be  eliminated  or  investments 
increased. 

3.  Expand  the  scope  of  our  sales  analytics  to  the  rep  level  productivity  (win  rates, 
conversion  rates)  to  identify  opportunities  for  skill  improvement.  Leverage  sales 
analytics  to  identify  target  markets  (highest  close  rates), 

4.  Preserve  the  current  turn-over  rate  (17%)  with  strong  coaching,  career 
development  and  recognition  programs.  Attrition  is  the  primary  threat  to  consistent 
sales  rep  productivity  improvement. 

5.  Accelerate  the  ramp  of  sales  new  hires  through  the  structured  New  Hire  sales 
program  and  mentor  support.  Current  1st  year  productivity  averages  $126K/rep, 
jumping  to  $267K/year  in  years  2-3. 

D.  Increase  Analysis  sales  through  Opportunity  Analysis  efforts. 

1.  Opportunity  Analysis  (OA)  reports  are  a great  bridge  between  the  comfort  zone  of 
most  sales  reps  (Federal  Opportunities)  into  more  analytical  products.  Opportunity 
Analysis  reports  provide  the  opportunity  for  sales  reps  to  become  fluent  in  the 
details  of  a major  program  and  approach  prospect  discussions  at  a more  strategic 
level. 

2.  To  support  these  strategic  calling  efforts,  Federal  Analysts  will  host  a monthly 
training  on  the  3 featured  OA  releases  for  that  upcoming  month,  reviewing  the  details 
of  the  report  as  well  as  the  top  2-3  take-away  messages  that  reps  should  use  when 
approaching  prospects. 

3.  Call  blitzes  are  planned  for  targeted  prospect  lists  (bidders  lists,  vendor/industry 
days)  for  the  specific  O/A  opportunities.  Focused  calling,  combined  with  talking 
points  from  the  analysts,  allow  reps  to  laser  in  on  qualified  companies. 
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IV.  Staffing 


Sales  Staffing.  2010 


Jan- 


Exec 

10 

1 

Dec-10 

1 

Sales  Mgmt 

3 

3 

Sales  Reps 

28 

29 

Sales  Prod  Dir 

1 

1 

Sales  Ops  Staff 

1.8 

1.8 

SDR's 

4 

4 

Channels 

1 

1 

Sponsorships 

1 

1 

pj  <^1^  ^ un) 


As  the  basic  structure  of  the  sales  organization  will  remain  the  same  in  2010  - Sales 
Development  Reps  focused  on  qualifying  new  prospects  and  determining 
budget/authority/need/timing,  and  sales  representatives  engaging  with  more 
qualified  leads  and  moving  the  prospect  through  an  evaluation  and  close.  We  will  add 
an  additional  sales  manager  early  in  2010  and  each  manager  will  supervise  9-10 
reps. 
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Marketing 


2010  Functional  Plan 

I.  Introduction 

II.  Key  Objectives 

A.  Increase  INPUT  brand  recognition  in  4 target  regional  markets 
(1/quarter),  defined  as  a 20%  increase  imQP’s,  in  that  market. 

B.  Increase  lead  generation  of  QP’s  by  15%  YOY. 

C.  Increase  INPUT  presence  in  the  national  media  market  by  10% 
(measured  by  media  mentions). 

D.  Support  Product  Marketing  new  product  and  enhancement  launches 
with  coordinated  marcomm  and  lead  gen  efforts. 

E.  Increase  INPlJT^presence  in  social  media  and  capitalize  on  increased 
resourcing  ^fSEO/SEM  efforts. 

III.  Key  Strategies 

A.  Increase  INPUT  brand  recognition  in  4 regional  markets 

1.  Execute  coordinated  marcomm/PR/events  campaigns  with  a goal  of  XXX 
QP’s/campaign.[NOTE:  MB  checking  with  HM/HB  on  average  # of  QP’s/rep/month  as 
a baseline,  upon  which  to  add  20%.] 

2.  Design  a layered  approach  of  regional  general  business  media  focus  (perhaps 
with  a member  success  story)  along  with  ad  and  feature  placement  in  regional 
technology  journals. 
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B.  Increase  lead  generation  of  QP’s  by  15%  YOY. 

1.  Our  research  shows  that  qualified  prospects  created  in  the  current  year  yield 
more  new  members  than  prospects  created  in  previous  years  and  kept  in  the  active 
prospect  pool.  In  order  to  support  the  sales  growth  targets,  we  will  continue  to 
acquire  new  prospect  lists  through  list  rental  agents  and  expand  our  prospect  pool  by 
targeting  qualified  individuals  and  prospects  beyond  MPS. 

2.  Our  new  public  web  site  design  should  increase  traffic  and  visitor  conversions, 
leading  to  more  qualified  prospects  funneling  through  the  QP  system.  [MB  needs  to 
track  down  monthly  QP  report  for  backup.] 

C.  Grow  national  media  mentions  by  10% 

1.  A priority  for  2009  was  to  grow  our  share  of  national  media  mentions  and 
promote  Tim  as  the  face  of  INPUT.  We  nenidto  continue  this  effort  in  2010,  but  also 
branch  out  to  increase  the  number  of  features  with  other  senior  analysts,  the  faces  of 
INPUT.  Our  analysts  are  a key  differentiator  and  we  need  to  court  both  the 
technical/industry  media  as  well  as  the  national  general  business  outlets. 

D.  Support  new  product  and  enhancement  releases  with  marcomm/email 
promotions  in  a coordinated,  predictable  cadence. 

1.  A primary  cross-functional  goal  for  2010  is  to  develop  a coordinated  release 
cadence  across  the  business  functions,  including  marketing,  events,  sales,  and 
member  services. product  marketing^yijl  serve  as  the  conductor  for  this  effort,  but 
each  function  will  qayea  contributingTole.  Marcomm  will  be  responsible  for 
developing  the  promotional  plans  and  the  messaging,  working  in  close  collaboration 
with  the  product  marketing  sponsor. 
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IV.  Staffing 


Marketing 

Staff 


Director 
Email 
SEM/SEO 
Mktg  Prog 
Mktg  Staff 
Web  Designer 


Marketing  staffing  will  remain  steady  in  2010,  as  we  add^d  two  headcount  in  2009.  At  this 
point  in  time  we  are  not  planning  to  retain  a dedicated  Web  designer,  but  instead  meet 
creative  design  project  requirements  with  contractors  as  needed  for  product  launches. 
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Product  Development 

2010  Functional  Plan 


I.  Introduction 

In  the  last  year,  INPUT  has  substantially  accelerated  is  product  development  activities.  In  order  to 
support  this,  the  company  is  shifting  resources  and  increasing  staff  dedicated  to  product  development 
and  management. 

II.  Key  Objectives 

A.  Orchestrate  development  and  "go  to  market"  for  new  products  to 
achieve  $4.8  million  in  2010  sales  from  new  products 

We  have  planned  orders  of  $4.8  million  in  2010  associated  with  products  released  in  2009  that 
need  further  support  and  products  introduced  in  2010. 

B.  Release  four  new  products  as  scheduled 

Four  new  major  products  are  planned  for  release  in  2010  that  must  be  ushered  through  the 
product  development  cycle. 

III.  Key  Strategies 

A.  Implement  functional  ownership  and  capacity  for  key  product 
development  cycle  elements:  Research,  Development,  Release/Go-To 
Market 

To  support  our  long  range  plans  to  drive  aggressive  expansion  in  INPUT’S  existing  markets,  we 
will  dedicate  resources  to  supporting  the  product  development  lifecycle  including 

• Research  - conducting  primary  and  secondary  research  to  qualify  new  product 
opportunities,  increase  our  understanding  of  our  target  markets  and  the  needs  of  segments 
within  them,  and  to  feed  information  that  drives  the  development  of  products  that  satisfy 
market  needs. 

• Development  - to  ensure  effective  translation  of  market  needs  into  delivered  products, 
and  to  support  the  agile  development  process  that  calls  for  dedicated  product  owners  to 
work  alongside  of  developers  in  product  construction. 

• Go  to  Market  - to  ensure  effective  launch  and  post-launch  marketing  and  sales  activities 
for  new  products  and  product  enhancements  that  drive  sales. 

B.  Implement  clear  market  ownership  and  management  for  existing 

products  within  our  target  markets 

In  order  to  clarify  product  ownership  and  accountability,  we  will  dedicate  product  managers 
responsible  for  ensuring  the  growth  and  profitability  of  products  under  their  management. 
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Resources  will  be  dedicated  primarily  around  markets  or  key  market  segments  rather  than 
products. 

C.  Implement  dashboards  for  managing  markets  and  products  cross- 
functionally  for  new  and  existing  products 

We  will  implement  a dashboard  for  each  market  and  associated  products  to  drive  improvement  in 
cross  functional  coordination  and  greater  focus  on  driving  results. 


IV.  Staffing  Plan 

The  staffing  plan  for  2010  calls  for  the  following: 

• SVP,  Product  Development  [New  Hire] 

• 3 Product  Managers  - these  individuals  will  also  each  own  functional  support  for  Research, 
Development  and  Go-to-Market  as  described  in  the  Key  Strategies. 

• 2 Product  Development  Managers  (or  Product  Owners  in  the  Scrum  vernacular)  that  will  be 
responsible  for  ensuring  the  effective  design  and  development  of  new  products  and 
enhancements  in  partnership  with  the  Technology  organization. 
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Member  Services 


2010  Functional  Plan 


I.  Introduction 

20 1 0 is  anticipated  to  be  a year  of  growing  our  footprint  within  existing  accounts.  Over  the  past 
four  years,  we  have  found  a rhythm  on  renewals  that  has  succeeded  in  moving  the  renewal  rate 
almost  twenty  points  to  the  positive.  Our  new  focus  will  be  to  capitalize  on  the  value  we  now 
know  we  can  be  to  members,  by  offering  them  new  products  to  complement  their  subscription. 
This  up-sell  objective  will  drive  many  of  the  other  strategic  objectives  throughout  the  Member 
Services  organization. 


II.  Key  Objectives 


A.  Drive  renewal  performance  to  a rate  of  77%. 


For  2009,  Member  Services  is  expected  to  finish  the  year  at  a renewal  rate  of  76%  on  an  original 
plan  rate  of  74.5%.  With  the  addition  of  an  up-sell  team  to  drive  focus  in  account  growth,  the 
support  capacity  of  the  Member  Advisors  has  been  increased  and  the  time  they  can  spend  with 
each  account  expanded.  Additionally,  the  recent  segmentation  analysis  and  the  resultant  focus 
on  targeting  support  activities  where  they  are  most  needed  will  yield  an  increase  in  productivity 
through  further  specialization.  Together,  these  factors  are  expected  to  allow  a 2010  increase  in 
renewal  rate  with  no  major  changes  in  staffing  levels.  This  objective  also  includes  optimizing 
historically  low-performing  member  segments  such  as  small  businesses  and  product  companies. 

B.  Grow  up-sell  by  27%  to  $2.2M. 


The  current  2009  plan  will  result  in  year-end  up-sold  subscriptions  of  $1.5M.  An  additional 
$23  8K  of  the  Stimulus  product  was  also  up-sold  by  Member  Services. 


<! 


2010  projections  were  developed  by  analyzing  both  capacity  to  sell  and  available  runway,  or  / 
ability  to  buy.  For  ability  to  buy,  it  wasjislgrmined  that  if  all  current  subscribers  up-graded  {tfall^/ 
products,  the  total  potential  market  is<$32M.)Factoring  for  those  companies  that  were  anticipated 
non-renewals,  and  those  that  were  firinTyentrenched  in  only  one  market  (either  Federal  or  S&L), 
it  was  calculated  that  the  true  addressable  market  is^T^MyThis  market  was  segmented  by 
assigning  a prospect  rating  system  which  takes  into  account  company  type  and  size  as  well  as  a 
number  of  factors  used  to  determine  member  health.  Of  this,  $1 .9M  is  deemed  to  be  in  the 
highest  rated  qualified  prospect  accounts,  with  the  highest  potential  closing  rates. 


Capacity  was  also  measured  by  using  expected  levels  of  activity  and  anticipated  lead  to  sale 
conversion  rates,  keeping  in  mind  that  it  was  necessary  to  have  realistic  territory  sizes  for  up-sell 
reps.  This  analysis  showed  the  capacity  to  sell  $2.2M  in  2010,  which  was  triangulated  to  our 
bottoms-up  demand  forecast.  In  2010.  the  goal  is  to  further  penetrate  the  addressable  market  by 
12%,  while  growing  year-over-year  up-sell  27%. 
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Member  Services  is  in  a unique  position  to  determine  the  market  need  for  new  products  regularly 
and  first-hand.  This  position  will  be  used  to  create  a process  in  which  the  Member  Advisors  are 
the  primary  source  of  new  product  ideas  for  the  Product  Development  team. 


D.  Drive  productivity  improvements  through  the  use  of  Wiki  and 
knowledge-sharing  technology 

A key  area  for  productivity  improvement  is  in  the  ability  of  Member  Advisors  to  share  research 
and  lessons-learned  during  their  support  activities.  Leveraging  existing  technologies  to  eliminate 
redundancy,  being  more  proactive  in  the  way  we  support  members,  and  increasing  our  ability  to 
gain  some  intelligence  from  the  support  process  to  aid  in  product  development  will  all  be 
achieved  through  process  improvements  in  2010.  Additionally,  this  information  will  be  used  to 
engage  executives  within  our  member  companies. 


III. Key  Strategies 

A.  Further  Specialize  the  Member  Services  team  to  optimize  renewals  and 
up-sell 

Member  Advisors  are  currently  aligned  by  company  type,  to  develop  the  ability  to  know  the 
member’s  operating  market  and  leverage  synergies  across  their  account  base.  Up-sell  reps  will  be 
tied  into  this  alignment  as  well,  freeing  some  capacity  for  the  MA  to  closer  support  their 
accounts.  As  we  continue  to  bring  on  new  members,  our  proportion  of  small  business  members 
will  continue  to  grow,  necessitating  a better  way  of  determining  those  companies  at  risk,  those 
who  are  abusing  the  subscription,  and  those  that  are  the  best  candidates  for  up-sell  growth  so  that 
action  may  be  taken  much  more  rapidly.  Using  this  information  will  allow  better  targeting  by  the 
M A and  produce  an  expected  renewal  rate  increase  and  better  lead-generation  for  the  up-sell 
team. 


Member  Advisor  training  is  key  to  this  success,  and  the  current  certification  program  will  be 
expanded.  Also  key  will  be  leveraging  the  new  offering  for  product  companies. 


B.  Leverage  new  up-sell  team 


cX  . ^ 


The  runway  analysis  performed  mid-year  2009  showed  that  there  is  almost  a $2M  market  of  high- 
potential  prospects  for  our  products.  We  did  not  have  the  talent  and  capacity  necessary  to  capture 
this  market.  The  team  that  has  now  been  created  will  capitalize  on  addressing  this  potential 
through  aggressive  up-sell  campaigns.  Key  to  this  success  is  the  following: 

• Targeting  new  buyers  within  existing  accounts 

• Moving  up-the-chain,  away  from  the  gatekeepers  - something  an  up-sell  rep  can  do 
without  compromising  our  “relationship”  with  the  account,  which  will  still  be  maintained 
by  the  MA. 
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• Growing  the  core  - the  runway  analysis  shows  that  we  have  a healthy  runway  for  existing 


• Introducing  depth  - products  like  OA  and  Task  Order  Notification  build  upon  the  value 
that  members  already  see  in  us  by  getting  us  more  entrenched  in  their  business  process 
and  by  showcasing  our  analytical  depth.  These  products  will  be  key  to  success  but  will 
be  more  transactional  in  the  way  they  are  sold.  We  will  add  a resource  to  the  up-sell 


C.  Build  a product  development  process 

The  Strategic  Team  has  developed  a draft  process  for  using  Member  Services  as  new  product  idea 
conduit  to  the  Product  Development  team.  In  2010,  we  will  launch  this  process,  which  will 
include: 

• Member  roundtables 

• Observation  of  the  way  members  work,  and  how  they  use  INPUT 

• Surveys  and  concept  testing 

• Use  of  Wiki,  blog,  and  social  networking  technology  to  capture  market  need 

• Participation  in  new  product  plan  development 

• Working  with  Events  and  Marketing  to  “campaign”  new  product  launch 

• Serving  as  a feedback  channel  for  launched  new  products 

D.  Implement  a knowledge-sharing  technology 

This  technology  will  take  the  form  of  a Wiki,  designed  to  be  a place  to  capture  frequently  asked 
member  questions,  proactive  research  that  can  be  leveraged  to  many  members,  new  product 
featured  and  functionality,  events,  and  internal  processes  that  are  helpful  in  increasing  MA 
productivity.  This  Wiki  will  be  a source  for  the  up-sell  team  to  determine  what  is  important  to 
members  and  where  there  might  be  an  opportunity  to  add  value.  It  is  also  key  to  the  success  of 
the  product  development  initiative  in  which  MAs  will  play  a part. 


No  major  changes  are  anticipated  in  the  Member  Services  organizational  structure  for  2010.  The  up- 
sell  team,  created  late  in  2009,  will  add  capacity  for  more  transactional  sales  of  products  like  Task 
Order  Notifications  and  Opportunity  Advisor.  Up-sell  representatives  will  be  aligned  by  company 
type  and  will  share  territory  with  the  Member  Advisor.  Two  additional  Member  Advisors  will  be 
hired  during  the  year  to  handle  the  growing  member  base.  No  new  management  is  anticipated. 


products. 


These  products  are  also  important 


IV.  Staffing  Plan 
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Research  & Analysis  Services 

2010  Functional  Plan 

I.  Introduction 


While  much  of  the  activities  of  the  Research  and  Analysis  Services  organization  are  tied  into  specific 
product  or  product  lines,  there  are  some  cross-product  initiatives  planned  for  2010  to  drive 
productivity  in  the  organization  and  improve  the  analytical  capacity  of  the  team. 


II.  Key  Objectives 

A.  Implement  productivity  improvements  that  allow  us  to  expand 
profitability. 

We  will  identify  and  implement  process  improvements  and  automation  to  increase  staff 
productivity.  Our  current  objective  is  to  identify  and  implement  productivity  improvements  of 
1 0%  or  greater  in  at  least  four  business  processes. 

B.  Increase  coverage  by  20%  in  newly  targeted  segments  to  support 
growth  targets  in  existing  products 

We  will  continue  to  invest  in  expanding  our  coverage  in  the  federal  information  products  around 
Engineering  Services  and  Professional/Consulting  Services  to  support  our  expansion  in  those 

seSments-  VA  1 


III. Key  Strategies 

A.  Leverage  business  process  management  BPM  capabilities  to  automate 
routine  activities,  driving  productivity  in  existing  operations 

We  will  be  working  with  the  Technology  team  to  identify  and  examine  existing  business 
processes  to  identify  ways  to  automate  or  streamline  those  activities.  We  believe  there  is  the 
opportunity  to  increase  our  productivity  by  10%  on  the  existing  products  through  automation.  An 
example  is  in  our  FOIA  processing  activity,  where  we  have  identified  a way  to  reduce  our  costs 
by  $200,000  vs.  2009. 

B.  Expand  use  of  most  cost  effective  labor  for  routine  tasks  that  cannot  be 
automated 

We  have  identified  additional  data  processing  activities  that  we  believe  can  be  conducted  more 
cost-effectively  through  different  labor  arrangements.  We  plan  to  increase  our  utilization  of 
outsourced  content  development  for  routine  data  processing,  such  as  processing  task  order  notices 
in  support  of  the  Task  Order  Opportunity  Notification  System,  that  allow  us  to 

• Reduce  our  staff  costs  on  those  activities  by  30-50% 

• Free  up  those  resources  to  staff  new  products  in  lieu  of  adding  staff 

• Allow  in-house  resources  more  time  for  higher  value  analysis 
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C.  Develop  analysis  and  depth  in  existing  organization  while  maintaining 
coverage 

By  automating  tasks  and  transitioning  repetitive  data  processing  activities  outside  the 
organization,  we  expand  the  capacity  of  the  existing  staff  to  conduct  more  analysis  and  develop 
depth  and  expertise  within  their  areas  of  responsibility.  We  believe  this  will  improve  our  value  to 
members  and,  thus  help  us  improve  retention  rates  and  drive  growth  of  analytical  products,  such 
as  Industry  Analysis,  Opportunity  Advisor  and  Competitive  Analysis  offerings  planned  for  2010. 


IV.  Staffing  Plan 

A summary  of  the  staffing  plan  for  20 1 0 is  provided  below: 


Group 

2009  Year  End 

2010  Year  End 

Adds  Comments  l 

Fed  IS 

38.5 

44 

5.5  3 for  coverage  expansion,  .5  for  data  ^ 

acquisition,  1 for  Competitive  Analysis 

S&US 

16.5 

17 

0.5  .5  for  data  acquisition  $ 

Industry  Analysis 

5.75 

5.75 

0 

Executive 

1 

1 

0 

Total 

61.75 

67.75 

6 

% Increase 

9.7% 

* Excludes  staffing  for  Capture  Intelligence  and  Government  Investment  Advisor. 
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2010  Functional  Plan 


I.  Introduction 

The  most  significant  Technology  efforts  planned  for  2010  are  the: 

• Release  of  Government  Investing  Advisor 

• Start  of  the  rebuild  of  our  applications  on  the  .Net  platform 

• Move  from  Windows  XP  to  Windows  7 

• Implementation  of  a Business  Process  Management  system 

In  the  first  quarter  of  2010,  the  Technology  Team  will  deliver  the  first  production 
release  of  Government  Investing  Advisor.  This  is  significant  as  it  will  form  the  base 
for  our  new  application  platform.  (We  will  begin  the  re-platforming  effort  by  building 
"trre  shared  services  that  win  drive  all  of  our  applications.  Once  completed,  we  will 
use  them  to  begin  porting  each  of  our  products  to  the  .Net  platform. ^Internally,  the 
~ Infrastructure  "team  will  begin  moving  our  users  Horn  Windows  XT’  to"windows  7.  We 
have  found  Windows  7 to  be  significantly  more  stable  than  XP  as  well  as  easier  to 
manage  and  maintaim/Finally,  2010  will  be  marked  by  the  automation  of  critical 
processes  by  our  Business  Process  Management  team. 


II.  Key  Objectives 


A.  New  Products  & Upgrades 

The  Application  Development  team  will  release  new  products  on  time  and  with  the 
required  functionality. 

B.  New  Web  Platform 

The  Application  Development  team  will  begin  the  effort  to  re-platform  our 
applications.  In  the  process,  the  team  will  increase  their  velocity  at  least  15%. 


C. 


New  Web  Site 


-The  Application  Development  team  will  work  with  Marketing  to  deliver  a new  public 
ttyeb  site  by  3Q10. 





D.  Business  Process  Management  (BPM) 

The  BPM  team  will  docijment_ajHlmitomateat  least  4 significant  business  processes,  ( 17  s 

9 


saving  at  least  4p,000  man  hours  annually. 


E.  Infrastructure 

The  Infrastructure  Team  will  continue  to  support  our  employees  by  delivering  3 nines 
of  availability  (99.9%)  across  our  infrastructure  and  closing  90%  of  trouble  tickets  in 
less  than  60  minutes.  In  addition,  we  will  support  up  to  210  staff  with  the  existing  3 
Infrastructure  staff  members. 
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III.  Key  Strategies 


methodology  to  deliver  the  new  platform  and  will  implement  a tool  to  automate 
the  collection  and  reporting  of  Scrum  metrics. 


B.  The  Application  Development  team  will  work  with  the  Marketing  Team  to  select 
and  deploy  a new  Content  Management  System  (CMS)  to  enable  easier 
management  of  our  web  site  and  facilitate  some  of  the  re-platforming  work. 

C.  The  BPM  team  will  select  and  implement  a BPM  system  in  order  to  increase 
efficiency  across  the  organization. 

D.  The  Infrastructure  Team  will  deploy  Windows  7 to  at  least  90%  of  our  laptops  to 
improve  reliability  and  minimize  the  management  burden. 


E.  The  Infrastructure  team  will  remove  administrator  rights  from  at  least  95%  of 
users  to  improve  reliability  and  ensure  compliance  with  software  licensing. 


F.  The  Infrastructure  team  will  use  a Kanban  methodology  to  manage  their  projects 
in  order  to  increase  the  team's  productivity. 

IV.  Staffing  Plan 

We  do  not  plan  to  add  to  the  Technology  Team  head  count  beyond  the  current  open 
positions  (QA  Lead  and  User  Interface  Tech)  in  2010.  While  there  have  been 
discussions  regarding  the  correct  number  of  steady-state  developers  beyond  our 
current  4,  no  decisions  have  been  made.  In  addition,  we  have  discussed  several 
options  for  staffing  our  re-platforming  effort: 


• Wejoay  convert  our  2 contractors  to  full  time  positions.  ^ 


• We  may  hire  3 additional  full-time  developers!  \ 

• We  may  hire  an  additional  Scrum  Master. 

• We  may  hire  an  additional  Quality  Assurance  Tech. 


The  re-platforming  direction  selected  will  inform  these  hires. 


I 
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I.  Introduction  / Strategy 

The  Finance  team's  key  strategy  for  2010  will  be  to  concentrate  on  2 themes:  automation  and 
analysis.  Automation  (such  as  of  the  company  Orders  report  and  basic  financial  reports)  is 
growing  in  importance,  as  our  manual  processes  will  not  cost-effectively  scale  with  the  company's 
growth,  and  there  is  the  ever-present  desire  to  obtain  basic  data  more  quickly. CTncreasing 
/^rrafyfTEaT^apacrtylslm  if  we  are  to  get  the  most  out  of  our  customer” and  prospect  data, 

(T  particularly  since  we  made  a big  effort  in  2009  to  segment  those  populations;  we  will  hire  a 
1 Financial  Analyst  to  ensure  that  we  have  resources  dedicated  to  that  effort.  ^ ^ ^ 


II.  Key  Objectives 

A.  Automate  the  production  of  the  basic  financial  statements 

This  includes  the  Income  Statement  and  Balance  Sheet;  we  expect  that  we  will  be  able  to  use 
NetSuite  to  build  a "push  the  button"  report.  If  that  turns  out  to  be  not  feasible,  we  will 
investigate  alternative  solutions  (Crystal  Reports,  etc.).  This  will  be  a Q1  initiative  for  the  new 
Controller. 

B.  Automate  the  CV  report  and  the  Commissionable  Orders  report 

These  projects  will  leverage  the  work  that  has  already  begun  to  automate  the  company  Orders 
report,  and  doing  so  will  not  only  save  many  hours  of  high-level  staff  time  a month,  but  will 
make  the  reports  available  "real  time"  throughout  the  month  to  anyone.  These  project 
depend  on  having  development  capacity;  we  hope  that  they  get  squeezed  in  during  Q3. 

C.  Implement  ADP  web-based  solution  and  G/L  integration 

The  web-based  solution  offers  a simplified  reporting  tool  (vs.  ReportSmith);  IT  will  no  longer 
have  to  maintain  on  the  server  and  roll-out  updates  on  individual  laptops  (in  FIR  and 
Accounting).  The  G/L  integration  tool  will  eliminate  manual  data  manipulation/data  entry  of 
payroll  expenses  into  NetSuite.  Expenses  can  be  captured  by  department  and  imported  into 
NetSuite  directly  from  ADP  data.  Implementation  requires  coordination  with  ADP,  IT, 
Accounting,  and  FIR.  We'll  target  completion  in  Q2. 

D.  Automated  Department  metrics 

This  will  be  an  ongoing  effort,  led  by  the  to-be-hired  Financial  Analyst,  to  flesh  out  and 
formalize  the  production  and  review  of  department-level  data  in  MPS.  This  effort  was  begun 
by  Gary  Xu  in  IT,  starting  with  the  Sales  department  (graphically  presenting  prospect  call 
data,  etc.). 


III. Staffing  Plan 

The  organization  will  be  similar  to  what  it  is  in  2009,  except  that  we  expect  to  increase  the 
experience  at  the  top  by  replacing  the  Director  of  Accounting  with  a Controller.  The  Controller 
will  lead  the  existing  staff  of  six  (which  includes  2 more-senior-level  accountants  and  4 clerk-type 
staff).  Additionally,  we  will  add  a Financial  Analyst  to  focus  on  analysis  and  maintenance  of  key 
metrics  at  both  the  functional  and  corporate  levels;  that  individual  will  likely  report  to  the  VP  of 
Finance  & Administration  initially. 
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HR  / Administration 

2010  Functional  Plan 


I.  Introduction  / Strategy 

The  HR/ Admin  team  will  be  focused  on  the  company's  strategic  goals  to  (1)  recruit  higher-quality 
talent  into  the  organization,  and  (2)  expand  the  company's  official  training  programs. 
Additionally,  the  Admin  team  will  be  supporting  a renewed  effort  to  streamline  and  update  the 
company's  Practice  library. 


II.  Key  Objectives 

A.  Design  and  implement  a "University  Intake"  program 

Per  the  Board's  direction,  we  will  develop  a recruiting  relationship  with  3-5  select  Universities, 
and  hire  3-5  individuals  to  rotate  through  the  organization  over  a 24-month  time  frame.  We 
expect  to  have  the  recruits  on  board  in  the  May  2010  timeframe. 

A corollary  of  this  program  will  be  to  recruit  interns  from  the  same  schools  to  start  at  roughly 
the  same  time  to  help  us  with  projects  during  the  summer  months;  these  interns  may  become 
the  subsequent  year's  Intake  recruits. 

B.  Design  and  implement  a training  curriculum  for  new  managers 

...and  use  this  as  a "refresher"  course  for  existing  managers,  to  ensure  that  all  are  aware  of 
our  relevant  Practices,  and  that  they  have  exposure  to  "things  you  need  to  know"  to  supervise 
people  effectively.  Key  areas  of  focus  will  include  recruiting  and  performance  reviews/ 
management.  We  may  implement  a Practice  review  in  Ql,  with  an  expanded  version  which 
includes  3rd  party  materials  in  Q3. 

C.  Implement  an  automated  talent  management  solution 

In  2009  we  began  an  investigation  of  software  to  enable  us  to  automate  our  personnel  reviews 
process;  such  software  can  also  help  with  everything  from  career  pathing  to  paperless  benefit 
open  enrollment.  We  would  like  to  end  2009  with  a short  list  of  solutions  that  we  could 
implement  in  the  2nd  half  of  2010. 


III. Staffing  Plan 

One  new  headcount  has  been  added  to  the  Plan  to  provide  capacity  to  implement  and  maintain 
our  expanded  training  and  intake  initiatives;  we  hope  to  promote  Jennifer  Sakole  (who  is  currently 
manager  of  Sales  training)  to  a Corporate  training  position  which  would  move  her  out  of  Sales. 

The  rest  of  the  team  will  remain  "as  is"  (with  a Director,  1 HR  specialist,  and  3 Administrative 
support  staff). 
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INPUT 


MEMORANDUM 


DATE:  September  30,  2009 

TO:  Tim  Dowd 

FROM:  Daphne  Zweifel 

SUBJECT:  Cl  2009  Plan  vs.  Actuals 

CC:  Kevin  Plexico 


Sept  / Oct  / Nov  / Dec  Plan  vs.  Actuals: 


Sept 

Oct 

Nov 

Dec 

TOTAL 

Plan 

29K 

43.5K 

43.5K 

84.5K 

200.5K 

Actual 

49.5K 

• Staffing: 


o Plan/Actuals: 
f 1.  VP 

tj.  Director  (1) — kt15^xv 

3^' Analyst  (2)  - 3"*^ 

4.  Consultants  (as  needed) 

• Sales  Pipeline  (2009) 

o 71  Targets  / 69  contacted  (See  attached  for  details) 


• Report  Pipeline  (2009): 


Activity 

1/31  * 

2/28 

3/31 

4/30 

5/31 

6/30 

7/31 

8/31 

9/30 

10/31 

11/30 

12/31 

Cl  Deliverables  (Count) 


2010  Month  Ending 


CECOM  (1  Rpt) 
NGEN  (1  Rpt) 

AOC  WSI  (1  Rpt) 
AMCOM  (1  Rpt) 
SOF  SITEC  (1  Rpt) 
TBD  Report  (1  Rpt) 
TBD  Report  (1  Rpt) 
TBD  Report  (1  Rpt) 
TBD  Report  (1  Rpt) 
TBD  Report  (1  Rpt) 


1 


2010  Totals  (count) 


1 2 


10  10 


1 1 1 
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Pipeline 


10/ 1/2009 


2009 

Forecast 

Opportunity  ID 

Agency 

Opportunity  Name 

Estimated  Value 

Estimated  Report  Date 

54017 

Army 

Army  GNEC  (APC,  Enterprise  Email,  Enterprise  Service 
Desk,  NetOps) 

$2-3B 

REPORT  AVAILABLE 
NOW 

54023  and  40799 

Army 

Strategic  Services  Sourcing  (S3)  & Total  Engineering  and 
Integration  Services  III  (TEIS  III)*  (May  be  merging  into  one 
vehicle;  This  is  subject  to  change  in  which  case  we  would 
cover  S3  only) 

$30B 

Oct  2009 

47179 

Air  Force 

AFDW-A6  884th  Communications  Group  IT  Support 
Contract  formerly  "Air  Force  Pentagon  Communication 
Agency  Support  Services  Contract  (AFPCA)" 

$800M 

Oct/Nov  2009 

41777 

Army 

Total  Army  Communications,  Southwest  Asia  & Central  Asia 
(TAC-SWACA) 

$680M 

Dec  2009 

49952 

NASA 

Headquarters  Information  Technology  Support  Services 
(HITSS) 

$200M 

Dec  2009 

2010 

Forecast 

45404 

Army 

CECOM  Systems  and  Software  Engineering  Support  (SSES) 
Software  Engineering  Center  (SEC) 

$2.8B 

March  2010 

45596 

Army 

AMCOM  Information  Technology  Support  Services  (ITSS) 

$565M 

April  2010 

40445 

Navy 

Next  Generation  Enterprise  Network  (NGEN) 

$936M 

April  2010 

43638 

Air  Force 

Air  & Space  Operations  Center  (AOC)  Weapon  System 
Integrator  (WSI) 

$590M 

May  2010 

42102 

DoD 

Special  Operations  Forces  (SOF)  IT  Enterprise  Contract 
(SITEC)  formerly  "Enterprise  Information  Technology 
Contract  (EITC)" 

$1.7B 

Aug-10 
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MEMORANDUM 


DATE:  October  1,  2009 

TO:  Peter  Cunningham,  Tim  Dowd 

FROM:  Julie  Santoriello  Chariell 

SUBJECT : Update  on  2009  Initiatives  for  i3 

CC: 


Since  our  last  product/strategy  review  on  September  2,  results  for  the  i3  initiative  are  in-line  with 
expectations  and  progress  by  the  i3  team  remains  on  track.  The  developers  have  met  stated  deliverables 
on  product  features,  and  successfully  launched  the  environment  for  concept  test.  I have  completed  3 
concept  tests  with  investors,  and  have  another  scheduled  for  next  week  - this  is  in  line  with  the  goal  of 
completing  3-5  concept  tests. 

The  concept  tests/demos  of  the  GovIA  product  were  made  to  leading  institutions  - Fidelity  Investments, 
Franklin  Templeton,  Legg  Mason,  and  Capital  Global.  The  overall  feedback  was  quite  positive  (see 
below),  and  all  participants  were  eager  to  be  beta-testers. 


Here  is  a summary  of  our  progress  relative  to  plan: 


2009 

August 

September 

October 

November 

December 

ORDERS 

Plan 

0 

0 

0 

2 

3 

Actual 

0 

0 

- 

- 

- ; 

STAFFING  - Total  Heads 

Principal  Analyst,  Sr.  - Plan 

0 

0 

0 

2 

2 

Principal  Analyst,  Sr.  - Actual 

0 

0 

- 

Principal  Analyst,  Jr.  - Plan 

0.5 

2 

2 

2 

2 

Principal  Analyst,  Jr.  - Actual 

0.5 

2 

- 

- 

- 

Research  Associate  - Plan 

1 

2 

2 

2 

2 

Research  Associate  - Actual 

1 

2 

- 

- 

- 

Our  next  deliverables  remain  on  schedule:  November  Beta  Test,  January  Launch 


The  Latest  on  Sales  Strategy: 

In  an  effort  to  find  a sales  channel,  get  marketing  ideas  and  explore  pricing,  I performed  an  abbreviated 
concept  test  last  week  with  a large,  third-party  agent  that  provides  services  to  independent  research 
orgftnigatioas  (IRPs,  like  i3).  This  firm  - BNY  Convergex  - is  one  of  the  largest  trading  and  fulfillment 
arms  for  institutional  investors  consuming  independent  research,  and  acts  as  a sales  arm  for  IRPs. 

The  top  research  executive  with  whom  I spoke  was  impressed  with  GovIA.  He  claims  he  sees  roughly  30 
new  IRPs  per  month,  but,  on  average,  would  recommend  only  5 of  them.  We  are  one  of  those  of  five.  He 
is  willing  to  sponsor  me  to  present  the  product  to  his  sales  team,  to  gauge  their  interest  in  representing  us. 

I am  scheduled  to  follow  up  with  him  next  week  to  learn  more  about  the  sales  representative  arrangement. 
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Highlights  from  the  Concept  Tests: 

Overall,  investors  stated  they  saw  value  in  the  information  we  are  providing.  They  found  both  the  IT 
product  and  the  content  unique.  They  welcomed  the  access  to  analyst  experts,  and  expected  to  use  the 
analyst  hours  to  gain  insights.  They  appreciated  the  proprietary  nature  of  how  we  arrive  at  the 
likelihood  of  a company  bidding  on  a contract,  and  the  likely  dollar  amount  that  an  opportunity  is  worth 
to  a specific  company.  They  want  us  to  be  more  forthcoming  in  giving  them  the  data  behind  this  “secret 
sauce”.  We  are  evaluating  how  to  do  this. 

Many  of  them  are  looking  for  the  general  industry  analysis  that  is  performed  by  the  core  RAS  team  as 
well.  They  were  universally  impressed  with  the  magnitude  of  data  we  have  - while  they  want  access  to 
it,  they  also  want  summaries  and  conclusions  from  that  data  upfront.  Happily,  we  have  some  of  this  and 
are  working  on  more. 

Their  inquiries  about  content  beyond  what  they  saw  were  NOT  surprises,  but  represent  challenges 
for  us  to  deliver  within  budget  and  on-time.  Specifically,  they  want  to  see  opportunity  and  contract 
data  in  categories  beyond  IT.  They  want  to  see  our  comprehensive  level  of  coverage  for  all  80  companies 
represented  in  the  product,  not  just  those  in  the  top  tier  (defined  as  high  government  revenue,  high  IT 
content,  and  high  coverage  in  the  INPUT  database).  This  presents  content  challenges  that  we  are 
currently  exploring. 

The  price  point  was  a key  area  of  feedback  we  were  hoping  to  gauge,  but  responses  were  limited. 

These  individuals  are  generally  not  familiar  with  the  prices  their  firms  pay  for  the  research  they  access. 
They  tend  to  be  removed  from  the  purchase  process.  Two  investors  thought  a price  between  $30-45k  was 
a bit  steep  for  a single  industry  sector  (like  IT)  but  not  for  a product  that  covered  multiple  sectors  (like  IT, 
aerospace/defense,  engineering/construction,  healthcare,  etc.)  The  key  to  garnering  a high  price  seems  to 
be  breadth  of  coverage  and  frequency  of  usage.  We  are  working  to  build  both  into  this  product. 


Hfir 


* * * 
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MEMORANDUM 


DATE:  09/30/2009 

TO:  Peter  Cunningham,  Tim  Dowd 

FROM:  Kevin  Plexico 

SUBJECT : Update  on  Task  Order  Opportunity  Notification  System 

CC: 


Gentleman, 

Below  is  a summary  of  where  we  stand  on  the  Task  Order  Opportunity  Notification  System  product  vs. 
plan  for  2009. 

Sales  (note:  additional  orders  may  come  in  that  count  in  September) 

• September  YTD  Orders 

o Plan:  $96,000 

o Actual:  $16,250 

• The  original  plan  for  the  product  called  for  its  release  in  July.  Due  to  development  capacity 
constraints,  the  product  released  September  1 . 

• To  date,  we’ve  closed  7 accounts.  Two  were  Early  Adopters  sold  prior  to  product  release.  The 
other  5 have  been  sold  since  September  1 . 

• While  enthusiasm  among  sales  and  MS  is  high  (there  have  been  357  contact  reports  related  to  the 
product  since  August  1),  the  Upsell  sales  team  has  been  primarily  focused  on  driving  sales  of 
Opportunity  Advisor  and  Industry  Analysis.  Results  in  those  areas  have  been  good,  but  limited 
sales  capacity  has  limited  sales  efforts  behind  this  product. 

Delivery 

• Processing  of  task  order  opportunities  has  been  very  smooth  and  has  been  accomplished  with 
existing  staff  (roughly  15-20  hours/week). 

Key  Activities 

• Marketing 

o Thus  far,  we  have  conducted  a webinar  conducted  three  email  campaigns  to  generate 
demand. 

o We  plan  conduct  additional  email  campaigns  targeted  contract  holders  of  various  contract 
vehicles  to  generate  leads  for  sales  and  members  services. 

• Sales/Upsell 

o Member  Services  conducted  a call  campaign  in  August. 

o We  have  planned  call  campaigns  with  the  Upsell  Team  in  September  to  target  member 
companies  that  have  multiple  contract  vehicles, 
o The  Strategic  team  has  been  developing  a strong  pipeline  of  major  accounts  who  have 
dozens  of  contract  vehicles.  We  continue  to  develop  these  leads  and  have  found  the  sales 
cycle  in  these  accounts  longer  than  expected  (see  below). 
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What  We’ve  Learned 

• Requires  members  to  change  existing  business  processes,  which  suggests  a longer  sales  cycle, 
particularly  for  larger  accounts. 

o Thus  far,  we  have  generated  strong  interest  from  several  strategic  accounts,  including 
Perot,  Northrop  Grumman,  Qinetiq  and  Booz  Allen.  However,  these  organizations  have 
established,  but  labor  intensive  business  processes,  for  monitoring  and  distributing  task 
order  opportunities  within  their  respective  firms.  While  our  offer  has  been  found 
compelling,  we  are  finding  there  are  lots  of  discussions  and  changes  that  must  be  made 
inside  these  firms  to  take  advantage  of  the  product.  As  a result,  the  sales  cycle  may  be 
longer  than  we  originally  anticipated,  particularly  for  larger  firms. 

• Concerns  about  government  cooperation  and  buy-in 

o A small  number  of  members  have  expressed  reluctance  to  use  such  a service  without 
knowing  if  their  federal  customers  are  comfortable  with  INPUT  providing  this  service  to 
them. 

• Many  agencies  are  distributing  notices  through  email 

o We  have  come  to  find  out  that  some  agencies  don’t  have  systems  for  distributing  task 
order  opportunities  and  rely  on  email  for  the  distribution. 

o Asa  result,  we  need  to  build  additional  capability  to  process  task  order  opportunities  that 
come  to  an  email  account. 

o It  suggests  a need  in  government  agencies  for  a tool  for  managing  the  distribution  of  task 
orders  to  prime  contractors. 

• Releasing  3 new  products  at  the  same  time  limits  our  ability  to  focus  on  driving  sales  of  new 
product. 
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MEMORANDUM 


DATE:  09/30/2009 

TO:  Peter  Cunningham,  Tim  Dowd 

FROM:  Kevin  Plexico 

S U B JECT : Update  on  Opportunity  Advisor 

CC: 


Gentleman, 


Below  is  a summary  of  where  we  stand  on  the  Opportunity  Advisor  product  vs.  plan  for  2009 
Sales 

• YTD  Orders 

o Plan:  $14,000 

o Actual:  $43,400 

• Orders  have  been  split  pretty  evenly  between  direct  sales  and  e-commerce  sales  ($22k  in  sales 
through  MS  and  Sales  and  $2  lk  through  e-commerce). 

• The  Upsell  team  in  Member  Services  has  been  conducting  call  campaigns  to  establish  meetings 
with  members  to  present  the  offering.  The  latest  call  campaign  generated  27  sales  meetings  and 
1 0 orders  thus  far. 


Delivery 

• We  are  on  schedule  with  Opportunity  Advisor  report  delivery. 

o Planned  Reports  YTD:  9 (3  per  month) 
o Actual  Reports  YTD:  9 

Key  Activities 

• Marketing 

o We  have  conducted  three  email  campaigns  to  generate  leads  for  sales  and  Member 
Services. 

o We  are  conducting  monthly  promotions  to  members  of  the  reports  published  for  that 
month  to  generate  e-commerce  sales  and  drive  subscriptions  to  the  product, 
o We  will  be  adding  pay-per-click  and  leverage  our  barter  with  1105  Media  to  drive 
additional  sales  through  e-commerce  and  leads. 

• Sales/Upsell 

o We  conducted  a call  campaign  in  Member  Services  that  generated  27  meetings, 
o We  have  additional  call  campaigns  setup  based  on  those  individuals  that  have  either 
tagged  their  interest  in  the  INPUT  opportunities  related  to  the  reports  released  and 
government  provided  “Interested  Vendors”  lists. 

What  We’ve  Learned 


• The  reports  that  have  generated  the  most  traction  are  those  focused  around  multiple  award,  task 
order  based  contract  vehicles.  These  also  coincide  with  where  we  have  the  greatest  depth  of 
analysis.  We  are  refactoring  our  agenda  to  ensure  we  prioritize  these  types  of  opportunities. 

• Sales  and  MS  training  needs  to  continue  on  a report  by  report  basis,  so  that  they  can  speak  to 
specific  opportunities  comfortably  with  members.  As  a result,  we’ve  started  crafting  summaries 
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for  each  report  that  we  distribute  to  sales  and  MS  to  give  them  talking  points  around  the 
significance  of  each  opportunity. 
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Memorandum  of  Understanding:  Guidelines  For  Chairman  And  President  Relationship  At  INPUT 

These  statements  are  guidelines  only  and  are  in  addition  to  the  normal  responsibilities  of  each 
role.  They  are  not  binding  and  may  be  changed  by  the  Chairman  and  Board  at  any  time  and  any 
such  changes  cannot  be  construed  as  a diminution  in  responsibility  of  the  President.  In  the  event 
of  any  conflict  between  these  items  and  the  Employment  Agreement,  the  Employment  Agreement 
prevails 

Functional  Role  of  The  Chairman 

Provide  strategic  guidance  and  insight  in  order  to  make  the  President  and  his  team  more  effective 
in  creating  shareholder  value. 

Initial  direct  responsibility  for  (many  of  these  will  devolve  to  the  President  & CEO  with  time): 

• Approval  of  the  strategic  plans  and  annual  financial  plans  and  budget  presented  by  the 
President 

• Monthly  (more  frequently  if  required)  review  of  operations  and  financial  performance 

• Approval  of  major  budgeted  expenditures  in  accordance  with  authorized  spending  limits 
and  approval  of  non-budgeted  expenditures 

• Approval  of  changes  to  fundamental  Practices,  Vision  and  Mission 

• Approval  of  major  changes  in  pricing,  marketing,  target  markets  and  product  portfolio 

• Approval  of  major  changes  to  the  organization 

• Approval  of  hiring  and  termination  of  first  line  reports  to  the  President 

• Recommendation  to  the  Board  of  executive  compensation  plans  including  President’s 

• Investigation  and  negotiation  for  merger,  acquisition,  and  divestment  opportunities 

• Investigation  and  negotiation  for  international  expansion 

Complete  performance  review  of  President  and  submit  to  the  Board 

Ensure  proper  succession  and  retention  plans  are  in  place  for  senior  management 

Behavioral  Elements  of  The  Chairman  Role 

Direct  contact  with  President  on  questions  and  comments. 

Avoidance  of  direct  contact  with  management  and  employees  outside  of  Board  and  scheduled 
staff  meetings,  unless  such  contacts  are  required  to  investigate  major  issues  affecting  the 
company 

Constructive  feedback  to  President  and  executives 
Behavioral  Elements  of  The  President  Role 

Rapid  response  to  questions  and  comments  relative  to  company  performance 
Attention  to  suggestions  and  comments  re  developments  that  affect  the  company 
Identification  and  communication  of  major  issues  and  changes  to  be  addressed  by  the  company 

Other  tasks  as  may  be  assigned  by  the  Chairman  or  the  Board 
MOU  Chairman  President  Roles  042308  PAC.doc 


Page  1 of  1 


Confidential  - INPUT 


Printed:  August  5,  2008 


MEMORANDUM 


DATE: 


August  5,  2008 

INPUT  BOD 


TO: 


FROM: 


Peter  Cunningham 


SUBJECT:  Recast  Financials 

CC: 

Tim  has  done  us  a great  service  by  putting  this  together  in  a format  where  we  can  really  examine  our 
business.  Here  are  some  questions  that  I know  cannot  all  be  answered  now  but  should  be  addressed  over 
the  coming  months.  The  questions  are  built  by  putting  together  the  organization  charts  and  the  reforecast 
document,  particularly  Page  6 Staffing. 

I have  had  some  difficulty  relating  the  financial  charts  to  the  organization  charts 


a.  This  is  the  biggest  problem;  we  have  an  average  of  33  people  in  sales  and  they  are  only 
generating  an  average  of  $500K  per  month  (excluding  December).  That  is  $18K  per 
person  per  month.  They  are  not  paying  for  themselves! 

b.  Sales  and  Marketing  Costs  (personnel  + facilities  only)  are  about  $500K  per  month  and 
Marketing  is  about  25%  of  the  personnel;  therefore  costs  for  Sales  are  about  $400K. 

2.  Electronic  and  Web  Sales: 

a.  There  is  a definition  issue  with  “Electronic”  and  “Web”  sales  that  Tim  will  clear  up. 

b.  The  two  people  assigned  to  Web  Sales  are  actually  telesales  people  who  respond  to 
activity  on  our  public  Web  site. 

c.  For  two  people  to  be  assigned  to  this  and  produce  only  $ 1 00K  in  sales  in  the  second  half 
is  too  low.  They  will  not  even  cover  their  cost!  Conservative  thinking  is  possibly 
acceptable  given  the  current  performance  but  this  is  too  low. 

d.  The  Director,  Web  Marketing  is  in  fact  responsible  for  true  (no  human  involvement) 
electronic  sales  (document  sales).  This  should  also  be  higher  than  in  the  plan  given  the 
dedicated  effort. 


a.  Reducing  the  number  of  people  assigned  to  Events  from  2 to  1 is  a question  especially  as: 

i.  This  has  the  highest  revenue  per  person  ($380/person)  in  our  portfolio  and  we 
know  there  are  opportunities.  Outsell  has  it  with  one  of  the  highest  growth  rates 
in  the  overall  industry. 


1 . Sales: 


3.  Events; 
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ii.  We  are  paying  Connelly  $1 80k  (?)  per  year  (an  expenditure  that  has  never  been 
approved  and  is  well  over  any  executive’s  purchase  order  limits) 

iii.  It  generates  revenues  and  profit  contribution  directly  as  realized  unlike 
subscriptions. 

b.  The  Events  revenues  plan  is  flat  from  first  to  second  half  and  it  should  increase  with 
proper  attention.  There  are  many  opportunities  with  all  the  pending  changes  for  events 
and  for  tying  them  to  research  (IAP  projects). 

4.  Subscriptions  Staffing 

a.  The  plan  for  Staffing  still  uses  the  term  “IT”  for  Federal  and  State  but  I thought  we  were 
now  beyond  just  IT! 

b.  Staff  in  State  & Local  is  half  that  in  Federal  and  yet  only  25%  (?)  of  Federal  sales 

5.  Research  & Development 

a.  This  only  includes  Software  Development  yet  we  have  other  staff  (Laing)  who  are  also 
primarily  in  Product  Development. 

b.  We  are  spending  probably  a million  dollars  in  the  second  half  yet  we  have  no  significant 
products  in  development  that  I know  of. 

6.  Bonuses:  we  should  leave  the  original  plans  in  place  and  then  see  how  the  company  performs. 

There  are  still  too  many  unanswered  questions  to  have  a formal  plan. 


M2008  Revised  Plan  080208  PAC.docx 


Page  2 of  2 


Confidential  - INPUT 


INPUT  SALES  ORDERS  Printed  8/5/2008 


5 

1 


c 

8 


a 

- 

E 

= 

= 


in  # 

m 

a> 


..  # 

s; 


Hr- 1 


ii 

is 


to  |c o to 

a 'o  tr 


|j  i 


5 ! 2 

* | 


CO  I CO  CO 

Q O tt 


o* 

sh 


t, 


Q 131  |fi| 


In!# 

j°|oJ 

r 

JfL 

hrr 


11 


(0  to 

a a 

5 | |2| 


j-jg 


°\ 


it 


« # 
« • 

% 

■ i 

5 s 

8r 


<0  ; to  CO 


S||s 


ii  h 


H 


1 2 


s #|  I®!  I 


R Seasonality  Summary  Sheet  (2)  080508  PAC.xIsx  Page  1 of  1 


9 


2008  Reforecast 
Income  Stmt  Comparative 


Printed  9/4/2008 


c 


2006  Actual  (1) 

2007  Actual 

2008  Reforecast 

2008  Plan  (3) 

($000's) 

Orders 

Renewal  Base 

19,277 

20,005 

20,582 

20,582 

Subscriptions  - Renewal 

12,336 

13,876 

14,934 

14,605 

Subscriptions  - New 

7,813 

7,201 

7,788 

11,002 

Consulting 

814 

533 

16 

- 

Events 

1,034 

708 

758 

954 

Other  - Incl.  Document  Sales 

48 

90 

154 

350 

Total  Orders 

22,045 

22,407 

23,649 

26,911 

% Growth 

2% 

6% 

20% 

Rt 

>venue 

* 

— 

Subscriptions 

20,035 

20,566 

21,870 

22,694 

Consulting 

826 

672 

21 

- 

Events 

977 

792 

732 

954 

Other 

54 

145 

214 

450 

Total  Net  Revenue 

21,892 

22,175 

22,838 

24,098 

% Growth 

1% 

3% 

6% 

Ct 

>st  of  Services 

Personnel  (5) 

6,917 

8,355 

8,257 

9,004 

Other  Expense 

934 

1,334 

983 

1,176 

Total  Cost  of  Services 

7,851 

9,690 

9,240 

10,180 

% of  Revenue 

36% 

44% 

40% 

42% 

Gross  Income  / (Loss) 

14,041 

12,485 

13,599 

13,918 

- 

Gross  Profit  % 

64% 

56%j 

60% 

58%  i 

Sales  & Marketing 

Personnel 

5,885 

5,510 

5,127 

5,808 

Other  Expense 

1,104 

1,019 

985 

1,069 

Total  Sales  & Marketing 

6,988 

6,529 

6,112 

6,876 

% of  Revenue 

32% 

29% 

27% 

29% 

Research  & Development 

Personnel 

1,777 

1,516 

1,481 

1,471 

Other  Expense 

43 

54 

142 

44 

Total  Research  & Development 

1,820 

1,570 

1,623 

1,516 

% of  Revenue 

8% 

7% 

7% 

6% 

General  & Administrative 

G&A  - Personnel  (6) 

1,522 

1,535 

1,767 

1,601 

Other  G&A  Expense  (2),  (7) 

2,608 

2,727 

3,381 

3,585 

Total  General  & Administrative 

4,130 

4,263 

5,148 

5,186 

% of  Revenue 

19% 

19% 

23% 

22% 

Total  Expenses 

20,790 

22,051 

22,122 

23,757 

Loss  on  Product  Sunset 

- 

- 

(68) 

- 

Provision  for  General  Bonuses  (1),  i 

4) 

110 

139 

853 

EBITDA 

1,102 

14 

509 

(512) 

% of  Revenue 

5% 

0% 

2% 

-2% 

Depreciation  & Amortization 

580 

445 

408 

483 

Of 

lerating  Income  t (Loss) 

522 

(431) 

101 

(996) 

Other  Revenues  / (Expenses) 

91 

248 

199 

167 

Inc 

:/( Loss)  Before  Tax 

1 

613 

(183) 

301 

(829) 

Provision  for  Income  Taxes 

(140) 

(D 

_ 

_ 

Net  Income  / (Loss) 

753 

(182) 

301 

(829) 

% of  Revenue 

3% 

-1% 

1% 

-4% 

Notes 

— 

CL 

(2) 


3: 


(5) 


(6) 

1ZL 


For  2006,  General  Bonuses  were  $174k,  and  are  included  in  Personnel  costs  in  the  presentation  above. 
Facilities  costs  have  been  included  in  Other  G&A  Expense  in  the  presentation  above 


Approx  $160k  of  Plan  costs  for  severance  were  accrued  for  the  final  2007  numbers,  and  were  therefore  removable 
from  the  2008  Plan  Thus,  the  Plan  Nl  above  is  more  favorable  than  presented  at  the  beginning  of  the  year. 


Assuming  all  managers  earned  their  full  personal  objectives  bonus  & the  Board  agreed  to  fund  them,  the  2008  bonus 
expense  would  be  $139K  (which  also  assumes  only  S&L  hits  their  business  unit  Plan). 


In  2006,  Strategic  team  was  included  in  Sales  & Marketing;  total  costs  were  approx.  $790k  before  commissions.  Strategic 
renewals  moved  to  Ops  (Mbr  Svcs)  in  2007;  costs  in  Ops  were  approx.  $420k  before  commissions  Strategic 
upsell  remains  in  Sales  & Marketing;  2007  cost  was  approx  $380k  before  commissions. 

Includes  "Office  of  the  Chairman"  cost  

2008  higher  than  prior  years  due  primarily  to  Rent  increase  of  approx  $600k 
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Orders  by  Month  ($000) 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

2008 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

ACTUAL 

ACTUAL 

ACTUAL 

ACTUAL 

ACTUAL 

ACTUAL 

RE-CAST 

RE-CAST 

RE-CAST 

RE-CAST 

RE-CAST 

RE-CAST 

RE-CAST 

SUBSCRIPTIONS 

Available  Renewals 

1,750 

1,870 

1,810 

1,063 

1,338 

1,657 

1,189 

1,665 

1,414 

1,700 

1,510 

3,616 

20,582 

Renewal  Subscription  Orders 

1,276 

1,172 

1,487 

811 

957 

1,187 

862 

1,207 

1,025 

1,233 

1,095 

2,622 

14,934 

New  Subscription  Orders 

602 

700 

595 

653 

536 

574 

572 

639 

655 

627 

674 

963 

7,788 

Sales  Teams 

450 

577 

448 

588 

481 

444 

450 

512 

520 

482 

517 

759 

6,228 

Upsell 

152 

123 

146 

63 

56 

127 

122 

122 

125 

125 

130 

166 

1,456 

Electronic/Web  Sales  (A) 

- 

- 

- 

2 

- 

2 

- 

5 

10 

20 

27 

38 

104 

Total  Sales  Orders 

1,877 

1,872 

2,082 

1,464 

1,493 

1,761 

1,434 

1,846 

1,680 

1,859 

1,769 

3,585 

22,722 

Renewal  Rate 

72.9% 

62.7% 

82.2% 

76.3% 

71.5% 

71.6% 

72.5% 

72.5% 

72.5% 

72.5% 

72.5% 

72.5% 

72.6% 

CONSULTING  SERVICES 

— 

Custom  Research 

5 

5 

- 

- 

- 

6 

- 

- 

- 

- 

“ 

16 

Total  Sales  Orders 

5 

5 

- 

- 

- 

6 

- 

- 

- 

- 

16 

E-COMMERCE 

Document  Sales 

7 

12 

12 

14 

5 

17 

8 

16 

16 

16 

16 

16 

154 

Total  Sales  Orders 

7 

12 

12 

14 

5 

17 

8 

16 

16 

16 

16 

16 

154 

— 

EVENTS 

Attendance 

18 

63 

56 

56 

54 

40 

17 

55 

55 

74 

66 

11 

566 

Sponsorships 

22 

7 

23 

3 

17 

18 

8 

27 

24 

16 

26 

192 

T 

otal  Sales  Orders 

41 

70 

79 

59 

71 

58 

25 

55 

83 

99 

82 

37 

758 

Total  Orders 

1,930 

1,959 

2,173 

1,538 

1,569 

1,842 

1,466 

1,917 

1,778 

1,974 

1,866 

3,637 

23,649 

NOTES: 

(A) 

Original  Plan  called  for  Outsourced  sales  of  $568k  for  GovEdge  and 

$1 ,040k  for  Org  Charts.  2nd  half  amounts  above  are  GovEdge  sale 

(B) 

Historical  New  Subscription  Orders: 

tool  lot,  $c!&\  5 3C-  SHr 

57Z  CJ5 

I ^7  blr  Yfc? 

1 77S*' 

2007 

538 

650 

773  ! 556 

529 

626 

427 

559 

622 

576 

521 

821 

7,198 

2006 

631 

683 

976  1 565 

508 

712 

451 

682 

575 

545 

523 

949 

7,800 

2005 

651 

792 

825  1 638 

490 

749 

565 

693 

583 

561 

946 

1,570 

9,064 

»7\ 


? )/ 

•no 
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2008  Reforecast 
Balance  Sheet 


Date  Printed:  7/31/2006 


2008  2008 

2008 

2008 

2008  2008 

2008 

Jun  | Jul  j 

Aug 

Sep  || 

Oct  1 

Nov 

Dec 

Assets 

Current  Assets 

. J 

Cash  and  Cash  Equivalents 

$ 5,003,114 

$ 4,756,748 

$ 4,646,154 

$ 4,522,680 

$ 4,365,071 

$ 4,486,276 

$ 4,631,677 

Accounts  Receivable,  net 

2,098,976 

2,087,180 

2,349,990 

2,436,727 

2,562,719 

2,552,997 

4,270,540 

Deferred  Commission  Expense 

784,086 

756,070 

745,260 

721 ,490 

689,116 

665,061 

728,754 

Other  Current  Assets 

642,764 

596,085 

537,906 

535,027 

597,147 

522,468 

447,789 

Total  Current  Assets 

8,528,940 

8,196,083 

8,279,310 

8,215,924 

8,214,054 

8,226,802 

10,078,760 

Fix 

ed  Assets 

Fixed  Assets 

2,939,538 

3,039,538 

3,096,538 

3,141,538 

3,186,538 

3,201,538 

3,216,538 

Less  Depreciation  & Amort. 

(2,060,227) 

(2,095,072) 

(2,130,265) 

(2,165,811) 

(2,201,712) 

(2,237,972) 

(2,274,594) 

Net  Fixed  Assets 

879,311 

944,466 

966,273 

975,727 

984,826 

963,566 

941,944 

~T~ 

Other  Assets 

Promissory  Notes 

136,482 

136,482 

136,482 

136,482 

136,482 

136,482 

136,482 

Other 

328,832 

328,832 

328,832 

328,832 

328,832 

328,832 

328,832 

Total  Assets 

$ 9,873,565 

$ 9,605,863 

$ 9,710,896 

$ 9,656,965 

$ 9,664,194 

$ 9,655,683 

$ 11,486,018 

Liabilities 

— 

1 I — 

Current  Liabilities 

Accounts  Payable 

160,747 

234,085 

209,832 

241,085 

283,547 

249,127 

217,922 

Accrued  Guaranteed  Bonus 

117,510 

53,254 

85,382 

117,510 

53,254 

85,382 

117,510 

Accrued  General  Bonus 

413,894 

138,078 

138,262 

138,446 

138,629 

138,813 

138,997 

Accrued  Commissions 

143,158 

149,755 

149,574 

150,775 

148,421 

155,834 

194,686 

Accrued  Miscellaneous 

36,649 

47,238 

50,328 

46,667 

50,507 

71,180 

81,770 

Other  Accrued  Liabilities 

614,241 

589,562 

564,883 

540,204 

495,524 

437,512 

380,166 

Accrued  Interest 

- 

- 

- 

- 

- 

- 

Capital  lease,  Current 

62,741 

61,601 

60,461 

59,321 

58,181 

57,041 

55,901 

Deferred  Revenue  (Net  of  Unbilled) 

10,013,404 

9,644,505 

9,730,912 

9,578,032 

9,624,268 

9,472,875 

11,157,800 

Total  Current  Liabilities 

11,562,344 

10,918,079 

10,989,633 

10,872,039 

10,852,332 

10,667,764 

12,344,751 

Non-Current  Liabilities 

Deferred  Rent 

658,226 

767,931 

772,293 

776,654 

781,016 

785,378 

789,740 

Other  Long  Term  Liabilities 

- 

- 

- 

- 

- 

Total  Liabilities 

658,226 

767,931 

772,293 

776,654 

781,016 

785,378 

789,740 

1 1 

Shareholders'  Equity 

Common  Stock  & APIC 

110,951 

120,951 

130,951 

140,951 

150,951 

160,951 

170,951 

Treasury  Stock 

(395,263) 

(395,263) 

(395,263) 

(447,763) 

(447,763) 

(447,763) 

(447,763) 

Currency  Gain  (Loss) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

(262) 

Retained  Earnings  - Accumulated 

(1,672,005) 

(1,672,005) 

(1,672,005) 

(1,672,005) 

(1,672,005) 

(1,672,005) 

(1,672,005) 

Retained  Earninqs  - Current  Year 

(390,426) 

(133,568) 

(114,451) 

(12,650) 

(76) 

161,619 

300,606 

Total  Shareholders'  Equity 

(2,347,005) 

(2,080,147) 

(2,051,030) 

(1,991,729) 

(1,969,155) 

(1,797,460) 

(1,648,473) 

L i . 

Total  Liab  & Shareholders'  Equity 

$ 9,873,565 

$ 9,605,863 

$ 9,710,896 

$ 9,656,965 

$ 9,664,194 

$ 9,655,683 

$ 11,486,018 

Collateral  Pledged  for  Stockholders 

$ 1,594,118 

$ 1,794,118 

$ 1,794,118 

$ 1,794,118 

$ 1,794,118 

$ 1,794,118 

$ 1,794,118 

NOTES: 



(A) 

The  January  2008  cash  balance  was  $3.9M. 
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2008  Reforecast  Date  Printed:  7/31/2008 

Cash  Flow 


2008 

2008 

2008 

2008 

2008 

2008 

2008 

1 Jun  I 

Jul  | 

Aug 

Sep  1 

Oct  | 

Nov 

Dec 

Operating  Activities 

Net  Income 

$ 21,084  $ 

256,858 

$ 19,117 

$ 101,801 

$ 12,574 

$ 161,695 

$ 138,986 

Adj's  to  reconcile  net  inc  to  cash 

Depreciation  & Amortization 

34,088 

34,845 

35,193 

35,545 

35,901 

36,260 

36,622 

Loss  (Gain)  on  Disp  of  Fixed  Assets 

- 

- 

- 

- 

- 

- 

Stock-Based  Comp  Expense 

3,333 

10,000 

10,000 

10,000 

10,000 

10,000 

10,000 

(lnc.)/Dec.  in  Accts  Receivable,  Net 

(190,282) 

11,796 

(262,810) 

(86,737) 

(125,992) 

9,722 

(1,717,543) 

(lnc.)/Dec.  in  Defd  Commissions 

(1,286) 

28,016 

10,810 

23,770 

32,374 

24,055 

(63,693) 

(lnc.)/Dec.  in  Other  Assets 

(69,660) 

- 

- 

- 

- 

- 

- 

lnc./(Dec.)  in  Accounts  Payable 

(21,626) 

73,338 

(24,253) 

31,253 

42,462 

(34,420) 

(31,205) 

lnc./(Dec.)  in  Accrued  Bonuses 

& Commissions 

85,377 

(333,475) 

32,130 

33,513 

(66,426) 

39,724 

71,164 

lnc./(Dec.)  in  Other  Accrued  Liab's 

(148,283) 

(14,090) 

(21,590) 

(28,340) 

(40,840) 

(37,340) 

(46,756) 

lnc./(Dec.)  in  Accrued  Interest 

- | 

- 

- 

- 

- 

- 

* 

Inc.  (Dec.)  in  Deferred  Revenue 

26,163 

(368,899) 

86,407 

(152,880) 

46,236 

(151,393) 

1,684,924 

lnc./(Dec.)  in  Deferred  Rent 

109,704 

109,704 

4,362 

4,362 

4,362 

4,362 

4,362 

Net  Cash  Flow  from  Operating  Activities 

(47,489) 

(145,226) 

(52,454) 

(24,834) 

(111,469) 

137,345 

161,541 

Investing  Activities 

Fixed  Assets 

(182,082) 

(100,000) 

(57,000) 

(45,000) 

(45,000) 

(15,000) 

(15,000) 

lnc./(Dec.)  in  Capital  Leases 

(2,159) 

(1,140) 

(1,140) 

(1,140) 

(1,140) 

(1,140) 

(1,140) 

Net  Cash  Flow  from  Investing  Activities 

(184,241) 

(101,140) 

(58,140) 

(46,140) 

(46,140) 

(16,140) 

(16,140) 

Financing  Activities 

Common  Stock 

- 1 

- 

- 

(52,500) 

- 

- 

Net  Cash  Flow  from  Financing  Activities 

- ! 

- 

- 

(52,500) 

- 

- 

- 

Increase  (Decrease)  in  Cash 

and  Cash  Equivalents 

(231,730) 

(246,366) 

(110,594) 

(123,474) 

(157,609) 

121,205 

145,401 

Cash  - Beginning  of  the  Period 

5,234,844 

5,003,114 

4,756,748 

4,646,154 

4,522,680 

4,365,071 

4,486,276 

r 

Cash  - End  of  the  Period 

$ 5,003,114  $ 

4,756,748 

$ 4,646,154 

$ 4,522,680 

$ 4,365,071 

$ 4,486,276 

$ 4,631,677 



NOTE  A:  Cash  includes  amts  classified  as  equity  on  the  annual  financial  statements 

NOTE  B:  Deferred  rent  - late  July  for  Aug.  Is  first  cash  outflow 

NOTE  C:  2ND  HALF  CASH  DRAIN  2008  = 

-$371 ,437  First  half  cash  increase  was  $1 .2M 

NOTE  D:  In  2007.  Cash  increased  in  the  1st  half  by  $1.8M,  and  went  down  $2.3M  in  the  2nd  half. 
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The  authority  on  government  business 


August  5,  2008 
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Notes: 


©2006 
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® Reorganization  planned  for  August  12  to  re-establish  growth 
focus  and  drive  productivity 
Specific  Objectives: 

• Reduce  scope  and  increase  focus  of  key  personnel 

• Create  new  skill  positions  for  growth 

• Frees  up  resources  to  work  on  foundational  growth  related  activities 

• Increases  President’s  involvement/exposure  to  key  functions  - 
Software  (Product)  Development  and  Marketing 

• Allows  for  closer  evaluation  of  high  $$  talent 


© Key  problem  right  now  is  New  Sales  as  well  as  to  a 
smaller  extent  Upsales 


Bottom  line:  Business  is  starting  its  repositioning  to  drive  growth  while  making 
progress  on  orders  and  earnings 


Plexico  is  able  to  focus  his  efforts  on  improving  Operations  productivity  and 


2 new  senior  level  positions  in  key  areas  (Marketing  and  Technology) 

Growth  related  activities  are  started  before  marketing  leader  on  board 
Higher  engagement  of  President  CEO 

Most  importantly,  the  financial  performance  of  the  business  moves  forward  while 
making  these  changes 

Orders  up  14%  1st  Half  vs.  2nd  half  2008 

Cash  burn  reduced  by  $450K 

Net  income  improves  by  approximately  $400K  for  total  year  net  income 
of  positive  $300K 
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Notes: 


Quality 


Reforecast:  Financials  Reflecting 


$30,000,000 

$25,000,000 

$20,000,000 

$15,000,000 

$10,000,000 

$5,000,000 

$0 


Revenue 


$22.2M  $22.8 


$10.9M  *11- 2M  *11. 4M 

I I 

YTD ’07  YTD '08  YTD  Plan 


Net  Income  / (Loss) 

Reforecast  '08  (with 
FY  '07  (with  Bonus  Bonus  Pool  of 
Pool  of  $11 0k) 

$400,000 
$200,000 
$0 

-$200,000 
-$400,000 
-$600,000 
-$800,000 
-$1,000,000 
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FY  '08  YTD  Plan 
Reforecast 


FY  '08  Plan  (with 
Bonus  Pool  of 
$850k) 


-$181,835 


-$828,581 


Notes: 


INPUT 


Revenues: 

• Revenue  essentially  flat  despite  a stronger 
2"d  half  performance  than  in  recent  past. 
Based  primarily  on  lower  Subscription 
Orders  vs.  original  Plan,  the  Reforecast  YTD 
Revenue  is  $22.8M,  vs.  Plan  of  $24  1M 
Prior  year  was  $22.2M.  (All  figures  exclude 
Barter  revenue  & expense). 


Net  Income: 

•Costs  have  been  eliminated  to  achieve  a 
Reforecast  of  $440k  before  bonuses  are 
applied,  compared  to  $24k  before  bonuses 
in  the  original  Plan. 

•Currently,  cost  savings  have  been  achieved 
by  maintaining  the  run  rate  of  current 
favorable  variances  to  Plan  (including 
headcount  “freeze").  Dramatic  personnel 
cuts  are  still  available  if  revenue 
performance  deteriorates 
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• While  annualized  revenue  is  essentially  flat  (3%),  the  order  volume  trends  are 
looking  better 


Change  2007 

1st/2nd  Half  Change  2008 
1st/2nd  Half  Change  2006 

1st/2nd  Half 

Total  Orders 

3.5% 

14.8% 

5.3% 

New  Sales 

-3.9% 

12.9% 

-8.8% 

Renewal 

9.4% 

16.7% 

20.0% 

Restructuring/de-layering  has  saved  $450k  in  cash  flow  in  the  2nd  half  of  2008, 
vs.  the  draft  reforecast  presented  on  July  17 

- Cost  savings  in  the  latest  reforecast  version  are  largely  from  reduced 
staffing  costs.  Other  expenses,  such  as  travel,  training,  etc.  were 
reduced  in  the  draft  version  - but  there  is  room  for  additional  action  if 
sales  goals  are  not  met 

Additions  to  the  staff  (such  as  Sales  Leads  Analysis,  Web  Sales  Reps, 
Marketing  positions  and  $120K  allocated  for  recruiting  fees)  have  been 
“paid  for”  with  staffing  savings  elsewhere 

4%  improvement  in  Gross  Profit  projected  (2008  vs.  2007) 

R&D  costs  at  7%  are  consistent  with  prior  years  to  provide  engine  for  future 
growth  & productivity  improvement  (via  improvements  in  internal  systems) 
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® Organizational  change  is  not  a one  and  done  activity. 
Typical  drivers  to  organization  change 

1 Resource  reallocation  to  create  focus  and  free  up  resources  to 
address  opportunities/issue 

2.  Creation  of  new  roles  to  introduce  needed  skills 

3.  Financial  performance/Market  Conditions 

© Personnel  transitions  out  of  company  need  to  be  managed 
© Don’t  break  the  business 

• Must  be  able  to  address  the  unintended  consequence 

© Remember. . . everyone  is  watching 


•These  are  the  key  principles  I have  adopted  in  leading  organizational 
transitions 

•Organization  change  is  a process  of  major  and  minor  adjustments  based  on 
increased  understanding,  performance,  business  strategy  and  market 
conditions.  Obviously  the  frequency  can  be  a distraction  however  in  the  early 
stages  of  new  leadership  with  the  appropriate  rationale  the  changes  are 
viewed  as  an  opportunity  unless  they  are  solely  cost  savings  driven 

• Un  planned/  unexpected  departures  can  hurt  a small  business  with  a 
shallow  bench.  As  much  as  possible  the  transition  of  employees  needs  to  be 
on  business'  time  table  to  insure  proper  coverage  and  the  work  can  continue 
to  get  done 

•Judgment  and  contingency  planning  is  a critical  aspect  of  managing  change. 
Too  much  change,  too  soon  can  break  basic  processes 

•Finally  and  most  importantly  everyone  is  watching.  The  rationale,  how 
people  are  treated  and  the  manner  in  which  the  message  is  delivered  are 
critical  to  the  success  of  change 

So  we  should  view  this  as  a cautious  intermediate  plan??? 
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Actions 


INPUT 


Business  rationale  for  Reorganization: 

Get  “best”  people  closer  to  the  action,  free  up  associates  to  drive  growth 
activities  and  create  opportunities  to  attract  additional  skills  to  INPUT 

August  12  Actions 

® Create  SVP  Market  Development 

• Establish  initial  underlying  positions 
® Create  SVP  Technology  Development 

• Move  Development  team  from  Operations 

• Move  Infrastructure  team  from  Administration 
® De-layer  Operations 

® All  executive  direct  report  titles  are  either  SVP  or  VP 
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• The  objective  of  this  reorganization  is  to  get  the  existing  associates  in  roles  that  allows 
President  to  fully  evaluate  capabilities,  focus  resources  on  growth  related  activities  and  improve 
productivity.  While  performance  is  below  plan;  the  revised  forecast  does  not  warrant  headcount 
reductions  just  for  cost  considerations  only. 

•Recruiting  continues  for  Marketing  leader.  Technology  recruiting  still  in  early  stage.  Dinte 
being  considered  to  assist  with  recruiting.  Dowd  to  act  in  both  SVP  roles  until  filled 

•Deferred  decision  on  IT  is  due  the  President’s  decision  to  better  understand  the  following 

-The  level  of  maintenance  versus  true  development  of  current  applications 

-Ability  of  developers  to  work  on  internal  projects  such  as  Knowledge  database, 
Member  Services  Health  dashboard,  MPS  and  other 


-Assessment  of  current  staff  who  can  transition  to  a business  analyst  role  to  manage 
off  shore  development 

-Assessment  of  the  current  staff  who  is  suitable  for  user  observation  at  the  member 
sites  as  part  of  Q3  research  initiative 

- Value  of  current  improvement  projects  in  pipeline-  Member  feedback  has  highlighted 
some  clumsy  navigation 

•Deferred  sales  decision  pending  the  test  of  the  SLA  and  telesales  tests.  Performance  driven 
adjustments  will  be  made  in  the  normal  course  of  business 


•Deferred  Compensation  changes  for  the  following  reasons 


-This  reorganization  will  have  a positive  forward  looking  tone,  I need  existing  leaders  to 
be  on  board.  Mid  year  changes  in  compensation  will  be  perceived  as  a poke  in  the  eye 

-Only  one  role  is  being  diminished  in  this  re-org  is  Plexico 

-The  actual  cost  savings  versus  the  potential  de-motivation  is  not  worth  it  at  this  time 

-President  would  prefer  to  adjust  compensation  to  coincide  with  the  increased  upside 
opportunity  for  performance. 


-Any  compensation  adjustment  would  be  perceived  as  an  indication  of  performance 
which  in  my  judgment  would  appear  disingenuous  at  2 months  on  the  job 

-President  will  be  in  better  position  to  deal  with  any  fall-out/departures  of  reduced 
compensation  with  more  time  on  the  job  and  a firmer  grasp  on  the  organization 
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Notes: 

• Two  new  senior  level  functions  created  and  elevated 
focusing  on  critical  needs  of  the  organization:  Marketing 
and  Technology 

• Dowd  to  be  acting  leader  until  positions  are  filled;  I do 
not  think  our  PD  problem  is  technology;  it  is  Marketing  as 
well  as  proper  PD  discipline.  This  does  not  address  that. 

• Why  is  only  non  Senior  VP  the  VP  of  Finance  and 
Administration? 

• So  who  will  be  in  these  positions  now , Januan/  1 2009  and 
January  1 2010  (where  possible)?  Where  will  we  change  now 
and  in  the  future? 


8/1/2008 


— 


Mid  to  Late  Q4  Actions  (Still  Under  review) 

® Sales,  IT  and  Software  Development 
® Reduced  Compensation 
© Creation  of  positions  to  support  strategic  plan 

We  still  need  to  address  the  Sales  and  Product 
Development  issues 
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INPUT 


Before  August  1 2th 


Senior  Vice 
President  Operations 
6 


Manager, 

Marketing 

Communications 


Senior  Manager, 
Federal 
Opportunities 
Products 
3 


Director, 

Software 

Development 


Manager,  INPUT 
Network  & 
Teaming  Solutions 


Vice  President 
S&L  Information 
Services 
3 


Vice  President 
Industry  Analysis  j 


Manager, 
Federal  ! 
Opportunities ; 
Research  ; 


Manager, 

Federal 

Opportunities 

Research 


Senior 

Manager. 

S&L 

Information 

Services 


Manager, 
S&L  Industry 
Analysis 


Manager. 
Org  Charts/ 
Contacts 
Agency 
Profiles;  Task 
Orders 


Manager, 

Data 

Acquisition 


After  August  12th 


Senior  Vice 
President.  Operations 
5 


Task  orders,  Labor 

Military  Ops 

Civilian  Ops  State  & Local  Ops 

Pricing  Profiles 

15 

9 1 15 

!|  Contact/Org  Charts  1 

7 

Industry  Analysis 
4 
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Clearly  the  biggest  impact  of  the  reorganization  is  within  Operations.  The  entire  direct 
report  layer  to  Executive  Vice  President  is  either  being  eliminated  or  reassigned  to 
another  function 

Objective  is  to  reduce  scope  and  increase  focus  on  the  biggest  cost  center  and  quality 
sensitive  part  of  the  business. 

Positions  Reassigned: 

- Manager,  Marketing  Communications  to  new  Marketing  Organization-  currently 
not  filled 

- Director  of  Software  Development  to  new  Technology  Development 
organization-  Led  by  Ryan  Lukehart 

Positions  eliminated:  VP  Industry  Analysis,  Senior  Manager  Federal  Opportunities,  VP 
S&L  Information  Services  and  Manager  INOUT  Network  and  Teaming  Solutions 

Impacted  personnel 

Schalene  Dagutis-  potential  candidate  for  position  within  Marketing 

- Ashlea  Higgs-  potential  candidate  for  position  within  Marketing 

- Megan  Gamse-  potential  candidate  for  Military  Ops  position  within  new 
Operations  Organization 

- Richard  Colven-  will  be  offered  Lack  of  Work 
EVP  Title  changed  to  SVP 

New  simplified  back  office  operation  with  better  focus  led  by  our  most  experienced 
leaders 


- 1 layer  between  most  experienced  senior  leader  in  INPUT 

- 4 Experience  leaders  leading  execution  activities-  Total  tenure  with  INPUT  over 
30  years 

- Barriers  between  similar  functions  S&L  Ops  and  Fed  Ops  likely  eliminated 

- More  consistent  operating  practices 

Major  focus  for  remainder  of  the  year  is  to  establish  a strong  foundation  to  support 
growth  via  improved  processes  to  increase  capacity  and  quality  to  improve  member 
service.  Additional  changes  expected  as  Team  embraces  continuous  improvement 

nhior'tiwoc 


Senior  Vice 
President,  Sales 
4 


Sr.  Sales  Manager 
“Southeast" 

12 


Sales  Manager 
“West” 

8 


Sales  Manager 
"Northeast" 

9 


After  August  12th 


Senior  Vice  President, 
Sales 

4 


Director,  Sales 

Sr.  Sales  Manager 

Sales  Manager 

Sales  Manager 

Productivity 

“Southeast" 

“West" 

“Northeast" 

2 

12 

8 

9 
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Change  in  scope  for  Sales  Operations  position,  therefore  the  Sales 
Operations  position  is  being  eliminated  and  replaced  with  Sales 
Productivity  leader.  It  will  focus  on  productivity  and  include  responsibility 
for  SLA  and  eCommerce  sales  activities  - / question  this;  these  are  very 
different  jobs  and  skills.  Ecommerce  will  suffer  because  of  the  pressure 
of  SLA.  It  should  be  stand  alone. 

Bill  Young  is  displaced  and  will  be  offered  a Lack  of  work;  (what  is  the 
tenable  difference  in  JDs?) 

Deepak  Bhat  who  was  displaced  from  the  Member  Services  organization 
and  was  instrumental  to  the  turn  around  of  that  team  is  a potential 
candidate  for  this  position  - another  questionable  action.  MB  is  weak  in 
other  than  major  account  sales  as  we  have  agreed  and  has  no  back  up. 
This  position  is  an  opportunity  to  shore  that  up 
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INPUT 


Before  August  12th 


Senior  Vice  President, 
Member  Services 
7 


Manager, 

Member 

Services 

7 


Manager, 

Member 

Services 

8 


Manager, 

Member 

Services 

5 


Assistant 

Manager, 

Member 

Services 

2 


Manager, 

Member 

Services 

Strategic 

5 


Assistant 

Manager. 

Member 

Services 

3 


m&m 

Director, 
Member 
Services 

2 ,.r 


After  August  12th 


Senior  Vice  President.  Member 
Services 
6 


Assistant 

Manager, 

Manager, 

Manager, 

Manager, 

Member 

Member 

Member 

Member 

Services 

Services 

Services 

Services, 

7 

8 

6 

Support 

2 

Manager, 

Member 

Services, 

Strategic 

6 


Assist. 

Manager. 

Member 

Services 

3 
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Director  of  Member  Services  position  is  eliminated.  The  increased  performance  levels  of 
Member  Services  managers  has  provided  the  opportunity  to  eliminate  that  position  . 

Deepak  Bhat  is  impacted  by  the  elimination  and  is  eligible  for  reassignment  or  Lack  of 
Work.  He  will  be  given  the  opportunity  to  take  the  Sales  Productivity  position  for  Mary 
Beth  Cockerham  I question  this  see  other  chart. 

Are  we  making  the  right  decision?  I would  not  trust  Kevin  and  Brian’s  input  here.  Let’s 
look  at  the  history  over  the  last  3 years  of  Member  Services:  who  was  in  charge  and 
when  and  how  did  it  perform.  ? Who  hired/appointed  the  team  leaders?  I seem  to 
remember  that  Brian  was  only  brought  in  to  run  Strategic  Accounts  in  early  2007  and  did 
not  do  that  well.  We  only  appointed  him  in  charge  of  MS  after  the  Jupiter  meeting 
(December  2007).  Hence  all  the  Renewal  improvement  could  be  laid  at  Deepak's  door 
and  not  Brian’s.  As  we  have  seen  with  Tim.  it  takes  time  for  a new  person  to  have  an 
impact  and  Brian  effectively  only  has  had  a few  months.  Elsewhere  Tim  has  made  the 
point  about  not  breaking  processes  and  the  only  thing  in  sales  we  seem  to  have  that  is 
working  is  renewals 
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Notes: 


• Consolidating  technology  resources  under  1 leader.  Dowd  to  act  until  permanent  leader 
is  identified. 

• Closer  involvement  by  President  should  allow  for  better  insight  into  skill  set  and  workload 
for  future  activities 

-The  level  of  maintenance  versus  true  development  of  current  applications 

-Assess  the  current  capabilities  to  drive  Workflow,  Search,  Navigation  and 
Personalization 

-Ability  of  developers  to  work  on  internal  projects  such  as  Knowledge  database. 
Member  Services  Health  dashboard,  MPS  and  other 

-Of  the  current  staff  who  can  transition  to  an  business  analyst  role  to  manage  off  shore 
development 

- Value  of  current  improvement  projects  in  pipeline-  Member  feedback  has  highlighted 
some  clumsy  navigation 

•/  question  this;  is  IT  Operations  a problem?  I do  not  think  so.  Gates  can  adequately  manage 
this  in  short  term.  There  are  more  important  things  to  deal  with. 
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Marketing 


Before  August  12th 


INPUT 


Director,  Web 
Marketing 


Manager , 
Marketing 
Communications 

Analyst,  Marketing 
& Events 

Analyst , Events 

Analyst,  Marketing 
Communications 

Manager,  Web 
Communications 

Graphic  Designer 



After  August  12th 


Senior  Vice 
President,  Marketing 
5 


Director,  Web 

Manager  Events  & 

Director  Marketing 

Director  Marketing 

Senior  Product  . 

Marketing 

Communications 

_ Paid  Web 

Free.  Open  Web 

Manager 

1 

3 

( Federal  S&L 

Putuc 

Content 
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Notes: 


Slide  1 6 in  located  in  the  appendix  may  assist  in  understand  the  new  marketing 
jobs 

Director  Web  marketing-  Mia  Viallo,  currently  operating  in  that  role  and  will  remain 

Manager  Events  and  Communications-  open  and  no  internal  identified  / question  this; 
these  are  different  jobs.  Don’t  we  want  to  grow  the  Events  as  a business?  Everyone  says 
it  is  an  opportunity.  If  it  is  on  our  revenue  line  it  should  be  managed  as  such. 

Director,  Marketing  Paid  Web-  focused  on  our  paid  services,  this  is  a big  job  responsible 
for  overall  performance  of  that  offering.  Only  internal  candidate  considered  for  this 
position  is  Schalene  Daugutis.  The  plan  would  be  to  offer  this  role  and  see  if  she  can 
perform.  While  the  scope  of  this  position  may  seem  broad  it  is  basically  combining  a 
portion  of  Megan  Gamse  and  Schalene  current  roles.  If  Schalene  does  not  accept  or 
does  not  perform  we  will  look  outside.  I do  not  understand  this;  what  is  JD?  What  is  “Paid 
Web”?  Is  this  Ecommernce? 

Director,  Marketing  Paid  Web-  focused  on  our  Open  or  free  services  like  Government 
Community.  This  is  currently  a partial  focus  for  Ashlea  Higgs.  If  we  think  this  is  important 
supported  by  research  then  I want  to  elevate  it.  I think  it  deserves  the  same 
thoughtfulness  and  disciplined  to  build  an  audience  as  paid  web.  Most  likely  would  not 
fill  until  Q4 

Senior  Product  manager  Content-  new  position.  This  role  is  critical  in  creating  and 
improving  the  value  drivers  provided  by  our  content  to  support  the  growth  initiatives  of 
the  Directors  of  Paid  and  Free  web  services.  Ashlea  Higgs  is  a potential  candidate  for 
this  position.  Given  his  background  in  this  area,  I plan  on  offering  this  role  to  him  to 
better  evaluate  his  skills.  If  he  accepts  he  will  also  be  a member  of  the  special  project 
Research  team  I am  creating  for  Q3  initiative.  I am  confused  about  all  these  titles:  we 
have  Managers,  Senior  Managers,  Directors,  VPs,  Senior  VPs  among  150  people. 

Maybe  we  have  Senior  Directors  too!  We  have  a great  opportunity  to  simplify  here 
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Compensation  Actions 


® 2008  ROY  Incentive  Plan 

• Self  funded  based  on  over  performance  of  revised  orders  plan  providing 
earnings  targets  are  met 

© $0.25  of  every  dollar  for  first  $500K 
© $0.50  of  every  dollar  > $500K 

© Potential  additional  bonus  dollars  earned  capped  at  $750K 

® Lack  of  work  benefit 

• 2 weeks  for  service  up  to  five  years 

• 1 week  for  each  year  of  service  after  5th  year 

• Maximum  benefit  8 weeks 

• Payments  made  in  accordance  with  current  payroll  schedule-  no  lump  sum 

• Severance  and  Release  agreement  must  be  executed  to  receive  benefit 
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Notes: 

•To  achieve  the  Rest  of  Year  (ROY)  the  organization  needs  to 
exceed  the  annual  revised  orders  forecast  of  $23.6MM  bv 
$1.75MM  to  receive  the  maximum  bonus  payout.  The 
revised  net  income  forecast  must  be  achieved  regardless  of 
orders  to  be  eligible.  / think  this  is  too  generous;  the  team  put 
together  the  plan  and  need  to  do  a lot  better  than  this  to  get  the 
maximum  pay  out  in  my  opinion.  It  should  be  Revenue  and  Net 
Income  and  not  orders  based  in  any  event  as  urns  the  original  plan. 
Has  the  Comp  committee  vetted  this? 

• Currently  no  standard  Lack  of  work  policy  exists.  This 
policy  was  developed  from  President's  experience  and 
information  from  the  Business  and  Legal  Reports 
organization  which  we  use  to  identify  HR  practices.  This  is 
not  a term  l have  ever  heard  used  and  seems  like  a big  company 
Practice.  We  can  terminate  people  because  of  reorganization  and 
pay  them  accordingly  but  do  not  need  to  have  a Practice  like  this. 
We  need  to  keep  such  Practices  to  a minimum. 


8/1/2008 


Time  Line 


® Discussions  with  impacted  associates  the  afternoon 
of  August  12  prior  to  the  formal  announcement 

© Announce  reorganization  Tuesday  August  12  at 
4pm  Leadership  Town  Hall 

® Written  announcement  released  the  evening  of 
August  12  following  the  Town  Hall 

® Acceptance  of  new  roles  by  August  15th 
® Job  eliminations  effective  August  15th 
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Need  to  have  the  discussions  as  close  to  the  announcement  to  avoid  inaccurate  and 
unnecessary  rumors 

Leadership  Town  Hall  is  the  perfect  forum  to  walk  through  the  organization  changes  and 
have  dialogue  with  all  the  managers  in  the  company.  Allows  for  President  to  provide 
upbeat  rationale  and  how  it  is  preparing  us  for  growth 

Written  announcement  with  positive  tone  on  the  opportunities  that  are  being  created 

3 days  should  be  sufficient  for  affected  personnel  to  make  decisions  on  accepting  new 
roles 

August  15th  for  negatively  affected  personnel  seems  appropriate.  It  is  always  awkward 
to  be  in  the  office  following  this  type  of  action;  our  Practice  says  they  should  NOT  under 
almost  any  circumstances.  It  is  dangerous  not  just  awkward. 


I don't  know  about  this:  seems  you  will  have  3 days  when  nothing  gets  done  and  all  kinds  of 
rumors  circulate.  I think  we  need  to  be  more  like  Charles  Wong  at  CA.  We  will  have  to 
have  the  full  Job  Descriptions  for  the  transferred  jobs  and  compensation  plans  ready 
before  the  meeting.  Then  maybe  you  send  the  people  affected  home  with  their 
termination  and  the  JD  for  which  they  can  apply.  Sometimes  it  is  better  to  just  cut  once 
rather  than  die  the  death  of  a thousand  cuts.  We  may  well  have  people  who  will  accent 
the  new  job  just  to  be  employed  while  they  look.  That  may  not  be  a bad  thing 
PROVIDED  we  are  looking  too! 
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Notes: 

• The  Functional  Snapshot  provides  a graphical  depiction  of  the  key 
functions  needed  to  grow  the  business.  As  I think  about  roles  and 
responsibilities  this  snapshot  shows  where  I need  focus  and 
accountability  to  support  the  business.  It  helps  determine  where  certain 
functions  could  reside  and  the  need  for  resources  within  the  function. 

Example: 

This  snapshot  indicates  that  Market  Development  has  the  responsibility 
for  Paid  Web.  Free  Web,  Web  Marketing,  Marketing  Communications, 
Web  Sales,  Events  Content  Management  and  Research  reside 

• This  is  a “living”  document  adjusted  for  business,  strategic  and  market 
changes 

• It  is  not  a “process”  document 

This  is  interesting ; I would  prefer  to  see  it  flipped  with  the  Markets  at  the  Top 
not  bottom;  the  way  this  is  presented  represents  our  current  approach, 
the  Markets  should  be  first  not  Last.  And  it  is  not  just  “Application 
Development”  it  is  “Product  Development” 
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July  performance  review 
ROY  2008  Forecast 
Strategic  Planning  Process  Update 
November  Deliverables 
Appendix 
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Member  Services  Renewal  continued  their  winning  streak  exceeding  July 
Plan  by  $143K  and  proposed  reforecast  by  $125K... including  $22K  in 
cancellations.  YTD  Renewal  rate  at  74%;  July  was  83%. 

Up-sell  @ $125K  - missed  Plan  by  $25K,  but  beat  proposed  reforecast  by 
$3K 

New  Sales  missed  Plan  by  $200K  and  proposed  reforecast  by  $26K 
including  $16K  of  write-offs...  however  up  from  2007  by  $62K 

Events  @ $74K  - beat  Plan  and  Forecast  by  $46K  and  $49K 
respectively  due  to  strong  sponsorship  sales  and  early  registrations  for 
fall  events. 

Earnings  continue  to  run  ahead  of  Plan,  +$281 K vs.  Plan  -$139K,  and 
Reforecast  $257K 

Cash  balance  at  Jul.  31  of  $5.2M  exceeded  Forecast  by  $400K; 
combination  of  favorable  collections,  higher  billings  due  to  higher  orders 
than  Forecast,  and  lower  expenses  (some  is  favorable  timing  however). 
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Contract  Value 


$22,400,000 

$22,200,000 

$22,000,000 

$21,800,000 

$21,600,000 

$21,400,000  $21,335,953 

$21,200,000 
$21,000,000 
$20,800,000 


Jan  1.  08 

($000s) 

Change  thru 

8/1/08 

Federal  IS 

348 

S&L  IS 

532 

Industry  Analysis 

35 

Software 

42 

GovEdge 

6 

Subtotal 

963 

Retired  Products 

(485) 

Total 

479 

• “ - Ihc  aurhoritv 

on  government  1 

Fed 


S&L 


IA 


Software 


Retired 


Aug  1. i 


• Sales  Team  lagging  2007  performance.  MS  making  up  the  difference  with  Up  Sell  performance 

• Sales  Team  seems  to  be  shifting  away  from  Flagship  offering  (Fed  Complete)  - it  is  essentially  flat  since 
June  1 . New  Sales  performance  YOY: 

•2008  vs.  2007  YOY  performance  Fed  Ops  Units  102  vs.  82  Ave.  CV  $61 10  vs.$6.067 
•2008  vs.  2007  YOY  performance  Fed  Solutions  Units  91  vs.  72  Ave.  CV  $9,473  vs.$8.781 
•2008  vs.  2007  YOY  performance  Fed  Complete  Units  109  vs.  168  Ave.  CV  $12,228  vs.  $10,499 

• S&L  IS  increase  led  by  S&L  Complete,  up  $308k/29%  combined  Sales  Team  & MS 

•Sales  Team  2008  vs.  2007  YOY  performance  Fed  Complete  Units  13  vs.  20  Ave.  CV  $8,531  vs. 
$10,499 


Notes: 


• Based  on  the  data  above  there  are  many  questions  that  we 
need  to  answer 


-Has  the  unbundling  of  S&L  from  Fed  complete  been  effective 
especially  when  you  consider  of  the  109  sales  in  2008  only  8 also 
purchased  S&L  as  well 

-Whv  does  it  appear  that  the  Sales  team  has  trouble  selling  our 
high  end  offerings 

Target  market 

Pricing/  Bundling 

Training/ Sales  Force  effectiveness 


4 


CV  per  Headcount 


180 

160 

140 

120 

100 


KEY  (1)  Fed  CV/  Fed  Headcount;  (2)  S&L  CV  / S&L  Headcount;  (3)  Fed  & S&L  CV  / Sales  & MS  Headcount;  (4)  Total  CV/  Total  Headcount 
Note  1>  1/1/08  CV  excludes  $485k  in  retired  products;  Fed  and  S&L  Headcount  include  Ops  staff  only;  S&L  Headcount  excludes  GovEdge 
Note  2>  Sales  headcount  was  41  at  1/1/08  and  37  at  8/1/08;  Mbr  Svcs  headcount  was  27  at  1/1/08  and  32  at  8/1/08 
Note  3>  Sales  headcount  includes  Managers  and  Sales  Support;  Mbr  Svcs  headcount  excludes  Support/FOIA 

- I he  authority  on  government  business 


Notes: 


Response  to  Subscription  Staffing  issue  M 2008  Revised 
Plan  080208  TPD.docx  Question  4 

This  is  a new  report  that  is  designed  to  track  key 
organization  productivity.  The  CV/head  for  S&L  while 
improving  lags  Fed  Ops.  Candidly  since  S&L  is  ahead  of 
plan  and  one  of  our  fastest  growing  segments  it  has  not 
captured  my  attention  as  a cost/ productivity  issue.  This 
report  highlights  the  issue  and  KP  is  tasked  in  explaining  the 
rationale.  Is  it  different  fulfillment  model?  Is  this  the  ramp 
requirements  and  we  should  be  able  to  grow  w/o  additional 
HC. 


One  other  point  this  metric  highlights  is  that  our  growth  is 
essentially  flat  YOY,  yet  HC  is  up  10%-  not  a favorable 
trend  we  can  continue. 


; 


Notes: 
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Revenue  ($M) 

$12.76  $13.06  $13.06  $13.38 


$1.88  $1.85  $1.85  $1.95 

nnnn 
■/  +*  X S 


•!#>  ^ 


Net  Income  / (Loss) 


-J  1.200 


Revenues: 

•Relatively  flat  performance  vs.  prior  yr. 
reflects  Sales  Orders,  see  Orders  tab 

•YTD  Revenue  equal  to  Reforecast 


Net  Income: 

•July  2008  actual  includes  $275k  adj  for 
reversal  of  Bonus  accrual 

July  & YTD  Favorable  expense  variance: 

•vs.  Reforecast:  Personnel  $36k:  Marketing 
$15k:  Recruiting  $9k 

July  & YTD  Unfavorable  expense  variance: 
•vs.  Reforecast:  Other  Professional  Services 
$21  k:  Training  $14k 


- Ihc  aurhorirv  on  government  business 


Notes: 

My  goal  is  to  never  go  red  again  unless  it's  a compelling 
investment 
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8/13/2008 


Observations 

New  business  in  July  finished 
at  97.3%  of  reforecast  before 
write-offs. 

Didn’t  get  expected  high 
performance  out  of  traditional 
Hi  Perf  group;  this  group 
averaged  only  2.0 
transactions/rep  in  July.  vs. 
average  of  2.6  in  1 H08 
Overall  transactions/rep  were 
1.8  in  July. 

Overall  sales  volume  was  1 .8 
transactions/rep  (matches 
average  of  1 H08). 

48%  of  reps  80%+  of  plan  for 
July  08,  compared  with  21  % in 
July  07. 

33%  of  reps  80%+  of  plan 
YTD  2008.  compared  to  57% 
in  2007. 

% of  Quota 

- Ihc  authority  on  government  business 

Notes: 

Response  to  Sales  Productivity  issue  M 2008  Revised  Plan 
080208  TPD.docx 

There  is  no  doubt  we  have  a productivity  issue  with  the 
current  sales  structure.  As  you  can  see  we  are  tracking  this 
very  closely.  The  average  monthly  orders  volume  needs  to  be 
approximately  $20,000/ rep  with  28  reps  on  board  to  cover 
the  $6.7MM  annual  sales  costs.  The  current  YTD  average 
including  July  is  $17,  300.  To  breakeven  for  the  year  given 
our  slow  start  we  need  to  average  approximately 
$25,000/ month/ rep  to  achieve  breakeven,  that  would  be  a 
45%  improvement.  That  is  why  even  before  the  June  BOD 
meeting  I halted  the  hiring  of  additional  sales  personnel  until 
we  optimize  production.  Furthermore  there  are  criteria  for 
reviewing  individual  performance  for  the  month  and  YTD 
for  continued  employment 


YTD  Sales  Performance 

□July  OYTD 


3 3 3 

2 


See  comments  in 
Notes  section 
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110+  100-109  90-99  80-89  70-79  60-69  50-59  40-49 


m 

0-39  Ramp 


•Of  the  13  in  the  0-39%  category: 

-6  are  less  than  50%  YTD.  4 are  2008  hires;  1 was  termed;  1 is  on 
notice 

-7  are  greater  than  50%  YTD;  suboptimal  July. 
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June 

18 

$168,700 

$88,008 

$71 ,700 

52% 

July 

9 

$79,500 

$51,461 

$27,800 

64.7% 

Total 

27 

$248,200 

$139,469 

$99,500 

56.2% 

July 

>6  members  renewed  out  of  9 
> 4 of  the  6 renewed  standard  (1 2 for  1 2) 
> 2 of  the  6 needed  NSO’s  for  bridge 
subscription  (15  for  12) 


18  for  12  Renewals 
Remaining 


# of  Accounts 


74 


^Renewal  success  continues  to  trend  favorably 


Total 

Renewable 
C V 


$762,133 


Ihe  authority  on  government  business 


Notes: 


•The  assumption  that  if  we  can  just  get  them  on  the  service 
our  chances  of  keeping  them  at  higher  rates  appears  to  be 
valid  assumption.  If  this  continues  to  be  a valid  fact  then  it 
may  impact  our  go  to  market  on  new  member  acquisition. 
Lower  priced,  narrower  offering  with  aggressive  up  sell 
within  60-120  days 
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Avg.  Order  Size  ($)  per  Transaction 

11.000 

10.500 

10.000 

9.500 

9.000 

8.500 

8.000 

7.500 

7.000 

6.500 

6.000 

Jan  Feb  Mar  Apr  May  Jun  Jul 


Average  value  per  transaction  down 
slightly  from  June  ($8,760  vs.  $9,069); 
average  driven  lower  by  lowest  mix  of 
Fed  Complete  YTD  (10  orders  vs.  17  1 
Half  avg.). 

2008 

2007 

Significant  majority  of  new  business  is 
SMB  tier  (82%),  with  9%  from  Mid 
Market  and  Enterprise. 


Number  of  Transactions 

90 

80 

70 

60 

50 

40 

30 

20 

10 

0 

Jan  Feb  Mar  Apr  May  Jun  Jul 

- I he  authority  on  government  business 


First  time  this  year  that  number  of 
transactions/month  was  greater  in  2008 
than  2007  (50  transactions  in  2008,  41  in 
2007). ..first  time  this  year  that  2008  avg. 
value/transaction  was  lower  than  2008. 

2008  ($10,634  in  2007,  $8,760  in  2008.) 

2007 


Notes: 

• Average  order  size  on  one  team  (Trumpet)  far  lower 
than  usual  in  July  ($6,629).  Mix  of  6 month  contracts,  1 
ten  month  contract  and  18  for  12's,  plus  a greater 
concentration  of  Fed  Opps  sales. 
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8/13/2008 


•4  Accounts  lost 

-Reasons: 

-Merrill  Lynch  - Budget  cuts  - Financial  services  industry  in  the 
tank 

-Goldman  Sachs  - Budget  cuts-  Financial  services  industry  in  the 
tank  - but  actually  looking  to  come  back  ! 

-1FS  - not  enough  usage  of  FI  A - may  add  in  Sept  when  budget 
frees  up 

-First  Data  - bought  last  year  when  they  were  focused  on  Govt 
strategy/ planning.  Now  in  it  and  don't  need  strategy/ planning 
support  anymore  to  justify  price 


•Lack  of  New  Sales  Issue  needs  to  be  explored.  Questions: 

-Does  the  market  want  what  we  are  producing? 

-Is  the  sales  and  MS  organization  able  to  sell  it?  We  believe  it  is  a 
sale  to  senior  executives.  Are  our  people  able  to  get  to  these 
people? 

-Can  we  develop  Strategic  MS  team  to  more  actively  sell  this  area 

•Testing  a call  blitz  in  MS  to  sell  Industry  Reports  in 
September 
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8/13/2008 


Build  out  Executive  Team 

SVP  Marketing;  SVP  Technology 

Focus  on  sales  metrics  and  improvement  activities 

New  Sales  Productivity  Leader  to  be  fully  engaged 

Continue  to  implement  product  development  practices 

Remedial  application  to  GovEdge 

Full  test  run  with  Vertical  market  expansion  including  the 
development  of  our  Renewal,  Up-sell,  New  member  Acquisition 
(R.U.N)  financial  model 

Market/Member  research  and  Executive  engagement 

- The  authorin’  on  government  business 

Notes: 
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Notes: 


©2006 
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Forecast  based  on  what  we  can  prove 

Not  relying  on  new  product  to  save  the  day  or  hopeful  thinking 
Maintain  current  YTD  renewal  rate... up  from  plan 
Increasing  monthly  sales/rep/month  from  $17K  to  $18K 
Reduced  expense  over  $1.6MM  vs.  plan 

Restructuring/de-layering  has  saved  $450k  in  cash  flow  in  the  2nd  half  of 
2008,  vs.  the  draft  reforecast  presented  on  July  17 

Cost  savings  in  the  latest  reforecast  version  are  largely  from  reduced  staffing 
costs.  Other  expenses,  such  as  travel,  training,  etc.  were  reduced  in  the  draft 
version  - but  there  is  room  for  additional  action  if  sales  goals  are  not  met 

Additions  to  the  staff  (such  as  Sales  Leads  Analysis,  Web  Sales  Reps,  and 
Marketing  positions)  have  been  “paid  for”  with  staffing  savings  elsewhere 

4%  improvement  in  Gross  Profit  projected  (2008  vs.  2007) 


■\JP!  !T  - | he  authority  on  government  business  

Notes: 

• I believe  this  is  a solid  plan.  It  funds  the  retooling  of  the 
growth  engine,  testing  of  SLAs  and  Web  sales,  provides 
for  the  addition  a key  talent  while  exceeding  original 
earnings  plan. 


Revenue 


sliissg: 


$30,000,000 

$25,000,000 

$20,000,000 

$15,000,000 

$10,000,000 

$5,000,000 

$0 


$22  2 M $22.8M 


$10.9M  SH-2M  $11. 4M 


YTD  '07  YTD ’08  YTD  Plan 


Revenues: 

•Based  primarily  on  lower  Subscription 
Orders  vs.  original  Plan,  the  Reforecast  YTD 
Revenue  is  $22. 8M.  vs.  Plan  of  $24. 1M. 

Prior  year  was  $22. 2M.  (All  figures  exclude 
Barter  revenue  & expense). 


FY'07  FY  '08  YTD  Plan 
Reforecast 


Net  Income  / (Loss) 

Reforecast  '08  (with 
FY  '07  (with  Bonus  Bonus  Pool  of 
Pool  of  $11 0k)  $139k) 


FY  '08  Plan  (with 
Bonus  Pool  of 
$850k) 


-$1,000,000 

IMP!  !T  - |hc  authority  on  government  business 


Net  Income: 

•Costs  have  been  eliminated  to  achieve  a 
Reforecast  of  $440k  before  bonuses  are 
applied,  compared  to  $24k  before  bonuses 
in  the  original  Plan. 

•Currently,  cost  savings  have  been  achieved 
by  maintaining  the  run  rate  of  current 
favorable  variances  to  Plan  (including 
headcount  “freeze")  Dramatic  personnel 
cuts  are  still  available. 


Notes: 


Restructuring/  de-layering  has  saved  $450k  in  cash  flow  in  the  2nd  half  of  2008, 
vs.  the  draft  reforecast  presented  on  July  17 

Cost  savings  in  the  latest  reforecast  version  are  largely  from  reduced 
staffing  costs.  Other  expenses,  such  as  travel,  training,  etc.  were  reduced 
in  the  draft  version  - but  there  is  room  for  additional  action  if  sales  goals 
are  not  met 

Additions  to  the  staff  (such  as  Sales  Leads  Analysis,  Web  Sales  Reps, 
Marketing  positions  and  $120K  allocated  for  recruiting  fees)  have  been 
"paid  for"  with  staffing  savings  elsewhere 

4%  improvement  in  Gross  Profit  projected  (2008  vs.  2007) 

R&D  costs  at  7%  are  consistent  with  prior  years  to  provide  engine  for  future 
growth  & productivity  improvement  (via  improvements  in  internal  systems) 


Notes: 

•The  growth  needed  in  Federal  IS  is  not  trivial  especially 
given  some  of  the  recent  data 
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Notes: 

•New  sales  expected  from  Sales  Teams  and  Outsourced  are 
the  biggest  misses  and  the  improvements  needed  in  those 
areas  are  a the  top  of  the  list.  A Member  Services  like  turn 
around  is  needed 


•While  annualized  revenue  is  essentially  flat  (3%),  the  order 
volume  trends  are  looking  better 

lsl/2nd  Half  Change  2008  lsf/2nd  Half 


Change  2007 

lsl/2nd  Half  Change  2006 

Total  Orders 

3.5% 

14.8% 

5.3% 

New  Sales 

-3.9% 

12.9% 

-8.8% 

Renewal 

9.4% 

16.7% 

20.0% 
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Notes: 
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Recommended  November  Meeting  deliverable 
Reconfirmed  or  revised  BHAG 
Results  from  Q3  market  research 
High  level  strategic  roadmap 
Review  of  Strategic  initiatives  considered 

Review  and  application  of  initiative  evaluation  model  for 
initiative  selection  and  prioritization 

2009  Strategic  initiatives  with  first  pass  at  2009  Budget/ 
Operating  plan 

Deferred  are  the  strategic  plans  for  2010  and  201 1 

INPUT  - I he  authorin’  on  government  business 

Notes: 


I recognize  that  this  approach  is  a deviation  from  recent  practices.  I feel 
strongly  about  this  recommendation  for  the  following  reasons: 

I need  to  focus  on  building  the  foundation  for  growth  in  2008  and 
identify  "singles"  and  "doubles"  initiatives  for  2009.  The  current  team  is 
just  not  strong  enough  to  take  on  over  ambitious  plans.  I think  the 
historical  performance  is  the  best  indication  of  this  limitation. 

I am  reluctant  to  spend  cycles  on  long  term  planning  until  I have  my 
team  in  place.  I would  prefer  to  defer  2010  and  2011  planning  until  Q1 
when  I will  have  my  team  in  place  and  we  can  utilize  the  more 
traditional  Q1  planning  process.  I think  having  the  new  leadership  team 
in  place  for  the  development  of  the  longer  term  plan  makes  sense  and 
will  lead  to  a stronger  plan.  The  view  that  I am  going  to  reignite  the 
growth  engine  for  INPUT  single  handed,  while  flattering,  is  not 
credible.  There  is  too  much  to  do  in  developing  the  growth  foundation 
in  2008  and  the  talent  is  still  too  scarce  to  develop  a meaningful  3 year 
plan.  In  my  view  it  would  be  more  of  an  academic  exercise  and  mostly 
likely  change  as  I upgrade  the  talent.  Plus  Q1  2009  is  not  that  far  off. 


8/13/2008 


Notes: 
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<- Total  due  to  price  Increase:  25%  ($204K);  2008  plan  is  22%. 

^ Total  due  to  product:  75%  ($614K):  2008  plan  is  78% 

'-July  improvement  noted  with  only  12%  sold  as  price  increase  - 
back  ($40K) 

<-  Lower  volume  of  price  increase.  . . team  appears  to  lost  focus 


due  in  large  part  by  CGI  FedComplete  win- 


INPUT  - I he  aurhoritv  on  government  business 


iJ  & Pmpriera.'y 


Notes: 


MS  seems  to  be  establishing  a rhythm  with  up  sell  despite 
the  July  miss  in  Price  improvement. . .always  room  for 
improvement 
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1st  Quarter  2nd  Quarter  July 

> June  FedComplete  sales  outpaced  Q2  in  its  entirety  by  3X.  Largely  due  to  CGI  win-back  in 
Strategic  ($40K) 

^FedComplete  is  off  to  a strong  Q3  start.  Even  without  CGI,  current  run-rate  would  yield  $72K 
>S&L  Complete  also  starting  strong;  all  other  products  are  flat. 

INPUT  - I he  authority  on  government  business 


Notes: 


• An  advantage  to  our  recent  reorganization  is  that  there  is 
now  a resource  directly  responsible  for  the  growth  of 
these  offerings.  It  still  feels  to  random  currently 
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t-i*  ttm  IBJtBfrlSi: 

Description  of  the  Initiative 
Business  Rationale 

Provide  information  service  targeting  small 
cos  and  work  groups  in  large  cos  doing 
business  with  government  to; 

•Arm  them  with  govt  sales  leads 
•Save  them  time  searching  so  they  may 
focus  on  selling  to  their  best  targets 
$20-80m  market  opportunity 

Actions/Decisions  to  date  (Please 
include  actual  dates  whenever  possible 

• 6/12  - Product  released  for  sale  and 
access 

• 6/16  - First  sale  made 

• 6/1 7 - Test  marketing  campaigns 
initiated 

• 8/1  - Received  first  order  from  free  trial 

• 8/4  - Achieved  $6.8K  from  10  sales 

Go  Forward  plan/lssues/Opportunities 

• Have  generated  strong  interest  as  evidenced 
by  500  free  trials  since  June 

• Need  to  address  high  e-commerce 
abandonment  rate  (95%  abandon  on  Step  1 ) 

• Need  to  improve  free  trial  process  and  rate  of 
conversion  to  sales  (500  free  trials  vs.  8 
sales) 

Actions:  (Who,  what,  when) 

• Determine  effort  and  schedule  for  instant  trial 
process  improvements  (RL/SD  by  8/1 5) 

• Implement  non-FSI  promo  campaign  (MV  by 
9/5) 

• Complete  enhancements  to  e-commerce  (RL 
by  9/6) 

• Evaluating  alternative  channels  to  draw  small 
and  non-IT  businesses  (associations/partner 
programs)  (KP  by  10/1) 

INPUT  - Ihc  authority  on  government  business 

3!  & Proprietary  23 

Notes: 

Response  to  BOD  memo  MM  Dowd  Communications  (2)  071808  PAC.doc 

This  is  an  attempt  to  address  new  product  development  plans  for  2008.  As  you  can 
see  we  are  still  wrestling  with  recently  launched  products.  Establishing  disciplines 
that  will  ultimately  improve  our  new  product  introduction  and  product  management 
processes  and  performance,  we  are  currently  applying  the  new  product  disciplines  to 
the  vertical  market  extension  for  Federal  Operations.  Even  if  we  launch  that 
capability  the  timeline  makes  2008  revenue/orders  impact  minimal.  Finally  I 
fundamentally  believe  we  need  to  complete  our  Q3  research  initiative  to  help  drive 
our  product  plans.  I 


•Free  Trials  - 500  since  June  18 
-462  from  Web  marketing 
-38  from  Sales  Reps 
•Outcomes  from  Expired  Free  Trials 
-30%  never  logged  in 
-48%  logged  in  once 
•Surveys  of  Free  Trials 

-48  respondents  to  phone  and  web  survey  (20+  phone) 

-Interested  in  Buying  - 10%  said  yes,  55%  said  'Not  sure';  34%  said  No 
-42%  said  "Not  Enough  Time  to  Try" 

-Reason  for  'Nos'  - Hard  to  use  or  couldn't  find  anything 
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Notes: 
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Notes: 

Response  to  Events  revenue  M 2008  Revised  Plan  080208 
TPD.docx  Question  3 

Sponsorship  sales  which  has  exceeded  plan  has  been  moved 
to  Member  Services  to  see  if  we  can  max  them  out  for  the 
remainder  of  the  year.  Therefore  effective  we  will  have 
more  than  2 people  selling  with  stronger  relationships 
with  our  members 

Connelly  costs  will  be  evaluated  as  part  of  the  2009  budget 

Following  slide  explains  the  200K  miss  to  plan  which  appears 
to  be  primarily  forecasting  error.  The  question  is  it  worth 
the  exerted  effort  to  reach  plan  given  the  improvements 
in  the  proposed  forecast  and  the  need  to  use  2008  to 
establish  the  growth  foundation 
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Notes: 


Reason  for  Shortfall  vs.  Plan 

Error  in  Conf/ Sponsorship  Fee  Assumption  - KP  basically  made  an 
error  in  the  plan  assumptions  by  assuming  a higher  conference  and 
seminar  registration  fee  than  we  actually  were  able  to  sell 

WE  canceled  S&L  MarketView  - West  conference  - based  on  our  S&L 
MarketView  East  turnout,  it  would  have  been  an  unprofitable  event.  We 
ended  up  partnering  with  ITAA  on  a California  CIO  leadership  event 
instead,  which  helped  mitigate  the  loss. 

Failure  to  Sell  Seminar/ Conf  Sponsorship  Inventory  - we  had  some 
sponsorship  inventory  that  did  not  get  sold. 

Inability  to  sell  Webinar  sponsorships  at  plan  level  - we  have  had 
trouble  selling  the  webinar  sponsorship.  So  far  we've  only  been  able  to 
sell  a sponsorship  to  one  out  of  the  four  webinars  we've  done  YTD. 

Prospect/  Member  mix  - has  been  higher  member  attendance  rate  than 
planned  - members  pay  less  per  seat. 

Favorable  # of  attendees  vs.  plan  - our  events  have  been  attended  at  a 
higher  rate  than  planned 

Holiday  Party  Sponsorships  - I didn't  plan  for  any  as  we've  had  trouble 
in  the  past.  We  put  together  some  good  packages  and  have  sold  $20k  so 
far. 

What  we  could  do  to  make  up  the  difference: 

Focus  more  resources  on  sponsorship  sales  - if  we  could  sell  1 additional 
sponsorship  for  each  event,  we'd  generate  $30-40k  more  in  sales 

Reintroduce  Market  Training  - if  we  could  do  4 Market  Trainings 
between  now  and  year  end  with  25  people  per  course,  we'd  generate 
$30k 
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Notes: 

•Response  to  Subscription  Staffing  issue  M 2008  Revised  Plan  080208  TPD.docx 
Question  2 

•Electronic  versus  Web  sales:  Electronic  or  eCommerce  are  sales  without  any  human 
intervention  e.g.  reports.  Web  sales  are  inbound/outbound  sales  activities  based  on 
interest  expressed  via  our  web  marketing  efforts  e.g.  GovEdge 

•Web  Sales  HC  productivity-  2 HC  in  plan,  1 hired  within  last  30  days  2nd  hire 
pending  selling  primarily  Org  charts  and  GovEdge 

•eCommerce  Sales  Productivity:  the  question  is  what  should  the  forecast  be  and  how 
long  to  we  give  it  to  materialize 

How  Much? 

•Outsell  - indicated  that  research  companies  generate  about  1%  of  their  revenue  from 
report  sales 

•Gartner  report  experience: 

-Report  sales  represents  1.4%  of  their  total  revenue. 

-INPUT  report  sales  represent  0.9%  of  revenue. 

-If  we  are  able  to  get  to  Gartner's  level  on  a % of  revenue  basis,  we  would  have 
needed  to  sell  about  $59k  more  YTD 

Additionally  please  keep  in  mind  Mia  Vallo  started  May  12  and  has  been 
primarily  focused  on  GovEdge  which  had  more  revenue  in  the  plan. 
Furthermore  the  following  chart  highlights  the  difficulty  in  using  past 
performance  to  predict  future  performance.  The  plan  was  also  flat  lined 
indicating  to  me  minimal  thought 
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Time  categorized  as  follows: 

New  Product  Development  - Time  spent  on  new  products  for  2008. 
Includes  GovEdge,  Org  Charts  & Contacts,  Govt  Community  and  MS 
CRM  Connector 

Product  Enhancement  - Time  spent  enhancing/improving  existing 
products,  including  internal  systems. 

Operations  - Time  spent  by  development  staff  on  content  refresh  of 
content  operations.  Examples  include  FPDS,  Small  Bus  Directory,  Govt 
Budget  database. 

Maintenance  - Time  spent  addressing  reported  bugs  or  minor 
enhancements  (less  than  0.5  day  high  priority  enhancements) 

Mgmt/Planning/Admin/PTO  - Time  spent  on  PTO,  participation  in 
Strategic  Planning  initiative,  management  and  admin  time. 


INPUT  - 'I he  authority  on  government  business 

Notes: 

• Response  to  R&  D Invesment  M 2008  Revised  Plan 
080208  TPD.docx  Question  5 


• Time  estimates  on  following  page  based  on  activities  not 
timesheet.  Need  more  disciplined  approach 
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Notes: 

Response  to  R&  D Investment  M 2008  Revised  Plan  080208  TPD.docx  Question  5 

• Annualized  Cost  of  the  Team: 

-PDMs  (Rick/Grant)  - $19k/ month  - Annual  Cost  - $228k 
-Developers+Ryan  - $68k/ month  - Annual  Cost  - $816k 

• Shift  from  New  Product  Development  to  Product  Enhancements 

Due  to  wrap  up  of  GovEdge  and  Dynamic  Org  Charts 

Shift  time  to  Q3  development  priorities  of  internal  system  and  product 
enhancement  activities 

• Mgmt/PTO/Planning  Time 

June/Jul  higher  than  normal  due  to  Strategic  Planning  initiative 

Aug  higher  than  normal  due  to  PTO,  particularly  high  for  one  developer  going 
on  2.5  week  honeymoon 

• Operations 

Higher  in  June  due  to  implementation  of  new  Federal  IT  budget  into  Fed  IS 
products 

This  will  tend  to  have  a periodic  spikes  due  to  govt  data  release  cycles 
Additionally  these  are  my  comments  from  the  Reorg  BOD  call 

•Deferred  decision  on  IT  is  due  the  President's  decision  to  better  understand  the  following 

-The  level  of  maintenance  versus  true  development  of  current  applications 

-Ability  of  developers  to  work  on  internal  projects  such  as  Knowledge  database. 
Member  Services  Health  dashboard,  MPS  and  other 

-Assessment  of  current  staff  who  can  transition  to  a business  analyst  role  to  manage  off 
shore  development 

-Assessment  of  the  current  staff  who  is  suitable  for  user  observation  at  the  member 
sites  as  part  of  Q3  research  initiative 

- Value  of  current  improvement  projects  in  pipeline-  Member  feedback  has  highlighted 
some  clumsy  navigation 
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The  authority  on  government  business 


July  2008  Board  of  Directors  Meeting 


Timothy  Dowd 
President  and  CEO 


September  4,  2008 
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July  performance  review 

ROY  2008  Forecast 

Strategic  Planning  Process  Update 


• November  Deliverables 


Appendix 


INPUT 


INPUT  -_lhc  authority  on  government  busines.^ 

Notes: 
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Member  Services  Renewal  continued  their  winning  streak  exceeding  July 
Plan  by  S143K  and  proposed  reforecast  by  $125K...  including  $22K  in 
cancellations.  YTD  Renewal  rate  at  74%;  July  was  83%. 

Up-sell  @ $125K  - missed  Plan  by  $25K,  but  beat  proposed  reforecast  by 
$3K 

New  Sales  missed  Plan  by  $200K  and  proposed  reforecast  by  $26K 
including  $16K  of  write-offs.  ..  however  up  from  2007  by  $62K 

Events  @ $74K  - beat  Plan  and  Forecast  by  $46K  and  $49K 
respectively  due  to  strong  sponsorship  sales  and  early  registrations  for 
fall  events. 

Earnings  continue  to  run  ahead  of  Plan,  +$281 K vs.  Plan  -$139K,  and 
Reforecast  $257K 

Cash  balance  at  Jul.  31  of  $5.2M  exceeded  Forecast  by  $400K; 
combination  of  favorable  collections,  higher  billings  due  to  higher  orders 
than  Forecast,  and  lower  expenses  (some  is  favorable  timing  however). 

- I he  authority  on  government  business 

Notes: 
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Contract  Value 


$22,400,000 

$22,200,000  * 

$22,000,000 

$21,800,000 

$21,600,000 

$21,400,000  $21,335,953 

$21,200,000 
$21,000,000 
$20,800,000 

Jan  1.08  Fed  S&L  IA 


Software 


$21,814,501 


Retired  Aug  1 . 08 


|$000s) 

Change  thru 
8/1/08 

Federal  IS 

348 

S&L  IS 

532 

Industry  Analysis 

35 

Software 

42 

GovEdge 

6 

Subtotal 

963 

Retired  Products 

(485) 

Total 

479 

• Sales  Team  lagging  2007  performance,  MS  making  up  the  difference  with  Up  Sell  performance 

• Sales  Team  seems  to  be  shifting  away  from  Flagship  offering  (Fed  Complete)  - it  is  essentially  flat  since 
June  1 . New  Sales  performance  YOY: 

•2008  vs.  2007  YOY  performance  Fed  Ops  Units  102  vs.  82  Ave.  CV  $61 10  vs.$6.067 
•2008  vs.  2007  YOY  performance  Fed  Solutions  Units  91  vs.  72  Ave.  CV  $9,473  vs.$8.781 
•2008  vs.  2007  YOY  performance  Fed  Complete  Units  109  vs.  168  Ave.  CV  $12,228  vs.  $10,499 

• S&L  IS  increase  led  by  S&L  Complete,  up  $308k/29%  combined  Sales  Team  & MS 

•Sales  Team  2008  vs.  2007  YOY  performance  Fed  Complete  Units  13  vs.  20  Ave.  CV  $8,531  vs. 
$10,499 


- I he  authority  on  government  business 


Notes: 


• Based  on  the  data  above  there  are  many  questions  that  we 
need  to  answer 


-Has  the  unbundling  of  S&L  from  Fed  complete  been  effective 
especially  when  you  consider  of  the  109  sales  in  2008  only  8 also 
purchased  S&L  as  well 

-Why  does  it  appear  that  the  Sales  team  has  trouble  selling  our 
high  end  offerings 

Target  market 

Pricing/  Bundling 

Training/ Sales  Force  effectiveness 


3 


$700 


CV  per  Headcount 


180 

^ 160 

140 
120 
100 
80 
60 

$130  40 


20 


1/1/2008  | 8/1/2008 
Federal  (1) 

1/1/2008  | 8/1/2008 
S&L  (2) 

1/1/2008  | 8/1/2008 
Sales  & Mbr  Svcs 
(3) 

1/1/2008  J 8/1/2008 
All  Employees  (4) 

CV/Headcount 

$574 

$501 

$177 

$199 

$289 

$298 

$137 

$130 

—•—Headcount 

29.5 

34.5 

15.5 

16.5 

68 

69 

152.1 

167.4 

KEY  (1)  Fed  CV/  Fed  Headcount;  (2)  S&L  CV  / S&L  Headcount;  (3)  Fed  & S&L  CV  / Sales  & MS  Headcount;  (4)  Total  CV/  Total  Headcount 
Note  1>  1/1/08  CV  excludes  $485k  in  retired  products;  Fed  and  S&L  Headcount  include  Ops  staff  only;  S&L  Headcount  excludes  GovEdge 
Note  2>  Sales  headcount  was  41  at  1/1/08  and  37  at  8/1/08;  Mbr  Svcs  headcount  was  27  at  1/1/08  and  32  at  8/1/08 
Note  3>  Sales  headcount  includes  Managers  and  Sales  Support;  Mbr  Svcs  headcount  excludes  Support/FOIA 

- I he  authority  on  government  business 


Notes: 


Response  to  Subscription  Staffing  issue  M 2008  Revised 
Plan  080208  TPD.docx  Question  4 

This  is  a new  report  that  is  designed  to  track  key 
organization  productivity.  The  CV/head  for  S&L  while 
improving  lags  Fed  Ops.  Candidly  since  S&L  is  ahead  of 
plan  and  one  of  our  fastest  growing  segments  it  has  not 
captured  my  attention  as  a cost/  productivity  issue.  This 
report  highlights  the  issue  and  KP  is  tasked  in  explaining  the 
rationale.  Is  it  different  fulfillment  model?  Is  this  the  ramp 
requirements  and  we  should  be  able  to  grow  w/o  additional 
HC. 


One  other  point  this  metric  highlights  is  that  our  growth  is 
essentially  flat  YOY,  yet  HC  is  up  10%-  not  a favorable 
trend  we  can  continue. 


Orders  July  and  YTD 


INPUT 


$16,000 

$14,000 

$12,000 

$10,000 

$8,000 

$6,000 

$4,000 

$2,000 

$0 


*000) 

New  Business: 

Sates  Teams 
Outsourced 
Upsel  (t&x  Svcs) 
Total 
Renewals 

Events  (rid  Mkt  Tmg) 
Ecommerce 
Other  (pnmarily 
Consulting  | 


Orders 

■ Events/Other  ■ Renewal  a New  - Upsell  a New  - New  Customers 


July  ’07 

July  '08 

July 

Refcast 

F=q 

July 

Plan 

July '07 

July  *08 

July 

Refcast 

July  Plan 

362 

424 

450 

625 

(1) 

169 

65 

125 

122 

150 

427 

549 

572 

944 

757 

987 

862 

844 

31 

74 

25 

28 

19 

8 

8 

29 

78 

- 

- 

1.312 

1.618 

1.466 

1.844 

YTD  '07  YTD  08  YTD 
Refcast 


YTD  ”87 

YTD  -08 

YTD 

Refcast 

YTD  Plan 

3.570 

3.415 

3.441 

3.974 

1 

2 

702 

530 

792 

788 

897 

4.099 

4.208 

4.231 

5.573 

7.385 

7.877 

7.752 

7.576 

446 

453 

403 

504 

23 

73 

73 

204 

368 

16 

18 

12.321 

12.628 

12.477 

13.857 

Subscriptions 

• July:  Monthly  results  strong,  with  a 
last  day  performance  was  $350k. 
Need  2 month  snapshots  to  best 
understand  trend. 
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$16.0 

$14.0 

$12.0 

$10.0 

$8.0 

$6.0 

$4.0 

$2.0 


Revenue  ($M) 

$12.76  $13.06  $13.06  $13.38 


$1.88  $1.85  $1.85  $1-95 

n n n n 


& ^ 


Net  Income  / (Loss) 


Revenues: 

•Relatively  flat  performance  vs.  prior  yr. 
reflects  Sales  Orders,  see  Orders  tab 


•YTD  Revenue  equal  to  Reforecast 


Net  Income: 

•July  2008  actual  includes  $275k  adj  for 
reversal  of  Bonus  accrual 

July  & YTD  Favorable  expense  variance: 

•vs.  Reforecast:  Personnel  $36k:  Marketing 
$1 5k;  Recruiting  $9k 

July  8 YTD  Unfavorable  expense  variance: 
•vs.  Reforecast:  Other  Professional  Services 
$21k;  Training  $14k 


- Ihe  authority  on  government  business 


Notes: 


My  goal  is  to  never  go  red  again  unless  it's  a compelling 
investment 
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Observations 

New  business  in  July  finished 
at  97.3%  of  reforecast  before 
write-offs. 

Didn't  get  expected  high 
performance  out  of  traditional 
Hi  Perf  group;  this  group 
averaged  only  2.0 
transactions/rep  in  July,  vs. 
average  of  2.6  in  1 H08. 

Overall  transactions/rep  were 
1.8  in  July. 

Overall  sales  volume  was  1.8 
transactions/rep  (matches 
average  of  1 H08). 

48%  of  reps  80%+  of  plan  for 
July  08,  compared  with  21%  in 
July  07. 

33%  of  reps  80%+  of  plan 
YTD  2008,  compared  to  57% 
in  2007. 

% of  Quota 

- I he  authorin'  on  government  business 

Notes: 

Response  to  Sales  Productivity  issue  M 2008  Revised  Plan 
080208  TPD.docx 

There  is  no  doubt  we  have  a productivity  issue  with  the 
current  sales  structure.  As  you  can  see  we  are  tracking  this 
very  closely.  The  average  monthly  orders  volume  needs  to  be 
approximately  $20,000/ rep  with  28  reps  on  board  to  cover 
the  $6.7MM  annual  sales  costs.  The  current  YTD  average 
including  July  is  $17, 300.  To  breakeven  for  the  year  given 
our  slow  start  we  need  to  average  approximately 
$25,000/ month/ rep  to  achieve  breakeven,  that  would  be  a 
45%  improvement.  That  is  why  even  before  the  June  BOD 
meeting  I halted  the  hiring  of  additional  sales  personnel  until 
we  optimize  production.  Furthermore  there  are  criteria  for 
reviewing  individual  performance  for  the  month  and  YTD 
for  continued  employment 


YTD  Sales  Performance 

□ July  DYTD 


See  comments  in 
Notes  section 


3 3 3 
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h o 


n 


n 


110+  100-109  90-99  80-89  70-79  60-69  50-59  40-49 


m 

0-39  Ramp 


•Of  the  13  in  the  0-39%  category: 

-6  are  less  than  50%  YTD.  4 are  2008  hires;  1 was  termed;  1 is  on 
notice 

-7  are  greater  than  50%  YTD;  suboptimal  July. 
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Sales  Metrics 


Ippp^;- 


INPUT 


Avg.  Order  Size  ($)  per  Transaction 


Apr  May  Jun  Jul 


Number  of  Transactions 


Jan  Feb  Mar  Apr  May  Jun 
INPUT  - Ihc  authority  on  government  business 


2008 

-2007 


2008 

-2007 


Average  value  per  transaction  down 
slightly  from  June  ($8,760  vs.  $9,069); 
average  driven  lower  by  lowest  mix  of 
Fed  Complete  YTD  (10  orders  vs.  17  1st 
Half  avg.). 

Significant  majority  of  new  business  is 
SMB  tier  (82%),  with  9%  from  Mid 
Market  and  Enterprise. 

First  time  this  year  that  number  of 
transactions/month  was  greater  in  2008 
than  2007  (50  transactions  in  2008.  41  in 
2007)... first  time  this  year  that  2008  avg. 
value/transaction  was  lower  than  2008. 
($10,634  in  2007,  $8,760  in  2008.) 


Confidential  & Proprietary 
For  Internal  Use  Only 


Notes: 


• Average  order  size  on  one  team  (Trumpet)  far  lower 
than  usual  in  July  ($6,629).  Mix  of  6 month  contracts,  1 
ten  month  contract  and  18  for  12's,  plus  a greater 
concentration  of  Fed  Opps  sales. 
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18  for  12  Renewal  Breakdow 


Month 

U of 

Accounts 

Total  CV 

Renewal  $ 

Non- 

Renewal  $ 

Renewal  % 

June 

18 

$168,700 

$88,008 

$71,700 

52% 

July 

9 

$79,500 

$51,461 

$27,800 

64.7% 

Total 

27 

$248,200 

$139,469 

$99,500 

56.2% 

July 

>6  members  renewed  out  of  9 
> 4 of  the  6 renewed  standard  (12  for  12) 
>2  of  the  6 needed  NSO’s  for  bridge 
subscription  (15  for  12) 


^Renewal  success  continues  to  trend  favorably 


18  for  12  Renewals 
Remaining 


Aug-Dec  08 

# of  Accounts 

74 

Total 

Renewable 

CV 

$762,133 

INPUT  - Ihc  authority  on  government  business 
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Notes: 


•The  assumption  that  if  we  can  just  get  them  on  the  service 
our  chances  of  keeping  them  at  higher  rates  appears  to  be 
valid  assumption.  If  this  continues  to  be  a valid  fact  then  it 
may  impact  our  go  to  market  on  new  member  acquisition. 
Lower  priced,  narrower  offering  with  aggressive  up  sell 
within  60-120  days 
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Industry  Analysis  - YTD  Performs 


' . ■ f mm  & 




INPUT 


* Prior  Year  ■ YTD  Actual  YTD  Plan 


900 

800 

700 

600 

5“ 

500 

i/> 

<D 

-p  400 

6 

300 

200 

100 


616 

574 


i#6 


203 

119 


Vs.  Prior  Year 

• Orders  up  $11 6k  (+17%) 

• Report  Sales  up  $73k  (+62%) 

• Subscription  orders  up  $42k  (+8%) 

Vs.  Plan 

• Short  of  plan  by  $225k 

© New  unit  sales  well  below  plan 

• Most  sales  occurred  in  Q2  and  July 

© Report  sales  off  plan  by  $84k 
® Renewal  rate  81%  vs.  plan  of  75% 

© 4 accounts  lost  for  the  year  - IFS,  First 
Data,  Merrill  Lynch,  Goldman  Sachs 


69 

29m 


40  4l 


Federal  Federal  S&L  S&l  Report  Total 

Industry  Trend  Industry  Trend  Sales 

Analysis  Advisor  Analysis  Advisor 


INPUT  - The  authority  on  government  businessj 
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Notes: 


•4  Accounts  lost 

-Reasons: 

-Merrill  Lynch  - Budget  cuts  - Financial  services  industry  in  the 
tank 

-Goldman  Sachs  - Budget  cuts-  Financial  services  industry  in  the 
tank  - but  actually  looking  to  come  back  ! 

-IFS  - not  enough  usage  of  FI  A - may  add  in  Sept  when  budget 
frees  up 

-First  Data  - bought  last  year  when  they  were  focused  on  Govt 
strategy/ planning.  Now  in  it  and  don't  need  strategy/ planning 
support  anymore  to  justify  price 


•Lack  of  New  Sales  Issue  needs  to  be  explored.  Questions: 

-Does  the  market  want  what  we  are  producing? 

-Is  the  sales  and  MS  organization  able  to  sell  it?  We  believe  it  is  a 
sale  to  senior  executives.  Are  our  people  able  to  get  to  these 
people? 

-Can  we  develop  Strategic  MS  team  to  more  actively  sell  this  area 

• Testing  a call  blitz  in  MS  to  sell  Industry  Reports  in 
September 
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® Build  out  Executive  Team 

• SVP  Marketing;  SVP  Technology 

® Focus  on  sales  metrics  and  improvement  activities 

• New  Sales  Productivity  Leader  to  be  fully  engaged 

® Continue  to  implement  product  development  practices 

• Remedial  application  to  GovEdge 

• Full  test  run  with  Vertical  market  expansion  including  the 
development  of  our  Renewal,  Up-sell,  New  member  Acquisition 
(R.U.N)  financial  model 

® Market/Member  research  and  Executive  engagement 


>rirv  on  government  business 
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Notes: 
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Forecast  based  on  what  we  can  prove 

Not  relying  on  new  product  to  save  the  day  or  hopeful  thinking 
Maintain  current  YTD  renewal  rate... up  from  plan 
Increasing  monthly  sales/rep/month  from  $17K  to  $18K 
Reduced  expense  over  $1.6MM  vs.  plan 

Restructuring/de-layering  has  saved  $450k  in  cash  flow  in  the  2nd  half  of 
2008,  vs.  the  draft  reforecast  presented  on  July  17 

Cost  savings  in  the  latest  reforecast  version  are  largely  from  reduced  staffing 
costs.  Other  expenses,  such  as  travel,  training,  etc.  were  reduced  in  the  draft 
version  - but  there  is  room  for  additional  action  if  sales  goals  are  not  met 
Additions  to  the  staff  (such  as  Sales  Leads  Analysis,  Web  Sales  Reps,  and 
Marketing  positions)  have  been  “paid  for”  with  staffing  savings  elsewhere 

4%  improvement  in  Gross  Profit  projected  (2008  vs.  2007) 


I he  authorin’  on  government  business 


Notes: 


• I believe  this  is  a solid  plan.  It  funds  the  retooling  of  the 
growth  engine,  testing  of  SLAs  and  Web  sales,  provides 
for  the  addition  a key  talent  while  exceeding  original 
earnings  plan. 
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Reforecast:  Revenue  and  Net  lncome/(L 


INPUT 


$30,000,000 

$25,000,000 

$20,000,000 

$15,000,000 

$10,000,000 

$5,000,000 

$0 


Revenue 


$22.2M  $22.8M 


$10  9M  $11  2M  $11. 4M 


YTD  '07  YTD  ’08  YTD  Plan 


FY  '08  YTD  Plan 
Reforecast 


Net  Income  / (Loss) 


Reforecast  '08  (with  FY  '08  Plan  (with 
FY  '07  (with  Bonus  Bonus  Pool  of  Bonus  Pool  of 
Pool  of  $11 0k)  $139k)  $850k) 


Revenues: 

•Based  primarily  on  lower  Subscription 
Orders  vs.  original  Plan,  the  Reforecast  YTD 
Revenue  is  $22.8M,  vs.  Plan  of  $24. 1M. 

Prior  year  was  $22.2M  (All  figures  exclude 
Barter  revenue  & expense). 


Net  Income: 

•Costs  have  been  eliminated  to  achieve  a 
Reforecast  of  $440k  before  bonuses  are 
applied,  compared  to  $24k  before  bonuses 
in  the  original  Plan 

•Currently,  cost  savings  have  been  achieved 
by  maintaining  the  run  rate  of  current 
favorable  variances  to  Plan  (including 
headcount  “freeze").  Dramatic  personnel 
cuts  are  still  available. 
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For  Internal  Use  Only 


Notes: 


• Restructuring/ de-layering  has  saved  $450k  in  cash  flow  in  the  2nd  half  of  2008, 
vs.  the  draft  reforecast  presented  on  July  17 

Cost  savings  in  the  latest  reforecast  version  are  largely  from  reduced 
staffing  costs.  Other  expenses,  such  as  travel,  training,  etc.  were  reduced 
in  the  draft  version  - but  there  is  room  for  additional  action  if  sales  goals 
are  not  met 

Additions  to  the  staff  (such  as  Sales  Leads  Analysis,  Web  Sales  Reps, 
Marketing  positions  and  $120K  allocated  for  recruiting  fees)  have  been 
"paid  for"  with  staffing  savings  elsewhere 

• 4%  improvement  in  Gross  Profit  projected  (2008  vs.  2007) 

• R&D  costs  at  7%  are  consistent  with  prior  years  to  provide  engine  for  future 
growth  & productivity  improvement  (via  improvements  in  internal  systems) 
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$23,500,000 
$23,000,000 
$22,500,000 
$22,000,000 
$21,500,000 
$21,000,000 
$20,500,000 
$20,000,000 

Jan  1 . '08  Fed 

($000s) 

Federal  IS 
S&L  IS 

Industry  Analysis 

Software 

GovEdge 

Subtotal 

Retired  Products 

Total 

- ’I  he  authority  on  government  business 


Notes; 


Contract  Value 


Software  GovEdge 


IA 


Change  thru 
6/30/08 
246 
474 
16 
32 

3 

771 

(485) 


tl  & Propazin 


□ 


Retired  Jan  1. ' 


Projected  Change 
Annual 

905 

801 

1 

65 

100 

1,872 

(485) 


•The  growth  needed  in  Federal  IS  is  not  trivial  especially 
given  some  of  the  recent  data 
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Reforecast:  Orders 


INPUT 


Orders 


$30,000,000 

$25,000,000 

$20,000,000 

$15,000,000 

$10,000,000 

$5,000,000 

$0 


YTD  ’07  YTD  08  YTD  Plan 


FY  *07  Reforecast  Plan  '08 


□ New -New  Customers  oNew-Upsell  □ Renewal  o Events/Other 


$<000) 

New  Business: 

Sales  Teams 
Outsourced 
Upse*  (Mbf  Svcs) 
Total 
Renewals 

Events  find  Mkt  Trng) 
E commerce 
Other  (md  Consulting) 
Total 


YTD  Jun  '07  YTD  Jun  08  YTD  Jun  Plan 

3.208  2.991 

2 

464  666 


3.349 

533 

747 


3.672 

6.627 

415 


4.629 

6.732 

477 

175 


FY  "07  Reforecast  08  Plan  08 

5.917  6,331  7.528 

2 1.608 
1.284  1.456  1.867 


7.201 

13.876 


12.013 


New  Business 
•Reforecast  assumes  Sales 
Teams  productivity  improvement 
of  $1k/rep/mo  above  YTD  rate  for 
Jul-Dec,  or  $531  k above  the  2nd 
half  of  FY  '07. 

•2nd  Half  Reforecast  includes 
$100k  in  GovEdge  sales 
(included  in  "Sales  Teams") 


Renewals 

•Reforecast  renewal  rate  for  Jul- 
Dec  is  72.5%.  Renewal  rate  YTD 
is  72.6%,  vs.  71%  Plan  and 
70.5%  PY; 


7.788  11,002 

14.934  14,605 

758  954 

152  350 

18 


23.649  26.911 
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_1  YTD  values  are  for  the  6 months  ending  June  30th 

15 


Notes: 


• New  sales  expected  from  Sales  Teams  and  Outsourced  are 
the  biggest  misses  and  the  improvements  needed  in  those 
areas  are  a the  top  of  the  list.  A Member  Services  like  turn 
around  is  needed 


•While  annualized  revenue  is  essentially  flat  (3%),  the  order 
volume  trends  are  looking  better 

lst/2nd  Half  Change 


2008 

2007 

2006 

Total  Orders 

14.8% 

3.5% 

5.3% 

New  Sales 

12.9% 

-3.9% 

-8.8% 

Renewal 

16.7% 

9.4% 

20.0% 

15 
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9/4/2008 


Notes: 
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Up-Sell  Breakdown  - 2008  YT 


$180 

$160 

* 

V* 

$140 

TJ 

$120 

O 

C/) 

$100 

*-> 

c 

$80 

3 

O 

$60 

E 

$40 

< 

$20 

$- 

■ Product 

Price  Increase 

$120,092 

$72,703 

$44,704 

$30,694 

❖January's  number  includes  $12.2K  of  IEP  revenue  that  was  actually  de-booked 
❖June's  number  does  not  include  $12.2K  of  credited  IEP  revenue 

- Total  due  to  price  increase:  25%  (S204K);  2008  plan  is  22%. 
'-Total  due  to  product  75%  ($614K);  2008  plan  is  78% 

.-July  improvement  noted  with  only  12%  sold  as  price  increase 
back  ($40K) 

-Lower  volume  of  price  increase. ..team  appears  to  lost  focus 


due  in  large  part  by  CGI  FedComplete  win- 


INPUT  - "I he  authority  on  government  business 

Notes: 


Confidential  & Proprietary 
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MS  seems  to  be  establishing  a rhythm  with  up  sell  despite 
the  July  miss  in  Price  improvement. . .always  room  for 
improvement 
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Up-Sell  by  Product/Solution 


INPUT 


1st  Quarter  2nd  Quarter  July 


> June  FedComplete  sales  outpaced  Q2  in  its  entirety  by  3X.  Largely  due  to  CGI  win-back  in 

Strategic  ($40K) 

> FedComplete  is  off  to  a strong  Q3  start.  Even  without  CGI,  current  run-rate  would  yield  $72K 
>S&L  Complete  also  starting  strong;  all  other  products  are  flat. 


INPUT  - I lie  authorin'  on  government  business 


Confidential  & Proprietary 
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Notes: 


• An  advantage  to  our  recent  reorganization  is  that  there  is 
now  a resource  directly  responsible  for  the  growth  of 
these  offerings.  It  still  feels  to  random  currently 
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trategic  Initiative  - GovEdge 


INPUT 


Description  of  the  Initiative 
Business  Rationale 

Provide  information  service  targeting  small 
cos  and  work  groups  in  large  cos  doing 
business  with  government  to: 

•Arm  them  with  govt  sales  leads 
•Save  them  time  searching  so  they  may 
focus  on  selling  to  their  best  targets 
$20-80m  market  opportunity 

Actions/Decisions  to  date  (Please 
include  actual  dates  whenever  possible 

• 6/1 2 - Product  released  for  sale  and 
access 

• 6/1 6 - First  sale  made 

• 6/1 7 - Test  marketing  campaigns 
initiated 

• 8/1  - Received  first  order  from  free  trial 

• 8/4  - Achieved  $6.8K  from  10  sales 

Go  Forward  plan/lssues/Opportunities 

• Have  generated  strong  interest  as  evidenced 
by  500  free  trials  since  June 

• Need  to  address  high  e-commerce 
abandonment  rate  (95%  abandon  on  Step  1) 

• Need  to  improve  free  trial  process  and  rate  of 
conversion  to  sales  (500  free  trials  vs.  8 
sales) 

Actions:  (Who,  what,  when) 

• Determine  effort  and  schedule  for  instant  trial 
process  improvements  (RL/SD  by  8/15) 

• Implement  non-FSI  promo  campaign  (MV  by 
9/5) 

• Complete  enhancements  to  e-commerce  (RL 
by  9/6) 

• Evaluating  alternative  channels  to  draw  small 
and  non-IT  businesses  (associations/partner 
programs)  (KP  by  10/1) 

•rity  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


Notes: 


Response  to  BOD  memo  MM  Dowd  Communications  (2)  071808  PAC.doc 

This  is  an  attempt  to  address  new  product  development  plans  for  2008.  As  you  can 
see  we  are  still  wrestling  with  recently  launched  products.  Establishing  disciplines 
that  will  ultimately  improve  our  new  product  introduction  and  product  management 
processes  and  performance,  we  are  currently  applying  the  new  product  disciplines  to 
the  vertical  market  extension  for  Federal  Operations.  Even  if  we  launch  that 
capability  the  timeline  makes  2008  revenue/ orders  impact  minimal.  Finally  I 
fundamentally  believe  we  need  to  complete  our  Q3  research  initiative  to  help  drive 
our  product  plans.  I 


•Free  Trials  - 500  since  June  18 
-462  from  Web  marketing 
-38  from  Sales  Reps 
•Outcomes  from  Expired  Free  Trials 
-30%  never  logged  in 
-48%  logged  in  once 
•Surveys  of  Free  Trials 

-48  respondents  to  phone  and  web  survey  (20+  phone) 

-Interested  in  Buying  - 10%  said  yes,  55%  said  'Not  sure';  34%  said  No 
-42%  said  "Not  Enough  Time  to  Try" 

-Reason  for  'Nos'  - Hard  to  use  or  couldn't  find  anything 
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Events  YTD  Performance 


INPUT 


t Attendance  Fees  * ■ Sponsorship  Fees  Total  Orders 


Prior  Year  YTD  Actual  YTD  Plan 


* Excludes  2007  orders  from  Market  Training  which 
were  discontinued  in  2008. 


Versus  Prior  Year 

• Sponsorships  up  $59k  (+90%)  vs.  PY 

a Hired  add'l  headcount  to  free  Events 
Analyst  to  sell  more 
a Greater  focus  on  sponsorship  sales 
and  packaging 

• Attendance  down  $8k  (-2%)  vs.  PY 

a # of  attendees  up  3% 
a Avg.  fee  slightly  lower  due  to  paid 
webinars  replacing  some  breakfasts 

Versus  YTD  Plan 

• Sponsorships  $8. 5k  above  Plan 

® July  strongest  month  of  the  year  ($34k) 

® Due  to  Holiday  Party  sponsorship  sales  and 
an  oversold  breakfast  with  a key  speaker 

• Attendance  61k  (-19%)  below  Plan 

® Improper  event  fee  assumption  in  plan  for 
Seminars  & Conferences 
® Greater  mix  of  members  vs.  prospects 
(members  get  discounted  fees) 


INPUT  - The  authority  on  government  business! 
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Notes: 


Response  to  Events  revenue  M 2008  Revised  Plan  080208 
TPD.docx  Question  3 

Sponsorship  sales  which  has  exceeded  plan  has  been  moved 
to  Member  Services  to  see  if  we  can  max  them  out  for  the 
remainder  of  the  year.  Therefore  effective  we  will  have 
more  than  2 people  selling  with  stronger  relationships 
with  our  members 

Connelly  costs  will  be  evaluated  as  part  of  the  2009  budget 

Following  slide  explains  the  200K  miss  to  plan  which  appears 
to  be  primarily  forecasting  error.  The  question  is  it  worth 
the  exerted  effort  to  reach  plan  given  the  improvements 
in  the  proposed  forecast  and  the  need  to  use  2008  to 
establish  the  growth  foundation 
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Events  Plan  vs.  YTD  Actual/Fo 


INPUT 


953  193 


INPUT  - The  authority  on  government  busing  U^On^ 


Notes: 


Reason  for  Shortfall  vs.  Plan 

Error  in  Conf/ Sponsorship  Fee  Assumption  - KP  basically  made  an 
error  in  the  plan  assumptions  by  assuming  a higher  conference  and 
seminar  registration  fee  than  we  actually  were  able  to  sell 

WE  canceled  S&L  MarketView  - West  conference  - based  on  our  S&L 
MarketView  East  turnout,  it  would  have  been  an  unprofitable  event.  We 
ended  up  partnering  with  ITAA  on  a California  CIO  leadership  event 
instead,  which  helped  mitigate  the  loss. 

Failure  to  Sell  Seminar/ Conf  Sponsorship  Inventory  - we  had  some 
sponsorship  inventory  that  did  not  get  sold. 

Inability  to  sell  Webinar  sponsorships  at  plan  level  - we  have  had 
trouble  selling  the  webinar  sponsorship.  So  far  we've  only  been  able  to 
sell  a sponsorship  to  one  out  of  the  four  webinars  we've  done  YTD. 

Prospect/Member  mix  - has  been  higher  member  attendance  rate  than 
planned  - members  pay  less  per  seat. 

Favorable  # of  attendees  vs.  plan  - our  events  have  been  attended  at  a 
higher  rate  than  planned 

Hobday  Party  Sponsorships  - I didn't  plan  for  any  as  we've  had  trouble 
in  the  past.  We  put  together  some  good  packages  and  have  sold  $20k  so 
far. 

What  we  could  do  to  make  up  the  difference: 

Focus  more  resources  on  sponsorship  sales  - if  we  could  sell  1 additional 
sponsorship  for  each  event,  we'd  generate  $30-40k  more  in  sales 

Reintroduce  Market  Training  - if  we  could  do  4 Market  Trainings 
between  now  and  year  end  with  25  people  per  course,  we'd  generate 
$30k 
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Ecommerce  Report/Doc  Sales 
Performance 


• Industry  Reports  ■ Industry  Insight  Briefs  ■ Individual  Org  Charts 

* Other  ■ Total 


® Vs.  Prior  Year 

• Up  $51  k 

• Due  to  greater  marketing 
emphasis 

® Vs.  Plan 

• Short  $129k  due  to: 

® Delay  in  hiring  Web  marketing 
leader 

© Overly  ambitious  plan 


Prior  Year  YTD  Actual 


Notes: 


Confidential  & Proprietary 
For  Internal  Use  Only 


•Response  to  Subscription  Staffing  issue  M 2008  Revised  Plan  080208  TPD.docx 
Question  2 

•Electronic  versus  Web  sales:  Electronic  or  eCommerce  are  sales  without  any  human 
intervention  e.g.  reports.  Web  sales  are  inbound/  outbound  sales  activities  based  on 
interest  expressed  via  our  web  marketing  efforts  e.g.  GovEdge 

•Web  Sales  HC  productivity-  2 HC  in  plan,  1 hired  within  last  30  days  2nd  hire 
pending  selling  primarily  Org  charts  and  GovEdge 

•eCommerce  Sales  Productivity:  the  question  is  what  should  the  forecast  be  and  how 
long  to  we  give  it  to  materialize 

How  Much? 

•Outsell  - indicated  that  research  companies  generate  about  1%  of  their  revenue  from 
report  sales 

•Gartner  report  experience: 

-Report  sales  represents  1.4%  of  their  total  revenue. 

-INPUT  report  sales  represent  0.9%  of  revenue. 

-If  we  are  able  to  get  to  Gartner's  level  on  a % of  revenue  basis,  we  would  have 
needed  to  sell  about  $59k  more  YTD 

Additionally  please  keep  in  mind  Mia  Vallo  started  May  12  and  has  been 
primarily  focused  on  GovEdge  which  had  more  revenue  in  the  plan. 
Furthermore  the  following  chart  highlights  the  difficulty  in  using  past 
performance  to  predict  future  performance.  The  plan  was  also  flat  lined 
indicating  to  me  minimal  thought 
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Development  Time  Category  D 


INPUT 


Time  categorized  as  follows: 

® New  Product  Development  - Time  spent  on  new  products  for  2008. 
Includes  GovEdge,  Org  Charts  & Contacts,  Govt  Community  and  MS 
CRM  Connector 

® Product  Enhancement  - Time  spent  enhancing/improving  existing 
products,  including  internal  systems. 

® Operations  - Time  spent  by  development  staff  on  content  refresh  of 
content  operations.  Examples  include  FPDS,  Small  Bus  Directory,  Govt 
Budget  database. 

® Maintenance  - Time  spent  addressing  reported  bugs  or  minor 
enhancements  (less  than  0.5  day  high  priority  enhancements) 

® Mgmt/Planning/Admin/PTO  - Time  spent  on  PTO,  participation  in 
Strategic  Planning  initiative,  management  and  admin  time. 
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Notes: 


Response  to  R&  D Invesment  M 2008  Revised  Plan 
080208  TPD.docx  Question  5 


Time  estimates  on  following  page  based  on  activities  not 
timesheet.  Need  more  disciplined  approach 
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Notes: 

Response  to  R&  D Investment  M 2008  Revised  Plan  080208  TPD.docx  Question  5 

• Annualized  Cost  of  the  Team: 

-PDMs  (Rick/Grant)  - $19k/month  - Annual  Cost  - $228k 
-Developers+Ryan  - $68k/  month  - Annual  Cost  - $81 6k 

• Shift  from  New  Product  Development  to  Product  Enhancements 

Due  to  wrap  up  of  GovEdge  and  Dynamic  Org  Charts 

Shift  time  to  Q3  development  priorities  of  internal  system  and  product 
enhancement  activities 

• Mgmt/PTO/PlanningTime 

June/Jul  higher  than  normal  due  to  Strategic  Planning  initiative 

Aug  higher  than  normal  due  to  PTO,  particularly  high  for  one  developer  going 
on  2.5  week  honeymoon 

• Operations 

Eligher  in  June  due  to  implementation  of  new  Federal  IT  budget  into  Fed  IS 
products 

This  will  tend  to  have  a periodic  spikes  due  to  govt  data  release  cycles 
Additionally  these  are  my  comments  from  the  Reorg  BOD  call 

• Deferred  decision  on  IT  is  due  the  President's  decision  to  better  understand  the  following 

-The  level  of  maintenance  versus  true  development  of  current  applications 

-Ability  of  developers  to  work  on  internal  projects  such  as  Knowledge  database. 
Member  Services  Health  dashboard,  MPS  and  other 

-Assessment  of  current  staff  who  can  transition  to  a business  analyst  role  to  manage  off 
shore  development 

-Assessment  of  the  current  staff  who  is  suitable  for  user  observation  at  the  member 
sites  as  part  of  Q3  research  initiative 

- Value  of  current  improvement  projects  in  pipeline-  Member  feedback  has  highlighted 
some  clumsy  navigation 
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INPUT  Relative  Peij  'ance  2003  to  2005 
Net  Income 


$ in  000 's 

2003  Act 

2004  Act 

Change  (%) 

2005  Fcst 

Change (%) 

Orders 

13,336 

19,160 

44% 

21,203 

11% 

Revenue 

10,462 

16,596 

59% 

20,469 

23% 

Cost  of  Services 

2,342 

5,433 

132% 

7,134 

31% 

Sales  & Marketing 

5,613 

7,933 

41% 

7,863 

-1% 

Research  & Development 

952 

1,959 

106% 

2,243 

14% 

General  & Administrative 

1,844 

2,267 

23% 

2,263 

0% 

Depreciation 

222 

440 

98% 

593 

35% 

Other  lncome/(Expense) 

- 

224 

n/a 

104 

-54% 

Net  Income 

(511) 

0,212) 

477 

-4.9% 

-7.3% 

2.3% 

Bonuses  Paid 

Executives 

212 

387 

38 

Managers  & Staff 

261 

356 

80 

Sales  / Member  Services  (1 ) 

63 

- 

- 

536 

743 

118 

Bonuses  Accrued 

, / 

Executives 

- 

- 

44  J 

Managers  & Staff 

- 

- 

/ 

Member  Services 

- 

- 

51 

- 

- 

95 

Bonuses  Total 

Executives 

212 

387 

83% 

81 

-79% 

Managers  & Staff 

261 

356 

36% 

80 

-77% 

Member  Services 

63 

- 

n/a 

51 

Total  w/o  Taxes 

536 

743 

39% 

213 

-71% 

^ ' 

Total  Bonuses  with  PR  Tax  Estimate 

579 

802 

39% 

230 

-71% 

Net  Income  before  Bonuses 

68 

(410) 

707 

0.6% 

-2.5% 

3.5% 

Note: 

(1 ) Sales  in  2003,  Member  Services  in  2005 

R-F  Net  Income  - Bonuses  (4)  010806  DSS.xls 
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INPUT  MONTHLY  FINANCIAL  REPORTS  Date  Printed:  1/23/2006 

ACTUAL  RESULTS  PLUS  CURRENT  PROJECTION 
D5.  Stmt  of  Income  - Act-Fcst 


2005  ACTUAL  ($000s) 

Year 

Latest 

Projection 

Var  F/(U) 

Revenue 

Info  Svcs  & Mkt  Analysis 

18,751 

18,782 

(31) 

Software  Solutions 

177 

171 

6 

Consulting 

540 

549 

(10) 

Events 

978 

976 

3 

Other 

22 

22 

Total  Net  Revenue 

20,469 

20,500 

(31) 

Cost  of  Sales 

Personnel 

5,457 

5,504 

47 

Other  Expense 

1,655 

1,588 

(67) 

Total  Cost  of  Sales 

7,112 

7,092 

(20) 

Gross  Income  / (Loss) 

13,357 

13,408 

(51) 

1 

65% 

65% 

Sales  & Marketing 

Personnel 

6,031 

5,994 

(38) 

Other  Expense 

1,840 

1,799 

(41) 

Total  Sales  & Marketing 

7,871 

7,793 

(78) 

1 

Research  & Development 

Personnel 

1,971 

1,967 

(4) 

Other  Expense 

272 

274 

2 

Research  & Development 

2,243 

2,241 

(2) 

General  & Administrative 

G&A  - Personnel 

1,555 

1,538 

J17) 

Other  G&A  Expense 

721 

698 

(23) 

Total  General  & Administrate 

2,276 

2,237 

(40) 

J L 

Total  Expenses 

19,502 

19,362 

140 

J 

EBITDA 

966 

1,138 

(171) 

5% 

6% 

Depreciation  & Amortization 

593 

612 

19 

Operating  Income  / (Loss) 

373 

526 

(153) 

1 

Other  Revenues  / (Expenses 

104 

101 

3 

Income  / (Loss)  Before  Taxes 

477 

627 

(150) 

Provision  for  Income  Taxes 

- 

- 

- 

Net  Income  / (Loss) 

477 

627 

(150) 

2% 

3% 
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Overall  Tier  Analysis 


1/12/2006 


Tier  5 

Tier  6 | 

Tier  7 

Tier  8 

Total 

Dollars 

Count 

Dollars 

Count 

Dollars 

Count 

Dollars 

Count 

Dollars 

Count 

January 

Loss 

$ 

11,900 

1 

$ 

44,425 

3 

$ 

50,100 

5 

$ 

68,900 

8 

$ 

314,600 

23 

New 

$ 

500 

1 

$ 

31,000 

3 

$ 

16,740 

2 

$ 

206,615 

21 

$ 

417,555 

36 

Net  Gain 

$ 

(11,400) 

0 

$ 

(13,425) 

0 

$ 

(33,360) 

-3 

$ 

137,715 

13 

$ 

102,955 

13 

February 

Loss 

$ 

40,225 

3 

$ 

68,550 

4 

$ 

40,100 

4 

$ 

76,250 

13 

$ 

428,335 

28 

New 

$ 

67,225 

2 

$ 

84,200 

5 

$ 

18,500 

2 

$ 

288,700 

34 

$ 

564,725 

48 

Net  Gain 

$ 

27,000 

-1 

$ 

15,650 

1 

$ 

(21,600) 

-2 

$ 

212,450 

21 

$ 

136,390 

20 

March 

Loss 

$ 

46,900 

3 

$ 

93,263 

8 

$ 

38,800 

4 

$ 

147,200 

22 

$ 

511,313 

44 

New 

$ 

57,450 

4 

$ 

113,400 

5 

$ 

30,500 

2 

$ 

296,004 

39 

$ 

614,854 

54 

Net  Gain 

$ 

10,550 

1 

$ 

20,137 

-3 

$ 

(8,300) 

-2 

$ 

148,804 

17 

$ 

103,541 

10 

April 

Loss 

$ 

30,700 

2 

$ 

22,400 

1 

$ 

11,900 

1 

$ 

103,200 

13 

$ 

235,300 

19 

New 

$ 

77,900 

5 

$ 

59,900 

3 

$ 

45,200 

4 

$ 

217,830 

26 

$ 

439,162 

40 

Net  Gain 

$ 

47,200 

3 

$ 

37,500 

2 

$ 

33,300 

3 

$ 

114,630 

13 

$ 

203,862 

21 

May 

Loss 

$ 

35,000 

3 

$ 

30,650 

2 

$ 

11,900 

2 

$ 

108,350 

17 

$ 

303,350 

27 

New 

$ 

13,100 

2 

$ 

7,100 

1 

$ 

78,840 

6 

$ 

151,210 

18 

$ 

316,265 

32 

Net  Gain 

$ 

(21,900) 

-1 

$ 

(23,550) 

-1 

$ 

66,940 

4 

$ 

42,860 

1 

$ 

12,915 

5 

June 

Loss 

$ 

12,800 

3 

$ 

19,150 

2 

$ 

34,600 

4 

$ 

37,200 

6 

$ 

185,450 

19 

New 

$ 

54,600 

2 

$ 

79,100 

4 

$ 

51,676 

4 

$ 

254,580 

34 

$ 

564,056 

49 

Net  Gain 

$ 

41,800 

-1 

$ 

59,950 

2 

$ 

17,076 

0 

$ 

217,380 

28 

$ 

378,606 

30 

July 

Loss 

$ 

21,900 

2 

$ 

51,000 

4 

$ 

34,400 

2 

$ 

143,802 

18 

$ 

326,552 

31 

New 

$ 

20,800 

1 

$ 

8,500 

1 

$ 

45,900 

4 

$ 

165,680 

19 

$ 

350,930 

30 

Net  Gain 

$ 

(1,100) 

-1 

$ 

(42,500) 

-3 

$ 

11,500 

2 

$ 

21,878 

1 

$ 

24,378 

-1 

August 

Loss 

$ 

12,500 

1 

$ 

84,400 

5 

$ 

3,000 

1 

$ 

157,150 

19 

$ 

405,450 

30 

New 

$ 

40,800 

1 

$ 

126,008 

5 

$ 

40,400 

4 

$ 

178,665 

24 

$ 

495,873 

38 

Net  Gain 

$ 

28,300 

0 

$ 

41,608 

0 

$ 

37,400 

3 

$ 

21,515 

5 

$ 

90,423 

8 

September 

Loss 

$ 

8,470 

2 

$ 

59,100 

5 

$ 

30,825 

3 

$ 

161,513 

19 

$ 

268,683 

31 

New 

$ 

24,700 

3 

$ 

105,000 

6 

$ 

26,000 

1 

$ 

163,785 

20 

$ 

400,335 

36 

Net  Gain 

$ 

16,230 

1 

$ 

45,900 

1 

$ 

(4,825) 

-2 

$ 

2,272 

1 

$ 

131,652 

5 

October 

Loss 

$ 

25,000 

2 

$ 

59,000 

3 

$ 

26,300 

2 

$ 

123,225 

14 

$ 

306,361 

25 

New 

$ 

63,100 

3 

$ 

41,400 

4 

$ 

35,100 

3 

$ 

230,600 

29 

$ 

444,750 

43 

Net  Gain 

$ 

38,100 

1 

$ 

(17,600) 

1 

$ 

8,800 

1 

$ 

107,375 

15 

$ 

138,389 

18 

November 

Loss 

0 

$ 

36,900 

3 

$ 

75,900 

6 

$ 

258,193 

25 

$ 

549,540 

42 

New 

$ 

52,600 

4 

$ 

123,050 

6 

$ 

61,000 

5 

$ 

355,365 

39 

$ 

769,315 

63 

Net  Gain 

$ 

52,600 

4 

$ 

86,150 

3 

$ 

(14,900) 

-1 

$ 

97,172 

14 

$ 

219,775 

21 

December 

Loss 

$ 

19,900 

2 

$ 

174,737 

11 

$ 

49,660 

4 

$ 

210,569 

21 

$ 

711,941 

47 

New 

$ 

100,200 

5 

$ 

183,300 

10 

$ 

123,205 

7 

$ 

450,259 

54 

$ 

1,110,364 

87 

Net  Gain 

$ 

80,300 

3 

$ 

8,563 

-1 

$ 

73,545 

3 

$ 

239,690 

33 

$ 

398,423 

40 

Grand  Total 

Loss 

$ 

265,295 

24 

$ 

743,575 

51 

$ 

407,485 

38 

$ 

1,595,552 

195 

$ 

4,546,875 

366 

New 

$ 

572,975 

33 

$ 

961,958 

53 

$ 

573,061 

44 

$ 

2,959,293 

357 

$ 

6,488,184 

556 

Net  Gain 

$ 

307,680 

9 

$ 

218,383 

2 

$ 

165,576 

6 

$ 

1,363,741 

162 

$ 

1,941,309 

190 

Members  at  Year  End 

85 

161 

109 

612 

1217 

Sub  Dollars  at  Year  End  (1) 

$ 

1,534,397 

$ 

2,324,385 

$ 

1,157,534 

$ 

4,553,516 

$ 

17,790,292 

(1)  Only  includes  subscriptions  ending  in  2006.  Does  not  include  multi-year  deals  or  barter  accounts. 
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Overall  Tier  Analysis 


1/12/2006 


Dollars 

Count 

Dollars 

Count 

Dollars 

Count 

Dollars 

Count 

January 

Loss 

0 

$ 

62,300 

1 

$ 

41,225 

2 

$ 

35,750 

3 

New 

0 

$ 

92,950 

5 

$ 

20,000 

1 

$ 

49,750 

3 

Net  Gain 

0 

$ 

30,650 

4 

$ 

(21,225) 

-1 

$ 

14,000 

0 

February 

Loss 

0 

$ 

18,500 

1 

$ 

56,710 

1 

$ 

128,000 

2 

New 

0 

$ 

500 

1 

0 

$ 

105,600 

4 

Net  Gain 

0 

$ 

(18,000) 

0 

$ 

(56,710) 

-1 

$ 

(22,400) 

2 

March 

Loss 

0 

$ 

127,050 

4 

0 

$ 

58,100 

3 

New 

0 

$ 

12,900 

1 

0 

$ 

104,600 

3 

Net  Gain 

0 

$ 

(114,150) 

-3 

$ 

- 

0 

$ 

46,500 

0 

April 

Loss 

0 

$ 

27,100 

1 

$ 

40,000 

1 

0 

New 

0 

0 

$ 

19,832 

1 

$ 

18,500 

1 

Net  Gain 

0 

$ 

(27,100) 

-1 

$ 

(20,168) 

0 

$ 

18,500 

1 

May 

Loss 

0 

$ 

85,200 

2 

0 

$ 

32,250 

1 

New 

$ 

44,215 

1 

1 

0 

$ 

21,800 

3 

Net  Gain 

$ 

44,215 

1 

$ 

(85,200) 

-1 

$ 

- 

0 

$ 

(10,450) 

2 

June 

Loss 

0 

0 

0 

$ 

81,700 

4 

New 

0 

$ 

32,500 

2 

0 

$ 

91,600 

3 

Net  Gain 

$ 

- 

0 

$ 

32,500 

2 

$ 

- 

0 

$ 

9,900 

-1 

July 

Loss 

0 

$ 

24,200 

2 

$ 

32,750 

1 

$ 

18,500 

2 

New 

0 

0 

$ 

14,900 

1 

$ 

95,150 

4 

Net  Gain 

$ 

- 

0 

$ 

(24,200) 

-2 

$ 

(17,850) 

0 

$ 

76,650 

2 

August 

Loss 

$ 

2,000 

1 

$ 

47,250 

1 

$ 

69,300 

0 

$ 

29,850 

2 

New 

0 

$ 

50,400 

1 

$ 

1 1 ,900 

1 

$ 

47,700 

2 

Net  Gain 

$ 

(2,000) 

-1 

$ 

3,150 

0 

$ 

(57,400) 

1 

$ 

17,850 

0 

September 

Loss 

0 

0 

$ 

8,775 

2 

0 

New 

0 

$ 

9,900 

2 

$ 

27,900 

2 

$ 

43,050 

2 

Net  Gain 

$ 

- 

0 

$ 

9,900 

2 

$ 

19,125 

0 

$ 

43,050 

2 

October 

Loss 

0 

0 

$ 

24,386 

1 

$ 

48,450 

3 

New 

0 

$ 

41,800 

1 

$ 

14,900 

1 

$ 

17,850 

2 

Net  Gain 

$ 

- 

0 

$ 

41,800 

1 

$ 

(9,486) 

0 

$ 

(30,600) 

-1 

November 

Loss 

0 

$ 

22,400 

1 

$ 

31,847 

2 

$ 

124,300 

5 

New 

0 

$ 

44,700 

3 

$ 

40,000 

1 

$ 

92,600 

5 

Net  Gain 

$ 

- 

0 

$ 

22,300 

2 

$ 

8,153 

-1 

$ 

(31,700) 

0 

December 

Loss 

0 

$ 

31,000 

2 

$ 

82,700 

3 

$ 

143,375 

4 

New 

0 

$ 

53,000 

1 

$ 

75,700 

3 

$ 

124,700 

7 

Net  Gain 

$ 

- 

0 

$ 

22,000 

-1 

$ 

(7,000) 

0 

$ 

(18,675) 

3 

Grand  Total 

Loss 

$ 

2,000 

1 

$ 

445,000 

15 

$ 

387,693 

13 

$ 

700,275 

29 

New 

$ 

44,215 

1 

$ 

338,650 

18 

$ 

225,132 

11 

$ 

812,900 

39 

Net  Gain 

$ 

42,215 

0 

$ 

(106,350) 

3 

$ 

(162,561) 

-2 

$ 

112,625 

10 

Members  at  Year  End 
Sub  Dollars  at  Year  End  (1) 


88 


40 


118 


$ 383,200 


$ 4,185,927 


$ 1,088,982 


$ 2,562,352 


R-2005  Second-Half  Renewal  Autopsy  011106  BMH.xls 


Page  9 of  10 


Confidential  - INPUT 


4 


Total  Loss  Jan  - Aug 


1/12/2006 


TABLE  1:  $ LOST  RENEWALS  BY  COMPETITOR  BY  REASON 


Reason  For  Loss 


Competitors 

Change  in 
Business/ 
Strateqv 

Merger/ 

Acquisition 

Other  (5) 

Quality  - 
Product/ 
Service 

ROI/Value 

Grand  Total 

Non-Competitive 

$ 907,665 

$ 221,525 

$ 234,383 

$ 309,324 

$ 565,809 

$ 2,238,706 

Federal  Sources 

$ 7,100 

$ 39,250 

$ 67,880 

$ 23,000 

$ 426,300 

$ 563,530 

E-Pipeline 

$ 

$ 

$ 6,900 

$ 36,700 

$ 30,400 

$ 74,000 

Onvia 

$ 

$ 

$ 

$ 9,000 

$ 13,000 

$ 22,000 

MapROI 

$ 12,900 

$ 12.900 

Center  for  Diqital  Government 

$ 10.000 

$ 

$ 13,900 

$ 

$ 

$ 23,900 

Bid  Radar 

$ 3,900 

$ 3,900 

Other  Unknown 

$ 6.900 

$ 6,900 

Competitive  Subtotal 

$ 30,000 

$ 39,250 

$ 95,580 

$ 68.700 

$ 473.600 

$ 707,130 

Grand  Total 

$ 937,665 

$ 260,775 

$ 329,963 

$ 378,024 

$ 1,039,409 

$ 2,945,836 

TABLE  2:  $ LOST  RENEWALS  BY  COMPANY  SIZE  BY  REASON 

Reason  For  Loss 

Tier 

Change  in 
Business/ 
Strateqy 
$ 225,402 

Merger/ 
Acquisition 
$ 131,425 

Other  (5) 

$ 33,733 

Quality  - 
Product/ 
Service 
$ 76,150 

ROI/Value 
$ 340,049 

Grand  Total 

Strategic 

$ 806,759 

Enterprise 

$ 163,638 

$ 87.550 

$ 69,750 

$ 131,575 

$ 441,560 

$ 894,073 

Small 

$ 548,625 

$ 41,800 

$ 226,480 

$ 170,299 

$ 257,800 

$ 1,245,004 

Grand  Total 

$ 937,665 

$ 260,775 

$ 329,963 

$ 378,024 

$ 1,039,409 

$ 2,945,836 

TABLE  3:  $ LOST  RENEWALS  BY  PRODUCT  BY  COMPANY  SIZE 

Company  Size 

Full  Product  Description 

Strategic 

Enterprise 

Small 

Grand  Total 

Federal  Technology  Opps  (2) 

$ 433,975 

$ 

616,788 

$ 

893,417 

$ 1,944,180 

Federal  Market  Analysis  (3) 

$ 

30,533 

$ 

74,300 

$ 

22,100 

$ 

126,933 

Federal  Agency  Profiles  (3) 

$ 

56,666 

$ 

20,500 

$ 

65,893 

$ 

143,059 

Federal  Vendor  Profiles  (3) 

$ 

25,723 

$ 

20,150 

$ 

19,594 

$ 

65,467 

Federal  Labor  Pricinq  (3) 

$ 

60,350 

$ 

15,675 

$ 

18,900 

$ 

94,925 

Federal  Task  Orders  (3) 

$ 

12,079 

$ 

6,000 

$ 

9,900 

$ 

27,979 

State  & Local  Tech  Opps  (4) 

$ 

92,150 

$ 

133,187 

$ 

62,700 

$ 

288,037 

State  Government  Profiles  (3) 

$ 

57,100 

$ 

7,473 

$ 

_ 

$ 

64,573 

State  & Local  Grant  Opps  (3) 

$ 

29,850 

$ 

. 

$ 

$ 

29,850 

MyINPUT 

$ 

8,333 

$ 

$ 

$ 

8,333 

Other  (CMS  and  Custom) 

$ 

- 

$ 

$ 152,500 

$ 

152,500 

Grand  Total 

$ 806,759 

$ 

894,073 

$ 1,245,004 

$ 2,945,836 

TABLE  4:  $ LOST  RENEWALS  BY  PRODUCT  BY  REASON 

Reason  For  Loss 

Change  in 
Business/ 

Merger/ 

Quality  - 
Product/ 

Full  Product  Description 

Strateqv 

Acquisition 

Other  (5) 

Service 

ROI/Value 

Grand  Total 

Federal  Technology  Opps  (2) 

$ 452,246 

$ 

230,275 

$ 

265,510 

$ 

255,249 

$ 

740,900 

$ 1,944,180 

Federal  Market  Analysis  (3) 

$ 23,800 

$ 

. 

$ 

. 

$ 

. 

$ 

103,133 

$ 

126,933 

Federal  Agency  Profiles  (3) 

$ 54,633 

$ 

10,900 

$ 

19,160 

$ 

3,000 

$ 

55,366 

$ 

143,059 

Federal  Vendor  Profiles  (3) 

$ 44,357 

$ 

50 

$ 

17,160 

$ 

$ 

3,900 

$ 

65,467 

Federal  Labor  Pricinq  (3) 

$ 39,050 

$ 

$ 

5,000 

$ 

48,975 

$ 

1,900 

$ 

94,925 

Federal  Task  Orders  (3) 

$ 12,079 

$ 

6,000 

$ 

. 

$ 

9,900 

$ 

_ 

$ 

27,979 

State  & Local  Tech  Opps  (4) 

$ 118,477 

$ 

9,250 

$ 

12,300 

$ 

60,900 

$ 

87,110 

$ 

288,037 

State  Government  Profiles  (3) 

$ 13,173 

$ 

4,300 

$ 

. 

$ 

_ 

$ 

47,100 

$ 

64,573 

State  & Local  Grant  Opps  (3) 

$ 29,850 

$ 

_ 

$ 

. 

$ 

$ 

_ 

$ 

29,850 

MyINPUT 

$ 

$ 

$ 

8,333 

$ 

$ 

_ 

$ 

8,333 

Other  (CMS  and  Custom) 

$ 150,000 

$ 

- 

$ 

2,500 

$ 

$ 

$ 

152.500 

Grand  Total 

$ 937,665 

$ 

260,775 

$ 

329,963 

$ 

378,024 

$ 

1,039,409 

$ 2,945,836 

NOTES: 

(1 ) Competitive  Losses  are  at  INPUT  Prices.  The  Actual  Price  realized  by  our  competitors  is  typically  1/2  to  1/3  our  price 

(2)  Federal  Opportunities  plus  Other  Products  (implies  lost  customer) 

(3)  Product  Indicated  plus  Other  Products  (implies  lost  subscriptions  not  customer) 

(4)  S&L  Opportunities  plus  Other  Products  (implies  lost  customer) 

(5)  Loss  Renewal  due  to  Price  mapped  to  "Other" 
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IS  & MA  Won  Lost  Trend 


Date  Printed:1/12/2006 


INPUT'S  Information  Services  and  Market  Analysis  - Competitive  Won/Lost  Trends 
as  of  December  31,  2005 


Competitive  Switch  Won  Lost  - Rolling  13  Months 


1 1 

Wins 

Losses 

Current  Month: 

Competitors 

# 

$ Amount 

# 

$ Amount 

Centurion 

0 

$ 

4 

$ 54,980 

CJIS 

1 

$ 1 1 ,900 

1 

$ 6,900 

E-Pipeline 

4 

$ 49,614 

2 

$ 20,400 

Federal  Sources 

10 

$ 160,673 

11 

$ 137,400 

Onvia 

1 

$ 9,900 

0 

$ 



Other  Unknown 

1 

$ 9,900 

0 

$ 

Totals 

17 

$ 241 ,987 

18 

$ 219,680 
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Renewal  Rates  by  Tier 


1/12/2006 


Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

YTD 

Tier  Renewal  Rates  (by  $) 

Tier  1:  $1B+ 

46.9% 

n/a 

100.0% 

n/a 

n/a 

n/a 

91 .6% 

n/a 

n/a 

n/a 

n/a 

97.8% 

88.0% 

Tier  2:  $1B+ 

138.6% 

72.0% 

43.6% 

142.5% 

132.2% 

66.8% 

74.5% 

44.1% 

127.8% 

52.2% 

94.2% 

93.9% 

82.8% 

Tier  3:  $501M-$1B 

0.0% 

28.8% 

152.5% 

n/a 

84.4% 

33.8% 

57.5% 

54.4% 

131.0% 

89.0% 

67.9% 

43.5% 

60.5% 

Tier  4:  $101M-$500M 

72.3% 

20.4% 

72.7% 

44.5% 

50.3% 

57.1% 

71 .6% 

75.0% 

39.3% 

67.7% 

52.6% 

57.1% 

56.1% 

Tier  5:  $51  M-  $100M 

43.3% 

63.4% 

60.8% 

34.2% 

121.4% 

51 .5% 

67.2% 

61 .8% 

189.5% 

69.2% 

72.8% 

60.1% 

66.2% 

Tier  6:  $21M-$50M 

38.2% 

41 .9% 

44.8% 

82.1% 

102.4% 

109.1% 

46.1% 

21.2% 

42.5% 

23.0°/o1 

65.7% 

35.5% 

48.1%, 

Tier  7:  $11M-$20M 

73.2% 

73.7% 

58.2% 

70.6% 

107.5% 

56.6% 

62.6% 

85.2% 

57.5% 

53.0% 

44.5% 

55.4% 

60.7% 

Tier  8:  $0-$10M 

63.0% 

44.3% 

37.3% 

53.2% 

52.0% 

49.2% 

39.8% 

84.5% 

34.1% 

42.5% 

60.7% 

39.0% 

48.4% 

Total 

78.2% 

45.4% 

52.9% 

85.5% 

82.4% 

61 .9% 

62.5% 

55.9% 

68.3% 

53.1% 

62.8V 

60.9% 

62.3% 

Tier  Renewal  Rates  (by  Units) 

— — — 

fieri:  $1B+  o M 

80.0% 

n/a 

100.0% 

n/a 

n/a 

n/a 

80.0% 

n/a 

n/a 

n/a 

n/a 

128.6% 

108.0% 

Tier  2:  $1B+  VI 

107.1% 

51 .7% 

69.0% 

142.9% 

106.3% 

70.0% 

75.8% 

48.7% 

152.9% 

60.7% 

66.7% 

104.1% 

83.3% 

Tier  3:  $501M-$1B  fA 

0.0% 

31 .3% 

200.0% 

n/a 

83.3% 

20.0% 

58.3% 

50.0% 

80.0% 

100.0% 

66.7% 

55.6% 

65.9% 

Tier  4:  $101M-$500M  I'l* 

77.3% 

21.4% 

64.0% 

37.5% 

50.0% 

54.2% 

66.7% 

70.0% 

66.7% 

64.3% 

66.7% 

75.4% 

61.3% 

Tier  5:  $51  M-  $100M  t,' 

43.8% 

66.7% 

62.5% 

30.0% 

122.2% 

43.8% 

57.1% 

56.3% 

116.7% 

114.3% 

81 .8% 

52.0% 

63.3% 

Tier  6:  $21M-$50M  2 3 

45.0% 

45.8% 

40.0% 

71 .4% 

100.0% 

88.9% 

41 .2% 

36.4% 

41 .2% 

21.1% 

75.0% 

35.0% 

48.3% 

Tier  7:  $11M-$20M  t.( 

83.3% 

100.0% 

45.5% 

100.0% 

100.0% 

46.2% 

100.0% 

80.0% 

61 .9% 

78.6% 

37.5% 

52.6% 

64.4% 

Tier  8:  $0-$10M  4.4, 

57.1% 

52.9% 

36.4% 

56.7% 

47.4% 

45.8% 

39.3% 

57.5% 

32.0% 

38.7% 

65.1% 

41 .7% 

47.1% 

Total 

68.7% 

46.7% 

53.0% 

82.1% 

71 .6% 

54.1% 

56.4% 

55.0% 

63.4% 

54.2% 

64.2% 

61 .5% 

60.1% 

Note:  Tier  renewal  rates  are  calculated  by  customer  by  tier  as  the  current  year  sales  price  (may  include  price  increases)  divided  by  the  prior  year  sales  price.  That 
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INPUT  2005  PLAN 
B.  Orders 


o 

Date  Printed:  1/18/2006 


Orders  by  Month  - 2005  Plan 

Y/Y 

2004  Fcst(1) 

Jan-05 

Feb-05 

r— 7— n 

Mar-05  | Apr-05 

May-05 

Jun-05 

Jul-05 

Aug-05 

Sep-05 

Oct-05 

Nov-05 

Dec-05 

Year 

Growth 

MDS 

Renewal 

$ 8,416,000 

$ 904,867 

$ 1,076,429 

$ 1,024,689 

$ 578,397 

$ 809,880 

$ 715,887 

$ 1,111,335 

$ 1,014,720 

$ 838,635 

$ 1,408.387 

$ 1,344,090 

$ 2,077,405 

$ 12,904,721 

53% 

New 

9,350,000 

714,788 

898,659 

980,418  796,699 

771,033 

857,636 

1,041,273 

1,207,254 

1,128,110 

1,015,801 

1,002,947 

2,103,175 

12,517,793 

34% 

Software  Solutions 

154,000 

10,400 

10,400 

10,400 

41,600 

52,000 

52,000 

52,000 

62,400 

72,800 

62,400 

62,400 

83,200 

572,000 

271% 

Consulting 

631,000 

61,679 

61,679 

61,679 

61,679 

84,184 

106,688 

129,193 

151,697 

151,697 

151,697 

151,697 

151,697 

1,325,265 

110% 

Events 

713,000 

58,400 

97,250 

137,150 

137,150 

156,000 

117,150 

34,075 

62,675 

114,650 

117,150 

97,250 

29,325 

1,158,225 

62% 

Total  Sales  Orders 

$ 19,264,000 

$ 1,750,134 

$2,144,417 

$2,214,336 

$ 1,615,525 

$ 1,873,097 

$ 1,849,361 

$2,367,876 

$ 2,498,746 

$2,305,892 

$ 2,755,435 

$2,658,384 

$4,444,802 

$ 28,478,004 

48% 

MDS  new  Sales 

2005 

12,517,793 

714,788 

898,659 

980,418 

796,699 

771,033 

857,636 

1,041,273 

1,207,254 

1,128,110 

1,015,801 

1,002,947 

2,103,175 

12,517,793 

34% 

2004 

9,350,000 

644,378 

614,932 

849,825 

443,649 

528,242 

687,675 

787,102 

738,722 

879,948 

646,250 

1,015,000 

1,514,277 

9,350,000 

27% 

2003 

7,350,591 

320,327 

486,226 

573,126 

471,750 

466,437 

459,479 

681,042 

647,107 

712,752 

552,123 

664,823 

1,315,399 

7,350,591 

41% 

2002 

5,217,577 

332,504 

307,370 

236,550 

365,100 

294,727 

302,338 

394,024 

488,604 

518,825 

558,998 

590,325 

828,212 

5,217,577 

135% 

Q1 

Q2 

Q3 

Q4 

Growth  2004  to  2005 

484,730 

23%4 

765,802 

46% 

970,865 

40% 

946,396 

30% 

Growth  2003  to  2004 

729,456 

53% 

261,900 

19% 

364,871 

18% 

643,182 

25% 

Growth  2002  to  2003 

503,255 

57% 

435,501 

45% 

639,448 

46%1 

554,810 

28% 

Seasonality  (MDS  New) 

2005 

20,7% 

19.4% 

27.0% 

32.9%: 

2004 

22.6% 

17.7% 

25.7% 

34.0% 

2003 

18.8% 

19.0% 

27.8% 

34.5% 

2002 

16.8% 

18.4% 

26.9% 

37.9% 

(1 ) 2004  Forecast  is  current  year-end  forecast  (completed  after  November  was  closed). 
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C.  US  Income  Stmnt 


Date  Printed:  1/18/2006 


Statement  of  Operations 

Statement  of  Operations  by  Month  - 2005  Plan 

| 2004  Fcst  (1 ) | 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

I Dec 

Re 

ver 

ue 

MDS 

$ 14,786,000 

$ 1,490,524 

$ 1,516,631 

$ 1,582,030 

$ 1,627,826 

$ 1,668,302 

$ 1,708,219 
14,367 

$ 1,749,115 

$ 1,805,298 

$ 1,875,515 

S 1,910,259 

$ 1,985,057 

$ 2,048,033 

$ 20,966,809 

Software 

177,000 

8,083 

7,850 

7,050 

6,567 

10,033 

18,700 

22,683 

26,600 

32,000 

37,200 

41,567 

232,700 

Consulting 

569  000 

81,399 

71,539 

61,679 

61,679 

69,181 

84,184 

106,688 

129,193 

144,196 

151,697 

151,697 

151,697 

1,264,827 

Events 

648,000 

58,400 

97,250 

58,400 

215,900 

97,250 

175,900 

34,075 

62,675 

55,900 

175,900 

97,250 

29,325 

1,158,225 

Total  Net  Revenue 

16,180,000 

1,638,407 

1,693,270 

1,709,159 

1,911,972 

1,844,765 

1,982,669 

1,908,578 

2,019,849 

2,102,210 

2,269,856 

2,271,204 

2,270,622 

23,622,562 

Co 

st  of  Sales 

483,909 

Operations  - Personnel 

4,058,000 

398,880 

394,936 

391,480 

391,480 

419,633 

425,809 

435,803 

459,081 

465,082 

483,909 

483.909 

5,233,910 

To 

Other  Cost  of  Sales 

1,183,000 

138,346 

162,938 

137,709 

207,861 

170,566 

197,332 

125,803 

140,085 

138,732 

194,537 

164,195 

120,695 

1.898.800 

al  Cost  of  Sales 

5,241,000 

537,226 

557,873 

529,189 

599,341 

590,199 

623,140 

561,606 

599,166 

603,814 

678,446 

648,105 

604,605 

7.132.710 

Gross  Income  / (Loss) 

10,939,000 

1,101,181 

1,135,397 

1,179,970 

1,312,631 

1,254,566 

1,359,529 

1,346,972 

1,420,683 

1,498,396 

1,591,410 

1,623,099 

1,666,017 

16,489,851 

Sales  & Marketing 

Sales  and  Marketing  - Personnel 

6,255,000 

552,814 

603,645 

663,645 

631,820 

619,774 

631,822 

690,762 

741,102 

724,107 

704,698 

699,750 

952,750 

8,216,689 

2,162,181 

To 

Other  Sales  & Marketing  Expense 

1,536,000 

180,701 

168,611 

191,381 

188,843 

170,832 

170,443 

182,642 

183,865 

179,552 

186,324 

181,994 

1 76  994 

al  Sales  & Marketing 

7,791,000 

733,515 

772,256 

855,026 

820,663 

790,605 

802,265 

873,404 

924,968 

903,658 

891,022 

881,744 

1,129,744 

10.378,870 

Research  & Development 

— 

To 

Research  & Development  - Personnel  1,733,000 

— 

175,975 

192,001 

204,128 

219,288 

215,551 

215,551 

215,551 

199,886 

199,886 

184,060 

184,060 

184,060 

2,389,998 

Other  Research  & Development  Expense  208,000 

23,666 

24,990 

23,613 

23,009 

22,537 

22,446 

22,006 

21,836 

21,753 

21,589 

21,508 

21,508 

270.462 

al  Research  & Development 

1,941,000 

199,641 

216,990 

227,741 

242,297 

238,089 

237,997 

237,557 

221.723 

221,640 

205,649 

205,568 

205,568 

2,660,460 

General  & Administrative 

To 

General  &Administrative  - Personnel 

1,534,000 

- — 

151,735 

151,735 

156,283 

156,283 

156,283 

156,283 

162,347 

162,347 

162,347 

162,347 

162,347 

162,347 

1,902,681 

Other  General  &Administrative  Exper 
al  General  & Administrative 

se  704,000 

62,994 

62,577 

63,437 

62,369 

61,925 

61,839 

63,673 

62,503 

62,420 

62,256 

62,175 

62,175 

750,341 

2,238,000 

214,729 

214,312 

219,720 

218,652 

218,208 

218,122 

226,019 

224,850 

224,766 

224,602 

224,522 

224,522 

2,653,022 

— 

To 

al  Expenses 

17,211,000 

1,685,110 

1,761,431 

1,831,676 

1,880,952 

1,837,101 

1,881,525 

1,898,586 

1,970,706 

1,953,878 

1,999,720 

1,959,939 

2.164,438 

22,825,082 

EBITDA 

(1,031,000) 

(46,703) 

(68,160) 

(122,517) 

31,020 

7,664 

101,144 

9,992 

49,143 

148,332 

270,136 

311,265 

106,183 

797,500 

Depreciation  & Amortization 

480,000 

53,708 

57,085 

60,678 

61,828 

63,601 

64,151 

70,361 

71,314 

73,025 

74,196 

76,577 

79,338 

805,862 

Op 

erating  Income  / (Loss) 

(1,511,000) 

(100,411) 

(125,245) 

(183,195) 

(30.808) 

(55,937) 

36,993 

(60,369) 

(22,171) 

75,307 

195,940 

234,688 

26,845 

(8,362) 

1 1 Other  Revenues  / (Expenses) 

Income  / (Loss)  Before  Taxes 

46,000 

2,708 

2,845 

2,633 

2,288 

1,941 

1,676 

1,417 

1,195 

1,082 

1,088 

1,145 

1,287 

21,301 

(1,465,000) 

(97,704) 

(122,401) 

(180,562) 

(28,520) 

(53,996) 

38,669 

(58,952) 

(20,976) 

76,389 

197,028 

235,833 

28,132 

12,939 

Provision  for  Income  Taxes 

- 

- 

- 

- 

- 

- 

. 

- 

. 

S (28,520) 

Net  Income  / (Loss) 

$ (1,465,000) 

$ (97,704) 

S (122,401) 

$ (180,562) 

$ (53,996) 

$ 38,669 

$ (58,952) 

S (20.976) 

$ 76,389 

$ 197,028 

$ 235,833 

$ 28,132 

$ 12,939 

. . 

Note 

(1)  2004  Forecast  is  current  year-enc 

forecast  (completed  a 

fter  No 

vember  was  closed). 

~ - 
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C.  US  Income  Stmnt 
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Date  Printed:  1/18/2006 


Statement  of  Operations 


Statement  of  Operations  by  Month  - 2005  Plan 


2004  Fcst  (1)1 


f Apr  | May 


I Au9  I SeP  I 


Revenue 

Tmds 


.Software 

Consulting 


91% 

1% 

4% 


91%  I 
0% 
5% 


~t 


90% 

0%: 


93% 

0%' 


85% 

0% 

3% 


1 1 »U“/0 

A -to/„ 1 


Total  Net  Revenue 

100% 

100% 

100% 

100% 

100% 

Cost  of  Sales 

Operations  - Personnel 

25% 

24% 

23% 

23% 

20% 

Other  Cost  of  Sales 

7% 

8% 

10% 

8% 

11% 

90% ! 
1%] 
4% 
5%' 


86% 

1%| 


100% 


92  %| 
1% 
6%T 
2% 


89% 

1% 


89% 

1% 

7% 

3%' 


23% 
9% ' 


100% 


23% 
7%  | 


84% 

i%: 

7% 

8% 


87% 

~2%j 

7%^ 

4% 


90% 

2%| 

7%' 

1%' 


100% 


100% 


5% 

5%' 


100% 


100% 


22% 

7% 


21% 

7% 


Gross  Income  / (Loss) 

Sales  & Marketing 

Sales  and  Marketing  - Personnel 
Other  Sales  & Marketing  Expense 
Total  Sales  & Marketing 

Research  & Development 

Research  & Development  - Personnel 
OtherResearch  & Development  Expense 
Total  Research  & Development  

General  & Administrative  

General  &Administrative  - Personnel; 


22% 

8% 

30% 


68% 

67% 

67% 

69% 

69%  68% 

69% 

71% 

70% 

71% 

70% 

39% 

9% 

34% 

11% 

36% 

10% 

39% 

11%" 

33% 

10% 

34% 

9% 

32% 

9% 

36%  37% 

10%  9% 

34%“ 

9% 

31% 

8% 

73% 


70% 


31% 

8%' 


42% 

8%~ 


35% 

9% 

44% 


11% 

1%' 


Depreciation  & Amortization 

Operating  Income  / (Loss) 


-6% 

“0% 


Income  / (Loss)  Before  Taxes 

-9% 

-6% 

-7% 

-11% 

Provision  for  Income  Taxes 

0% 

0% 

0% 

0% 

Total  General  & Administrative 

14% 

13%1 

13% 

13% 

11% 

12% 

11% 

12% 

Total  Expenses 

104% 

107% 

— 









EBITDA 

4% 



-3% 

-4% 

-7% 

2% 

0% 

5% 

-7% 

0% 


8% 

3%' 


8% 

3% 


10%  i 
1% 
11% 


7% 

3% 


11%’ 


7% 
3% ' 


7% 

3%' 


11% 
93% ' 


8% 

3% 


7%  1 


10% 
88%' 
12%  I 


10% 
86%  1 
14% 1 
3% 


10%  1 
95% 
5%T 


3% 


1 

97% 

3% 

3% 


-2% 

0%' 


-3% 

2% 

-3% 

^i%" 

4% 

9% 

10% 

1% 

0% 

0% 

~o%T 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

-3% 

2% 

-3% 

4% 

9% 

10% 

1% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0% 

0%' 

0% 
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DateP,  1/18/2006 


Statement  of  Operations  | Statement  of  Operations  by  Month  - 2005  Plan 


| 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul  | Aug 

Sep 

Oct 

i Nov 

Dec 

Year 

Revenue 

US  IT  Mkt  Dev  Svcs 

1,490,524 

1,516,631 

1,582,030 

1,627,826 

1,668,302 

1,708,219 

1,749,115 

1,805,298 

1,875,515 

1,910,259 

1,985,057 

2,048,033 

20,966,809 

Software 

8,083  7,850 

7,050 

6,567 

10,033 

14,367 

18,700 

22,683 

26,600 

32,000 

37,200 

41,567 

232,700 

Consulting 

81 ,3991  71,539 

61,679 

61,679 

69,181 

84,184 

106,688 

129,193 

144,196 

151,697 

151,697 

151,697 

1,264,827 

Events 

58,400 

97,250 

58,400 

215,900 

97,250 

175,900 

34.075 

62,675 

55,900 

175,900 

97,250 

29,325 

1,158,225 

Total  Net  Revenue 

1,638,407 

1,693,270 

1,709,159 

1,911,972 

1,844,765 

1,982,669 

1.908,578 

2,019,849 

2,102,210 

2,269,856 

2,271,204 

2,270,622 

23,622,562 

Expenses 

Ops/Prod  Mgmt/Consulting  (Plexico)  - Person 

352,408 

347,743 

357,184 

356,463 

383,453 

389,340 

398,853 

422,131 

428,132 

446,959 

446,959 

446,959 

4,776,583 

Ops/Prod  Mgmt/Consulting  (Plexico)  - Other  C 

94,142  93,845 

94,832 

95,090 

102,879 

99.660 

101,209 

98,021 

97,683 

97,017 

96,690 

96,690 

1,167,758 

Total  Operations  (Plexico) 

446,551 

441,588 

452,016 

451,553 

486,332 

489,000 

500,062 

520,152 

525,815 

543,976 

543,649 

543,649 

5,944,341 

Development/IT  (Wieser)  - Personnel 

135,089 

150,729 

162,857 

178,016 

174,280 

174,280 

174,280 

158,615 

158,615 

142,789 

142,789 

142,789 

1,895,127 

Development/IT  (Wieser)  - Other  Costs 

21,332 

22,656 

21,279 

20,676 

20,204 

20,113 

19,673 

19,503 

19,420 

19,256 

19,175 

19,175 

242,462 

Total  Development/IT  (Wieser) 

156,421 

173.386 

184,136 

198,692 

194,484 

194,393 

193,952 

178,118 

178,035 

162,044 

161,964 

161,964 

2,137,589 

Sales  (Padalino)  - Personnel 

481,161 

522,895 

569,420 

537,594 

525,546 

537,594 

596,533 

646,872 

629,875 

610,466 

605,517 

858,515 

7,121,988 

Sales  (Padalino)  - Other  Costs 

110,972 

97,156 

119,777 

117,523 

99,734 

99,389 

111,795 

113,098 

108,823 

115,673 

111,381 

106,381 

1,311,702 

Total  Sales  (Padalino) 

592,133 

620,051 

689,197 

655,117 

625,281 

636,982 

708,327 

759.970 

738,699 

726,139 

716,898 

964.896 

8,433,690 

Marketing/Events  (Toole)  - Personnel 

73,086 

81,749 

81,750 

81,751 

81 ,752 

81,753 

81,754 

81,755 

81,756 

81,757 

81,758 

81,759 

972,382 

Marketing/Events  (Toole)  - Other  Costs 

114,549 

141,165 

115,097 

184.707 

139,402 

169,343 

96,058 

113,448 

112,394 

168.788 

138,736 

95,236 

1.588,920 

Total  Marketing/Events  (Toole) 

187,635 

222,914 

196.847 

266,458 

221,154 

251,096 

177,812 

195,203 

194,150 

250,545 

220,494 

176,995 

2,561,302 

Finance/Admin  (Strahan)  - Personnel 

90,266 

90,266 

94,597 

94,597 

94,597 

94,597 

100,372 

100,372 

100,372 

100,372 

100,372 

100,372 

1,161,154 

Finance/Admin  (Strahan)  - Other  Costs 

52,067 

51,705 

52,669 

51,672 

51,283 

51,208 

53,093 

51,944 

51,870 

51,726 

51,654 

51,654 

622,546 

Total  Finance/Admin  (Strahan) 

142,333 

141,971 

147,266 

146,269 

145,880 

145,805 

153,466 

152,316 

152,243 

152,098 

152,027 

152,027 

1,783,700 

Corporate  (Cunningham)  - Personnel 

26,661 

26,661 

26,661 

26,661 

26,661 

26,661 

26,661 

26,661 

26,661 

26,661 

26,661 

26,661 

319,935 

Corporate  (Cunningham)  - Other  Costs 

12,644 

12,588 

12,485 

12,414 

12,359 

12,348 

12,296 

12,276 

12,266 

12,247 

12,238 

12,238 

148,399 

Total  Corporate  (Cunningham) 

39,305 

39,250 

39,146 

39,075 

39,020 

39,009 

38,957 

38,937 

38,928 

38,908 

38,899 

38,899 

468,334 

Total  Expenses  before  bonuses 

1,564,378 

1,639,159 

1,708,609 

1,757,164 

1,712,150 

1,756,286 

1,772,576 

1,844,697 

1,827,869 

1,873,711 

1,833,929 

2,038,429 

21,328,956 

EBITDA  before  bonuses 

74,029 

54,112 

549 

154,808 

132,615 

226.384 

136,002 

175,152 

274,341 

396,145 

437,274 

232,193 

2,293,605 

Bonuses 

Executives 

67,856 

67,856 

67,856 

67,856 

67,856 

67,856 

67,856 

67,856 

67,856 

67,856 

67,856 

67,856 

814,275 

Directors 

25,025 

25,025 

25,025 

25,025 

25,025 

25,025 

25,025 

25,025 

25,025 

25,025 

25,025 

25,025 

300,300 

Managers 

8,914 

9,636 

9,636 

9,636 

9,636 

9,636 

9,636 

9,636 

9,636 

9,636 

9,636 

9,636 

114,907 

Staff 

18,937 

19,755 

20,549 

21,271 

22,434 

22,723 

23,493 

23,493 

23,493 

23,493 

23,493 

23,493 

266,627 

Total  Bonuses 

120,732 

122,272 

123,066 

123,788 

124,951 

125,240 

126,010 

126,010 

126,010 

126,010 

126,010 

126,010 

1,496,109 

EBITDA 

(46,704) 

(68,161) 

(122,517) 

31,020 

7,664 

101,144 

9,992 

49,143 

148,332 

270,136 

31 1 ,265 

106,183 

797,496 

Depreciation  & Amortization 

53,708 

57,085 

60,678 

61,828 

63,601 

64,151 

70,361 

71,314 

73,025 

74,196 

76,577 

79,338 

805,862 

Current 

51,002 

51,002 

51,002 

51,002 

51,002 

51,002 

51,002 

51,002 

51,002 

51,002 

51,002 

51,002 

612,024 

2005  additive 

2,706 

6,083 

9,676 

10,826 

12,599 

13,149 

19,359 

20,312 

22,023 

23,194 

25,575 

28,336 

193,838 

— — 

Operating  Income  / (Loss) 

(100,412) 

(125,246) 

(183,195) 

(30,808) 

(55,937) 

36,993 

(60,369) 

(22,171) 

75,307' 

195,940 

234,688 

26,845 

(8,366) 

Other  Revenues  / (Expenses) 

2,708 

2,845 

2,633 

2,288 

1,941 

1,676 

1,417 

1,195 

1,082 

1,088 

1,145 

1,287 

21,301 

Income  / (Loss)  Before  Taxes 

(97,704) 

(122,401) 

(180,562) 

(28,521) 

(53,996) 

38,669 

(58,952) 

(20,977) 

76,388 

197,027 

235,832 

28,132 

12,935 

Provision  for  Income  Taxes 

- 

. 

... 

Net  Income  / (Loss) 

(97,704) 

(122,401) 

(180,562) 

(28,521) 

(53,996) 

38,669 

(58,952) 

(20,977) 

76,388 

197,027 

235,832 

28,132 

12,935 

Notes: 

Personnel  costs  include  commissions  for  sales  people 

Consulting  BD  roles  up  to  Plexico 

Events  and  SS  salespeople  role  up  to  Padalino 

R-P  2005  Summary  (5)  122004  PAC.xls 


4 of  5 


Confidential  - INPUT 


© 


e 

INPUT  2005  PLAN 
D.  US  Cash  Flow 


r 

Date  Printed:  1/18/2006 


Statement  of  Cash  Flow 

Cash  Flow  by  Month  - 2005  Plan 

2004  Fcst  (1) 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul  1 Aug 

Sep 

Oct 

'■  Nov 

Dec 

Year 

Operating  Activities 

J$(T465,000) 

$ (97,704) 

$ (122,401) 

$ (180,562)“ 

$ (28,520) 

$ (53,996) 

$ 38,669 

$ (58,952) 

~$  235^833 

$ 28,132 

Net  Income 

$ (20,976) 

$ 76,389 

$ 197,028 

$ 12,939 

Adjustments  to  reconcile  net  income  to  cash 

Depreciation  & Amortization 

435,000 

53,708 

57,085 

60,678 

61,828 

63,601 

64,151 

70,361 

71,314 

73,025 

74,196 

(329,947) 

76,577 

(185,932) 

79,338 

(1,931,675) 

805,862 

(2,109,077) 

(Inc.)  / Dec.  in  Accounts  Receivable,  Net 

(528,000) 

446,246 

492,514 

(245,280) 

620,720 

104,650 

(159,355) 

(650,764) 

(470,042) 

199,788 

(Inc.)  / Dec.  in  Other  Current  Assets 

(181,000) 

- 

- 

- 

- 

- 

- 

- 

Inc.  / (Dec.)  in  Accounts  Payable 

(231,000) 

16,000 

31,912 

(921,799) 

9,064 

263,281 

(1,199) 

163,657 

49,909 

(218,343) 

(41,812) 

19,719 

(43,123) 

10,752 

(4,313) 

46,811 

(26,065) 

(36,375) 

15,280 

Inc.  / (Dec.)  in  Accrued  Liabilities 

129,931 

141,169 

(56,797) 

167,745 

119,892 

109,177 

128,425 

310,982 

337,322 

Inc.  / (Dec.)  in  Accrued  Interest 

- 

- 

- 

- 

- 

- 

- 

- 

. 

_ 

. 

. 

Inc.  / (Dec.)  in  Inccme  Taxes  Payable 

* 

- 

- 

- 

- 

- 

- 

- 

- 

4,905~443 

— 

Inc.  / (Dec.)  in  Deferred  Revenue 

2,270,000 

161,727 

451,147^ 

426,427 

(217,697) 

(30,419) 

(74,559) 

459,297 

478,897 

144,932 

544,328 

387,180 

2,174,180 

Inc.  / (Dec.)  in  Other  Liabilities 





Net  Cash  Flow  from  Operating  Activities 

316,000 

(325,909) 

1,150,691 

223,722 

267,898 

171,955 

29,795 

(279,977) 

237,690 

609,713 

641,593 

616,018 

624,582 

3,967,768 

2004  Net  Cash  Flow  from  Operating  Activities 

(99,171)  190,611  406,688 

(69,906)  248,310 

(98,764)  14,276  73,957  (48,576)  (149,017)  240,241  (386,664) 

321,985 

Investing  Activities 

Fixed  Assets 

(800,000) 

(240,567) 

(260,067) 

(247,567) 

(62,067) 

(85,067) 

(23,067) 

(223,567) 

(28,567) 

(41,067) 

(21,067) 

(28,567) 

(16,567) 

(1,277,800) 

Other 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Net  Cash  Flow  from  Investing  Activities 

(800,000) 

(240,567) 

(260,067) 

(247,567) 

(62,067) 

(85,067) 

(23,067) 

(223,567) 

(28,567) 

(41 ,067) 

(21,067) 

(28,567) 

(16,567) 

(1,277,800) 

Financing  Activities 

Note 

- 

- 

- 

- 

- 

- 

- 

- 

- 

. 

_ 

- 

Equipment  Loan 

- 

- 

- 

- 

- 

- 

- 

- 

- 

. 

. 

Common  Stock 

1,600 

- 

- 

_ 

- 

- 

- 

- 

- 

- 

- 

- 

. 

. 

Net  Cash  Flow  from  Financing  Activities 

1,600 

- 

- 

- 

- 

- 

- 

- 

- 

- 

_ 

. 

. 

_ 

Increa 

se  (Decrease)  in  Cash  and  Cash  Equivalen 

(482,400) 

(566,476) 

890,624 

(23,845) 

205,831 

86,888 

6,728 

(503,544) 

209,123 

568.646 

620,527 

587,451 

608,015 

2,689,968 

Cash 

Cash 

and  Cash  Equivalents  at  Beginning  of  the  Y 

3,164,726 

2,558,401 

1,991,925 

2,882,549 

2,858,704 

3,064,535 

3,151,423 

3,158,151 

2,654,607 

2,863,730 

3,432,376 

4,052,903 

4,640,354 

2,558,401 

and  Cash  Equivalents  at  the  End  of  the  Yea 

$ 2.682,326 

$1,991,925 

$2,882,549 

$2,858,704 

$3,064,535 

$3,151,423 

$3,158,151 

$2,654,607 

$2,863,730 

$3,432,376 

$4,052,903 

$4,640,354 

$5,248,369 

$5,248,369 

Note: 

(1)  2004  Forecast  is  current  year-end  forecast  (completed  after  November  was  closed). 

— 
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Name  / Hire  Date 

Title 

Start  Date 
2004 

Term  Date 

Start  Date 
(Year) 

Start  Date 
(Year) 

Start  Date 
(Month) 

2005 

Staffing 

Level 

2005  Dept. 
Totals 

Projected 

2004 

Hires 

Planned 

2005 

Hires 

MDS  Operations 

Dena  Kisala 

VP,  MDS  Operations 

10-May 

3 

2004 

6 

1.0 

1.0 

IT  & C4I  Opportunities 

Terrill,  Brian 

Manager,  Federal  IT  & C4I  Opportunities 

2 

2003 

10 

1.0 

Bezdek,  Darren 

Sr.  Analyst  (MyINPUT) 

16-Aug 

3 

2004 

9 

1.0 

Martin,  Mama 

Analyst 

15-Mar 

3 

2004 

4 

1.0 

Austin,  Barbara 

Analyst  (PT) 

1 

2002 

1 

0.5 

Robinson,  Ayana 

Analyst 

30-Aug 

3 

2004 

9 

1.0 

Bogart,  Michael 

Analyst 

7-Sep 

3 

2004 

10 

1.0 

Gaiser,  Gordon 

Analyst  (PT) 

2 

2003 

11 

0.5 

Nguyen.  Linda 

Analyst 

2 

2003 

1 

1.0 

Eldridge,  Brad 

Analyst 

2 

2003 

12 

1.0 

Jones,  Matt 

Analyst 

2 

2003 

12 

1.0 

Bittner,  Alissa 

Research  Associate 

15-Nov 

3 

2004 

11 

1.0 

Gamse,  Megan 

Sr.  Analyst 

2 

2003 

7 

1.0 

Walbert,  Debbie 

Analyst 

24-May 

3 

2004 

6 

1.0 

Wass,  Fiona 

Research  Associate 

18-Oct 

3 

2004 

6 

1.0 

13.0 

— 

TBH  ^ 

Manager 

4 

2005 

2 

1.0 

1.0 

TBH 

Sr.  Analyst 

4 

2005 

3 

1.0 

1.0 

TBH 

Sr.  Analyst 

4 

2005 

3 

1.0 

1.0 

TBH 

Sr.  Analyst 

4 

2005 

5 

1.0 

4.0 

1.0 

AEC  Opportunities 

1 1 

TBH 

Sr.  Analyst 

4 

2005 

5 

1.0 

1.0 

Brown,  Matthew 

Analyst 

18-Oct 

4 

2005 

6 

1.0 

1.0 

TBH 

Analyst 

4 

2005 

6 

1.0 

3.0 

1.0 

Agency  Profiles 

Whitehome,  Dawn 

Manager 

2 

2003 

4 

1.0 

Geurin,  Jen 

Analyst 

2 

2003 

4 

1.0 

Vallido,  Jose 

Data  Entry  Clerk 

9-Aug 

3 

2004 

9 

1.0 

3.0 

Vendor/  Contract 

Higgs.  Ashlea 

Manager 

1 

2002 

8 

1.0 

Boland,  Michael 

Sr.  Analyst 

15-Jan 

3 

2004 

2 

1.0 

2.0 

Price/Labor  Rate  DB 

TBH 

Sr.  Analyst 

3 

2004 

12 

1.0 

1.0 

Thayer.  Bruce 

Analyst 

7-Jun| 

3 

2004 

7 

1.0 

TBH 

Research  Associate 

3 

2004 

12 

1.0 

3.0 

1.0 

Task  Order  DB 

Bhat,  Deepak 

Sr.  Analyst 

1-Jul 

3 

2004 

7 

1.0 

Beekman,  Carey 

Analyst 

20-Sep 

3 

2004 

10 

1.0 

TBH 

Research  Associate 

4 

2005 

2 

1.0 

3.0 

1.0 

Teaming 

— 1 

TBH 

Mgr/Sr.  Analyst 

1-Jul 

4 

2005 

4 

1.0 

1.0 

TBH 

Research  Associate 

20-Sep 

4 

2005 

5 

1.0 

1.0 

TBH 

Research  Associate 

4 

2005 

5 

1.0 

3.0 

1.0 

Product  FOIA 

(NEW  GROUP) 

Holmgren,  Erik 

Research  Assoc 

30-Aug 

3 

2004 

9 

1.0 

Groff,  Alex 

Research  Assoc 

20-Sep 

3 

2004 

10 

1.0 

2.0 

Grants 

Hovda,  Kim 

Manager 

1 

2002 

1 

1.0 

Colman,  Justin 

Sr.  Analyst 

2 

2003 

3 

1.0 

Fenwick,  Elaine 

Data  Entry  Clerk 

23-Aug 

3 

2004 

9 

1.0 

3.0 

Federal  Market  Analysis 

Smith,  Payton 

Mgr,  FMA 

1 

2002 

1 

1.0 

Campbell,  Chris 

Sr.  Analyst 

2 

2003 

12 

1.0 

2.0 
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Name  / Hire  Date 

Title 

Start  Date 
2004 

Term  Date 

Start  Date 
(Year) 

Start  Date 
(Year) 

Start  Date 
(Month) 

2005 

Staffing 

Level 

2005  Dept. 
Totals 

Projected 

2004 

Hires 

Planned 

2005 

Hires 

State  & Local  Operations 

S&L  Opportunities 

Fedeli,  Marcus 

Manager,  S&L  Opportunity  Products 

1 

2002 

1 

1.0 

Lockridge,  Josh 

Analyst,  S&L 

2 

2003 

12 

1.0 

Brynda.  Teresa 

Analyst,  S&L 

14-Jun 

3 

2004 

7 

1.0 

Turner,  Alex 

Sr.  Analyst,  S&L 

1 

2002 

9 

1.0 

Sajko,  Jason 

Analyst,  S&L 

2 

2003 

4 

1.0 

Brett,  Tim 

Analyst.  S&L 

2 

2003 

7 

1.0 

Rudisill,  Jessica 

Analyst 

5-Apr 

3 

2004 

5 

1.0 

Thupthien,  Pepe 

Analyst,  S&L 

3 

2004 

11 

1.0 

8.0 

State  Profiles 

Ashby,  Sherry 

Sr.  Analyst 

3 

2004 

1 

1.0 

10 



S&L  Vertical  Analysis 

Krouse,  Jim 

Mgr,  S&L  Mkt  Analysis 

2 

2003 

5 

1.0 

1.0 

Client  Support 

Haney,  Brian 

Mgr,  Client  Support 

2 

2003 

8 

1.0 

Haleen,  Suzy 

Sr.  Analyst 

2 

2003 

3 

1.0 

Pla,  Carly 

Analyst,  Client  Support 

1-Nov 

3 

2004 

11 

1.0 

Ferris,  Corey 

Assistant,  Client  Support  (FOIA) 

12-Jul 

3 

2004 

8 

1.0 

Thompson.  Mike 

Sr.  Analyst 

16-Jul 

3 

2004 

8 

1.0 

Sait,  Noreen 

Research  Assoc 

7-Sep 

3 

2004 

10 

1.0 

6.0 

TOTAL  MDS  OPERATIONS 

58.0 

58.0 

2.0 

11.0 

Sales  Manaaement 

Padalino,  Peggy 

VP  Sales 

3 

2004 

1 

1.0 

Peacock,  Don 

Sr  Mgr  Field  Sales 

1 

2002 

1 

1.0 

Gildea,  Chris 

Sr.  Mgr  Field  Sales 

1 

2002 

1 

1.0 

Trumpet,  Steve 

Mgr  Inside  Sales 

1 

2002 

9 

1.0 

Kerrigan,  Dan 

Mgr  Inside  Sales 

2 

2003 

9 

1.0 

Huppert,  Brian 

Mgr  Field  Sales 

3 

2004 

1 

1.0 

TBH 

Manager,  Strategic 

4 

2005 

2 

1.0 

7.0 

1.0 

Tracey,  Mike 

Acct  Mgr  - Strategic 

— 

3 

2004 

1 

1.0 

— 

Saraceno,  Eric 

Acct  Mgr  - Strategic 

3 

2004 

1 

1.0 

Sung,  Andy 

Acct  Mgr  - Strategic 

3 

2004 

1 

1.0 

TBH  Acct  Mgr  - Strategic 

4 

2005 

3 

1.0 

1.0 

Kahl,  Rana  Manager,  Strategic  Channel  Relationships  | 30-Aug ! 

3 

2004 

9 

1.0 

1 1 

TBH  Market  Analysis 

4 

2005 

4 

1.0 

6.0 

1.0 

Field  Sales  (Gildea) 

Sigman,  Linda 

Acct  Mgr 

19-Jul 

3 

2004 

8 

1.0 

Combs,  Mike 

Acct  Mgr 

2 

2003 

1 

1.0 

Morgan,  Sharon 

Acct  Mgr 

2 

2003 

4 

1.0 

Simpson,  Richard 

Acct  Mgr 

20-Sep 

3 

2004 

10 

1.0 

Gilbert,  Christine 

Acct  Mgr 

26-May 

3 

2004 

6 

1.0 

Griffith,  Baxter 

Acct  Mgr 

1-Aug 

3 

2004 

8 

1.0 

Jacques,  Corinne 

Acct  Mgr 

1-Mar 

3 

2004 

3 

1.0 

TBH  Renewals 

4 

2005 

1 

1.0 

1.0 

TERM  / TRANSFER 

4 

2005 

1 

(1.0) 

7.0  | | (1.0) 
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Name  / Hire  Date 

Title 

Start  Date 
2004 

Term  Date 

Start  Date 
(Year) 

Start  Date 
(Year) 

Start  Date 
(Month) 

2005 

Staffing 

Level 

2005  Dept 
Totals 

Projected 

2004 

Hires 

Planned 

2005 

Hires 

Field  Sales  (Peacock) 

Grothoff,  Sue 

Acct  Mgr 

1 

2002 

1 

1.0 

Grade,  Joni 

Acct  Mgr 

1 

2002 

6 

1.0 

Wright,  Nicole 

Acct  Mgr 

12-Apr 

3 

2004 

5 

1.0 

Salmon,  Mike 

Acct  Mgr 

2 

2003 

6 

1.0 

Sweeney,  Vincent 

Acct  Mgr 

4-Oct 

3 

2004 

10 

1.0 

Hangliter,  Bobby 

Acct  Mgr 

3 

2004 

1 

1.0 

Ian  Gross 

Acct  Mgr 

12-Apr 

3 

2004 

5 

1.0 

7.0 

Field  Sales  (HuDDert) 

McKinnon,  Russ 

Acct  Mgr 

2 

2003 

6 

1.0 

Jacobs,  Eric 

Acct  Mgr 

7-Jun 

3 

2004 

7 

1.0 

Jensen,  Mike 

Acct  Mgr 

26-Jan 

3 

2004 

2 

1.0 

TBH 

Acct  Mgr 

3 

2004 

12 

1.0 

1.0 

Wick,  Chrissy 

Acct  Mgr 

17-Feb 

3 

2004 

3 

1.0 

Barker,  Christine 

Acct  Mgr 

5-Apr 

3 

2004 

5 

1.0 

Holden,  Camilla 

Acct  Mgr 

14-Jun 

3 

2004 

7 

1.0 

TERM  / TRANSFER 

4 

2005 

1 

(1.0) 

(1.0) 

TERM  / TRANSFER 

4 

2005 

1 

(1.0) 

(1.0) 

TERM /TRANSFER 

4 

2005 

1 

(1.0) 

(1.0) 

TERM /TRANSFER 

4 

2005 

1 

(1.0) 

(10) 

TERM /TRANSFER 

4 

2005 

1 

(1.0) 

(10) 

TERM /TRANSFER 

4 

2005 

1 

(1.0) 

(10) 

TERM /TRANSFER 

4 

2005 

1 

1122 

- 

(i  o: 

Inside  Sales  (Trumpet) 

Brooks,  Justin 

Sales  Rep  - New 

6-Jul 

3 

2004 

8 

1.0 

Bagshaw,  Jason 

Sales  Rep  - New 

3-May 

3 

2004 

4 

1.0 

Hall,  Scott 

Sales  Rep  - New 

8-Mar 

3 

2004 

4 

1.0 

Roth,  Joe 

Sales  Rep  - New 

9-Feb 

3 

2004 

3 

1.0 

Noyes,  Jim 

Sr.  Sales  Rep  - New 

2 

2003 

4 

1.0 

Baldwin,  Christina 

Sales  Rep  - New 

14-Jun 

3 

2004 

7 

1.0 

Hemrajani,  Milan 

Sales  Rep  - New 

26-Jul 

3 

2004 

8 

1.0 

Sturdevant,  Ian 

Sales  Rep  - New 

2-Aug 

3 

2004 

8 

1.0 

Tnvisani,  Olivia 

Sales  Rep  - New 

2 

2003 

12 

1.0 

Queem,  Caleb 

Sales  Rep  - New 

30-Aug 

3 

2004 

9 

1.0 

TBH 

Renewals 

4 

2005 

1 

1.0 

1.0 

TERM  / TRANSFER 

4 

2005 

1 

(1.0) 

(1.0) 

TERM /TRANSFER 

4 

2005 

1 

(1.0) 

9.0 

do 

Inside  Sales  (Kerriaan) 

Shields,  John 

Sales  Rep  - New 

20-Sep 

3 

2004 

10 

1.0 

Sanchez  (Jorstad)  Kristen 

Sales  Rep  - New 

2 

2003 

11 

1.0 

Banks,  Richard 

Sales  Rep  - New 

2 

2003 

12 

1.0 

Weiner,  Jason 

Sales  Rep  - New 

7-Jun 

3 

2004 

7 

1.0 

Carey,  Patrick 

Sales  Rep  - New 

20-Sep 

3 

2004 

10 

1.0 

Kent,  Brian 

Sales  Rep  - New 

2-Feb 

3 

2004 

2 

1.0 

Masry,  Jeanine 

Sales  Rep  - New 

20-Sep 

3 

2004 

10 

1.0 

Aman,  Solaiman 

Sales  Rep  - New 

4-Oct 

3 

2004 

10 

1.0 

Patel,  Mitesh 

Sales  Rep  - New 

4-Oct 

3 

2004 

10 

1.0 

Settar,  Milton 

Sales  Rep  - New 

4-Oct 

3 

2004 

10 

1.0 

TBH 

Renewals 

4 

2005 

1 

1.0 

1.0 

TERM  / TRANSFER 

4 

2005 

1 

(10) 

(1.0) 

TERM /TRANSFER 

4 

2005 

1 

(1.0) 

9.0 

(1  o: 
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Name  / Hire  Date 

Title 

Start  Date 
2004 

Term  Date 

Start  Date 
(Year) 

Start  Date 
(Year) 

Start  Date 
(Month) 

2005 

Staffing 

Level 

2005  Dept. 
Totals 

Projected 

2004 

Hires 

Planned 

2005 

Hires 

Inside  Sales  (NEW) 

TBH 

Sales  Rep  - New 

4 

2005 

1 

1.0 

1.0 

TBH 

Sales  Rep  - New 

4 

2005 

1 

1.0 

1.0 

TBH 

Sales  Rep  - New 

4 

2005 

2 

1.0 

1.0 

TBH 

Sales  Rep  - New 

4 

2005 

2 

1.0 

1.0 

TBH 

Sales  Rep  - New 

4 

2005 

3 

1.0 

1.0 

TBH 

Sales  Rep  - New 

4 

2005 

3 

1.0 

1.0 

TBH 

Sales  Rep  - New 

4 

2005 

4 

1.0 

1.0 

TBH 

Sales  Rep  - New 

4 

2005 

4 

1.0 

1.0 

TBH 

Renewals 

4 

2005 

1 

1.0 

9.0 

1.0 

AEC  Sales  (NEW) 

TBH 

Acct  Mgr 

4 

2005 

7 

1.0 

1.0 

TBH 

Sales  Rep  - New 

4 

2005 

7 

1.0 

1.0 

TBH 

Sales  Rep  - New 

4 

2005 

8 

1.0 

1.0 

TBH 

Sales  Rep  - New 

4 

2005 

8 

1.0 

4.0 

1.0 

Young.  Bill 

Sales  Engineer,  Software 

— 

1 

2002 

1 

1.0 

— 

TERM /TRANSFER 

4 

2005 

1 

m 

0 0) 

TBH 

Software  Sales  Specialist 

4 

2005 

2 

1.0 

1.0 

1.0 

Event  Sales  (NEW) 

1 1 

TBH 

Sales  Rep  - Sponsorships 

4 

2005 

1 

1.0 

1.0 

1.0 

Sakole.  Jennifer 

Sr.  Analyst/Trainer  (PT) 

— 

— 

2 

2003 

7 

0.5 

— 

— 

Murphy,  Kristen 

Sr.  Analyst/Trainer 

2 

2003 

12 

1.0 

Lee,  Susan 

Analyst/Trainer 

5-Jan 

3 

2004 

1 

1.0 

Fraser.  Peggy 

Analyst/Trainer 

9-Aug 

3 

2004 

9 

1.0 

TBH 

Analyst/Trainer 

4 

2005 

2 

1.0 

1.0 

TBH 

Analyst/Trainer 

4 

2005 

7 

1.0 

1.0 

TBH 

Sr.  Analyst/Trainer 

4 

2005 

4 

1.0 

6.5 

1.0 

Sales  Support-Lead  Generation 

Dargis,  Drew 

Sales  Analyst,  Leads 

3-May 

3 

2004 

5 

1.0 

Tenorio,  Dayna 

Sales  Analyst,  Leads 

1 

2002 

9 

1.0 

Hanley.  Matt 

Mgr  Sales  Productivity 

15-Apr 

3 

2004 

5 

1.0 

3.0 

TOTAL  MDS/SS  SALES 

■ 

69.5 

69.5 

1.0 

11.0 

. - 

— 

— 

■ 

Shu,  Lauren 

Director 

— 

2 

2003 

6 

1.0 

— 

Brewer,  Rich 

Sr.  Consultant 

1-Jun 

3 

2004 

6 

1.0 

Chenault,  Gennifer 

Sr.  Analyst 

1-Aug 

3 

2004 

8 

1.0 

Feygina,  Anna  (Tranfer) 

Analyst 

6-May 

3 

2004 

6 

1.0 

TBH 

Sr.  Analyst 

4 

2005 

5 

1.0 

1.0 

TBH 

Sr.  Consultant 

4 

2005 

7 

1.0 

6.0 

1.0 

Consulting  - Sales 

1 

TBH 

Director,  Bus  Dev 

—3. 

200/ 

— H 

1.0 

1.0 

1.0 

Planning  & Product  Development  (Central) 

r~ 

Plexico,  Kevin 

EVP 

1 

2002 

i 

1.0 

Dagutis,  Schalene 

Director,  Prod  Dev 

6-Jul 

3 

2004 

8 

1.0 

Creamer,  Mark 

Director,  Prod  Planning 

1 

2002 

ii 

1.0 

Laing,  Grant 

Product  Manager 

26-Jan 

3 

2004 

2 

0.5 

Robinette,  Mike 

Analyst,  Prod  Planning 

3 

2004 

12 

1.0 

4.5 



Plannina  & Product  Developmen 

t (Software) 

Laing,  Grant 

Product  Manager 

26-Jan 

3 

2004 

2 

0.5 

0.5 

TOTAL  CONSULTING  / PRODUCT  PLANNING 

12.0 

12.0 

- 

3.0 

MDS  Software  Development 

Madden,  Scott 

Senior  Developer 

1-Jun 

3 

2004 

6 

1.0 

Treszczotko,  Paul 

Senior  Developer 

2 

2003 

4 

1.0 

Lukehart,  Ryan 

Manager,  Development 

2 

2003 

4 

1.0 

Payne.  Kenneth 

Sr.  Developer 

3 

2004 

8 

1.0 

Mitchell,  Eric 

Sr.  Developer 

8-Mar 

3 

2004 

4 

1.0 

Pugh.  Brian 

Sr  Developer 

1-Jun 

3 

2004 

6 

1.0 

Darling,  Elysa 

Web  Designer 

1-Jun 

3 

2004 

6 

1.0 

Krusha,  Siritha 

Developer 

19-Jul 

3 

2004 

8 

1.0 

Waits,  Ryan 

Developer 

28-Jun 

3 

2004 

7 

1.0 

TRANSFER  from  Prod  Dev 

QA 

4 

2005 

2 

1.0 

10.0 

1.0 

Software  Solutions 

— 

— 

Zafran,  Aaron 

Sr  Developer 

1 

2002 

i 1 

1.0 

1.0 

IT  Operations  (Central) 

Massey,  Scott 

Mgr  IT  Infrastructure 

1 

2002 

1 

1.0 

Wenger,  Jason 

Network  Admin 

1 

2002 

4 

1.0 

Ruocco,  Mike 

Network  Engineer 

2 

2003 

3 

1.0 

Todd  Rice 

Help  Desk  Admin 

1-Jan 

3 

2004 

1 

1.0 

4.0 

Software  Development  (Central) 

Wieser,  Jace 

VP  Systems  Development 

6-Jul 

3 

2004 

8 

1.0 

Bainum,  Selene 

Sr  Developer 

2 

2003 

7 

1.0 

2.0 
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Name  / Hire  Date 

Title 

Start  Date 
2004 

Term  Date 

Start  Date 
(Year) 

Start  Date 
(Year) 

Start  Date 
(Month) 

2005 

Staffing 

Level 

2005  Dept 
Totals 

Projected 

2004 

Hires 

Planned 

2005 

Hires 

TOTAL  SOFTWARE  DEVELOPM 

ENT  / IT 

17.0 

17.0 

- 

1.0 

Marketing  (Central) 

Toole,  Steven 

VP  Marketing 

17-May 

3 

2004 

6 

1.0 

Morgan,  Amanda 

Director,  Marketing 

1 

2002 

5 

1.0 

Krall,  Corey 

Graphic  Designer 

15-Nov 

3 

2004 

12 

1.0 

Sedar,  Lara 

Sr.  Analyst,  Mktg  Comm 

1-Nov 

3 

2004 

11 

1.0 

Broersma,  Dana 

Marketing  Prospect  Analyst 

17-Feb 

3 

2004 

3 

1.0 

Rashkin,  Suzanne 

Sr.  Analyst,  Mktg  Comm 

7-Sep 

3 

2004 

10 

1.0 

TBH 

Webmaster 

4 

2005 

2 

1.0 

7.0 

1.0 

Reinauer,  Jessica 

Marketing  Analyst  (Events) 

27-Jul 

3 

2004 

8 

1.0 

Valleskey,  Matthew 

Director,  Events 

28-Jun 

3 

2004 

7 

1.0 

Julie  Brigden 

Marketing  Analyst  (Events) 

3 

2004 

1 

1.0 

TBH 

Marketing  Analyst  (Events) 

3 

2004 

12 

1.0 

4.0 

1.0 

TOTAL  MARKETING  / EVENTS 

11.0 

11.0 

1.0 

1.0 
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Name  / Hire  Date 

Title 

Start  Date 
2004 

Term  Date 

Start  Date 
(Year) 

Start  Date 
(Year) 

Start  Date 
(Month) 

2005 

Staffing 

Level 

2005  Dept 
Totals 

Projected 

2004 

Hires 

Planned 

2005 

Hires 

Coroorate 

Cunningham,  Peter 

President 

1 

2002 

1 

1.0 

Cunningham,  Pat 

Corp.  Secretary 

1 

2002 

1 

1.0 

2.0 

Finance  ICentralt 

Strahan.  Doug 

Vice  President  & CFO 

1 

2002 

1 

1.0 

Odom,  Russ 

Controller 

2 

2003 

6 

1.0 

Thomas,  Amy 

Accountant 

2 

2003 

4 

1.0 

Gates,  Kevin 

Assistant  Controller 

29-Nov 

3 

2004 

12 

1.0 

Brasil,  Donna 

Accounting  Asst 

19-Apr 

3 

2004 

5 

1.0 

Shaw,  Andrea 

Accounting  Asst 

24-May 

3 

2004 

6 

1.0 

TBH  Financial  Analyst 

4 

2005 

7 

1.0 

7.0 

1.0 

Human  Resources  (Central) 

Hart,  Scharline 

Benefits/Personnel 

20-Sep 

3 

2004 

10 

1.0 

Worrall,  Nicola 

HR  Director 

14-Jun 

3 

2004 

7 

1.0 

Butler,  Mary  Beth 

Recruiter 

30-Aug 

3 

2004 

9 

1.0 

3.0 

Administration  (Central) 

Swensson,  Jen 

Ofc  Mgr 

2 

2003 

9 

1.0 

Lewis,  Heather 
Miller,  Stephanie 

Admin  Asst  (Receptionist) 

2-Aug 

3 

2004 

8 

1.0 

Practices  Admin 

2 

2003 

10 

1.0 

TBH  Facilities  Assistant 

3 

2004 

12 

1.0 

1.0 

TBH 

Exec  Asst 

3 

2004 

12 

1.0 

5.0 

1.0 

TOTAL  CORPORATE  / ADMIN 

17.0 

17.0 

2.0 

1.0 

TOTAL 

184.5 

184.5 

6.0 

28.0 
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2005  Sales  Project 


Ken  Byrne 


Reston,  VA 


Proprietary  and  Confidential  - INPUT  1 1/12/2004 


• Sales  missing  Plan  for  multiple  reasons. 

• No  silver  bullet. 

• Key  issues: 

- Skill  levels:  Find  the  need.  Build  the  Pain.  Sell 
Benefits  not  Features. 

- Activity  levels  insufficient  to  deliver  pipeline  power. 

— Need  to  make  better  use  of  company  product  for 
sales  teams. 

- Buffer  too  narrow  between  individual  quota  roll  ups, 
sales  manager  targets  and  company  goal. 

1 1/12/2004  Proprietary  and  Confidential  - INPUT  Page  2 


Proprietary  and  Confidential  - INPUT 


Page  1 j 


Presentation  Name 


11/11/2004 


^ • Formal  Sales  Training  needed  across 
board. 

^ • Sales  Management  Coaching  targets 

should  be  set  for  sales  force  development. 

✓ ® Measurement  of  individual  Sales  Executive 
monthly  forecast  accuracy  should  be  done 
on  a regular  basis 

® Pipeline  construction  is  done  ad  hoc  and 
should  be  standardized  and  consistently 
managed. 
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Recommendations: 

- Maintain  Geographic  v.  Lines  of  Business  (LOB) 
structure. 

- Develop  Subject  Matter  Experts  by  LOB  in  the 
Demo/Training  group. 

- Sales  Prospect  Analysts  should  be  focused  on  Quality 
of  leads  v.  Quantity  and  aligned  either  in  Sales  or 
Marketing. 

- Commissionable  sales  staff  should  be  certified  on 
product  to  earn  commission  dollars. 

- Need  to  address  Product  Marketing  activity. 


11/12/2004 
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✓ • Establish  Strategic  Account  Group: 
• Quota: 


✓ 


11/12/2004 


- Budget  buffers  are  tight  to  allow  for  smooth 
performance  attainment  of  company  goals. 

- 2003  Comp  Plan  is  raw  $$  based. 

■^Consider:  Performance  Over  Goal  incentives  for 
achieving  $$$  goal  AND  product  mix  objectives. 


Proprietary  and  Confidential  - INPUT  Page  5 


X • Sales  Manager  Comp  plan  structure  could 
result  in  mediocre  performance  tolerance  due 
to  narrow  buffer  to  target. 

- 50%  performance  is  better  than  0% 
vacancy. 

✓ • Sales  skills  training. 
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Presentation  Name 


11/11/2004 


X * Client  refresher  training  is  demand  driven. 

-Consider:  a structured,  periodic  INPUT 
driven  client  refresher  training  approach  to: 
<=> Introduce  new  features  and  benefits. 

^Pump  up  usage. 

^Identify  satisfaction  issues. 

■^Surface  renewal  pitfalls. 

^Capture  new  opportunities. 


1 1/12/2004  Proprietary  and  Confidential  - INPUT  Page  7 


^ « Extend  My  Prospects  access  to  reception  to  capture 
and  track  incoming  phone  leads  v.  voice  mail  when 
Account  Manager  is  engaged. 

^ • INPUT  should  develop  clear  and  consistent  “elevator 
pitch”  sound  bytes  for  use  across  the  firm  - stay  on 
message;  develop  a mantra. 
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INPUT 


Month  1 


Month  2 


Month  3 


Pipeline  Actual 
Time 


11/12/2004 
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October  November  December 
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Pipeline  to  Plan  2004 


Jul  Aug  Sep  Oct 


1 1/12/2004  Proprietary  and  Confidential  - INPUT  Page  1 1 


• Staff  Turnover  has  4 way 
compounding: 

-Loss  of  immediate  pipeline 
^approx.  $30,000 
-Loss  during  open  territory 
<=>  60  days  = $60,000 
-Loss  during  ramp 
^Approx  $45,000 
^Total:  $135,000 

- Diluted  focus  of  Sales 
Manager  during  process 
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• Sales  Staff  Turnover 

- 20 

• Cost  per  Turnover; 

- $135,000 

• Total  2004  Turnover 
Cost: 

^>20  x $135,000 
=$2,700,000 
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• Staff  Turnover  Reasons  (20): 


Performance 

11 

Better  Offer 

5 * 

Cultural  Fit 

1 

Hiring  Mistake 

1 

Recruited  by  Client 

2 * 

1 1/12/2004  Proprietary  and  Confidential  - INPUT  Page  13 


• Actions  Taken 

- Improved  Recruiting  to  shorten  hire  cycle 

- Best  Practices  effort  including  candidate  Sales 
Presentation 

- Broad  interview  process  to  improve 
assessment 

- More  initial  product,  practice,  sales  training 
and  coaching  to  improve  success  rate 


11/12/2004 
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• 2004  Cost  of  Not  Acquiring  FSI: 

- Foregone  Revenue: 

0>$473,  722 

- Competitive  Losses: 

^$762,480 

- Total: 

^$1,236,202 

-3  Year  Cost  at  no  further  erosion  in  2005/6: 

0>  $3,708,606 

1 1/1 2/2004  Prophetary  and  Confidential  - INPUT  Page  15 


• Productivity  Loss 

- Saies  activity  in  FSI  competitions 

06  calls  with  v.  4 calls  without  = 50%  increase 
OWins  v.  Losses  4:1 
-Through  October: 

040  Losses  + 161  Wins  = 201  x 2 extra  calls  = 402 
extra  sales  calls  with  no  add  revenue 

- Assume  5%  success  ratio  on  402  calls  = 20  sales 

- Average  sale  is  $17,719 
-Production  loss  is  an  additional  $356,151 
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Sales  & Customer  Growth 


2002  2003  2004  2005 


— 1 

1 1/12/2004  Proprietary  and  Confidential  - INPUT  Page  1 7 


—•—Sales 
— S/Customer 


Order  Size 


19000 

18000 

17000  o 

E 

a 

16000  " 
o 

15000 


14000 

2002  2003  2004  2005 
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Orders  v.  Lead  Growth 


2002  2003  2004  2005 
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INPUT 


CSAM  Activity 


a> 

O 


11/12/2004 

<3 
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100% 


50% 


0% 

New  Training  Refresher  Demos 
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v> 

</> 

TO  > 
13 
C 


Top  100  Usage  Bottom  100  Usage 


■ Training 
□ Cancel  rate 


11/12X004 
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Customers,  Sales,  CSAMs 


2002  2003  2004  2005 
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Customers  v.  Renewals  v.  CSAMs 


2002  2003  2004  2005 
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Name 

Score 

Don  Peacock 

165 

Chris  Gildea 

186 

Mike  Tracey 

176 

Steve  Trumpet 

184 

Dan  Kerrigan 

182 

Average  Score 

176.2 

NOTES 

• Weighted  Scale  goes  from  0 
(dead  - cannot  fog  a mirror)  to 
275  (perfect  - walks  on  water 
without  swimming  aid). 

• Solid  “Average”  is  165 

• Solid  “Above  Average"  is  220 

• Don  is  measured  as  Sales 
Director  versus  Sales  Manager. 
(Slightly  Higher  Standards) 


11/12/2004 
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Name 

Score 

Don  Peacock 

191 

Chris  Gildea 

204 

Brian  Huppert 

164 

Steve  Trumpet 

208 

Dan  Kerrigan 

205 

Average  Score 

195 

NOTES 

• Weighted  Scale  goes  from  0 
(dead  - cannot  fog  a mirror)  to 
275  (perfect  - walks  on  water 
without  swimming  aid). 

• Solid  “Average”  is  165 

• Solid  “Above  Average”  is  220 

• Don  is  measured  as  Sales 
Manager. 
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• Definitions  Used: 

-Promote:  ready  for  next  level  job  today.  Has  the  skills, 
maturity  and  capacity  to  take  on  more  responsibility 

-Develop:  Shows  promise  for  promotion  but  needs  more 
time  in  current  role  with  coaching  and  skills  development. 
Handles  current  role  capacity  and  responsibility  but 
sometimes  struggles. 

-Maintain:  adequate  in  current  role  with  little  current 
promotion  prospects.  Worker  bee  “gets  it  done”.  This 
person  may  be  a blocker  to  a “Promote”  or  “Develop” 
player. 

-Replace:  in  over  head  in  current  role.  Lacks  the  skills, 
capacity  and/or  maturity  to  deliver  in  current  position. 
Should  be  moved  aside  to  a better  fit  position  or  replaced. 
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11/11/2004 


Replace 

Promote 

Don 

Mike 

Maintain 

Chris 

Steve 

Dan  Develop 
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Replace 


Don 


Promote 


Chris 


-Steve 


Don 


Maintain 


Dan 

Dan 

Brian 


Chris 


Steve 


Develop 
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11/11/2004 


• Change  Renewal  Rate  Calculation 

- Rate  should  be  net  of  increases  & decreases 
within  30  day  window  of  renewal 

• Implement  Master  Services  Agreement  and 
simple  order  schedules  for  products 

• Include  Evergreen  clause  in  base  contract 

• Consider  10%  price  increase  with  a 10% 
discount  for  2 year  contract  term 
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INPUT 


• Each  Exec.  Team  member  should  be  the 
Executive  Sponsor  for  5 Strategic  Accounts 

- Semi  Annual  Meeting  with  client  “C”  level 

- Probe  for  client  business  challenges  and 
strategic  direction  shifts 

- Seek  solution  synergies  between  INPUT  and 
client 

- Become  a client  “Go  To”  resource  for  problem 
escalation 
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Presentation  Name 
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INPUT 


• Outsource  data  collection  and  entry  to  India 

• Review  Board  of  Directors  Composition 
- expand  to  include: 

■=>1  former  senior  government  official 
^>1  former  senior  IT  vendor  executive 
^Both  should  have  name  cache  benefit 
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• What  new  markets  and  segments  (not 
products)  are  you  currently  working  to 
develop  for  2006  and  2007? 

• How  will  you  maintain  30-40%  revenue 
growth  at  10%  cost  growth? 

• What  is  the  next  great  thing? 

• How  many  customers  did  you  see  this 
week? 
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Orders  by  Segment 


Printed  1/13/2005 


PERIOD  ENDING  DECEMBER  31,  2004 

YEAR-TO-DATE 

Actual 

Forecast 

% Var.  to 
Forecast 

US 

MARKET  DEV.  SVCS 

Renewal  Subscriptions 

8,544,951 

8,403,089 

2% 

New  Subscriptions 

9,094,353 

9,263,206 

-2% 

Other 

(9,395) 

(9,395) 

0% 

17,629,909 

17,656,900 

0% 

SOFTWARE  SOLUTIONS 

151,140 

271,400 

-44% 

CONSULTING  SVCS 

641,000 

755,574 

-15% 

EVENTS 

737,997 

864,925 

-15% 

TOTAL  US  SALES  ORDERS 

19,160,046 

19,548,799 

-2% 

UK 

MARKET  DEV.  SVCS 

21,150 

284,053 

-93% 

CONSULTING  SVCS 

268,841 

378,571 

-29% 

EVENTS 

- 

23,000 

-100% 

TOTAL  UK  SALES  ORDERS 

289,991 

685,624 

-58% 

TOTAL  CONSOLIDATED  SALES  ORDERS 

19,450,037 

20,234,423 

-4% 

YEAR-TO-DATE 

Actual 

Plan 

% Var.  to 
Plan 

US 

MARKET  DEV.  SVCS 

Renewal  Subscriptions 

8,544,951 

8,405,356 

2% 

New  Subscriptions 

9,094,353 

10,607,169 

-14% 

Other 

(9,395) 

- 

0% 

17,629,909 

19,012,525 

-7% 

SOFTWARE  SOLUTIONS 

151,140 

337,805 

-55% 

CONSULTING  SVCS 

641 ,000 

606,371 

6% 

EVENTS 

737,997 

802,872 

-8% 

TOTAL  US  SALES  ORDERS 

19,160,046 

20,759,573 

-8% 

UK 

MARKET  DEV.  SVCS 

21,150 

323,754 

-93% 

CONSULTING  SVCS 

268,841 

345,003 

-22% 

1 1 

TOTAL  UK  SALES  ORDERS 

289,991 

668,757 

-57% 

] 1 

TOTAL  CONSOLIDATED  SALES  ORDERS 

19,450,037 

21,428,330 

-9% 
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Income  Summary 


PERIOD  ENDING  DECEMBER  31,  2004 

YEAR-TO-DATE 

Actual 

Forecast 

$ Var.  to 
Forecast 

% Var.  to 
Forecast 

Revenue 

16,407,566 

16,708,937 

(301,371) 

-2% 

EBITDA 

(739,984) 

(1,553,660) 

813,676 

52% 

Net  Income  / (Loss) 

(955,800) 

(1,947,368) 

991,568 

51% 

YEAR-TO-DATE 

Actual 

Plan 

$ Var.  to 
Plan 

% Var.  to 
Plan 

Revenue 

16,407,566 

17,224,101 

(816,535) 

-5% 

EBITDA 

(739,984) 

(989,442) 

249,458 

25% 

Net  Income  / (Loss) 

(955,800) 

(1,424,464) 

468,664 

33% 
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INPUT  SALES  ORDERS  BY  SEGMENT 
A.  Orders  bv  Segment 


r 

Printed  1/13/2005 


PERIOD  ENDING  PECEMBER  31,  2004 

CURRENT  MONTH 

YEAR-TO-DATE 

ANNUAL 

Actual 

Plan 

% Var.  to 
Plan 

Prior  Yr. 

% Var  tb 
Prior 

Actual 

Plan 

% Var.  to 
Plan 

Prior  Yr. 

% Var  to 
Prior 

Last  12 
Mths 

2004 

Annual  Plan 

2003 

Annual 

Actual 

US 

MARKET  DEV.  SVCS 

Renewal  Subs.  Base 

2,197,692 

1,449,705 

11,671,092 

7,149,240 

Renewal  Subscriptions 

1,867,416 

1 ,583,690 

18% 

1,257,626 

48% 

8,544,951 

8,405,356 

2% 

5,348,938 

60% 

8,544,951 

8,405,356 

5,348,938 

New  Subscriptions 

1,257,645 

1,661,830 

-24% 

1,315,399 

-4% 

9,094,353 

10,607,169 

-14% 

7,350,591 

24% 

9,094,353 

10,607,169 

7,350,591 

Other 

- 

- 

0% 

3,465 

-100% 

(9,395) 

- 

0% 

8,895 

-206% 

(9,395) 

- 

8,895 

3,125,061 

3,245,520 

-4% 

2,576,490 

21% 

17,629,909 

19,012,525 

-7% 

12,708,424 

39% 

17,629,909 

19,012,525 

12,708,424 

- 

Renewal  Rate 

85% 

72% 

< 57% 

73% 

72% 

<46% 

SOFTWARE  SOLUTIONS 

Hosted  Base 

- 

- 

104,529 

- 

104,529 

Renewal  Hosted 

- 

- 

0% 

- 

6% 

23,200 

87,805 

-74% 

- 

0% 

23,200 

87,805 

- 

New  Hosted 

17,090 

37,500 

-54% 

17,000 

1% 

96,175 

250,000 

-62% 

141,800 

-32% 

96,175 

250,000 

141,800 

Implementation  & Other 

. 

- 

0% 

- 

0% 

31,765 

- 

0% 

65,000 

-51% 

31,765 

- 

65,000 

17,090 

37,500 

-54% 

17,000 

T% 

^151,140 

337,805 

-55% 

206,800 

-27% 

151,140 

337,805 

206,800 

Actual  Renewal  Rate 

0% 

22% 

SUBTOTAL  MDS  + SS 

3,142,151 

3,283,020 

-4% 

2,593,490 

21% 

17,781,049 

19,350,330 

-8% 

12,915,224 

38% 

17,781,049 

19,350,330 

12,915,224 

| 

CONSULTING  SVCS 

_ --  _ 

Custom  & Other 

60,000 

62,513 

-4% 

(8,300) 

-823% 

641,000 

606,371 

6% 

44,224 

1349% 

641,000 

606,371 

44,224 

60,000 

62,513 

-4% 

(8,300) 

-823% 

641,000 

606,371 

6% 

44,224 

1349% 

641,000 

606,371 

44,224 

- 

EVENTS 

Attendance 

49,810 

29,104 

71% 

8,085 

516% 

601,237 

658,472 

-9% 

376,587 

60% 

601,237 

658,472 

376,587 

Sponsorship 

15,000 

25,400 

-41% 

- 

0% 

136,760 

144,400 

-5% 

- 

0% 

136,760 

144,400 

- 

— 

64,810 

54,504 

19% 

8,085 

702% 

(*737,997 

802,872 

-8% 

376,587 

96% 

737,997 

802,872 

376,587 

TOTAL  US  SALES  ORDERS 

3,266,961 

3,400,037 

-4% 

2,593,275 

26% 

19,160,046 

20,759,573 

-8% 

13,336,035 

44% 

19,160,046 

20,759,573 

13,336,035 

UK 

MARKET  DEV.  SVCS 

New  Subscriptions 

8,415 

52,501 

-84% 

- 

0% 

17,100 

323,754 

-95% 

- 

0% 

17,100 

323,754 

- 

Other 

- 

- 

0% 

- 

0% 

4,050 

- 

0% 

- 

0% 

4,050 

- 

- 

8,415 

52,501 

-84% 

- 

0% 

21,150 

323,754 

-93% 

- 

0% 

21,150 

323,754 

- 

Actual  Renewal  Rate 

0% 

0% 

CONSULTING  SVCS 

Custom  & Other 

- 

31,183 

-100% 

- 

0% 

268,841 

345,003  -22% 

- 

0% 

268,841 

345,003 

- 

. 

31,183 

-100% 

- 

0% 

268,841 

345,003  -22% 

- 

0% 

268,841 

345,003 

- 

TOTAL  UK  SALES  ORDERS 

8,415 

83,684 

-90% 

- 

0% 

289,991 

668,757  -57% 

- 

0% 

289,991 

668,757 

- 

1 

' 

TOTAL  CONSOLIDATED  SALES  ORDERS 

3,275,376 

3,483,721 

-6% 

2,593,275 

26% 

19,450,037 

21,428,330  -9% 

13,336,035 

46% 

19,460,037 

21,428,330 

13,336.035 

~1 
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INPUT  SALES  ORDERS  BY  SEGMENT  Printed  1/13/2005 

A.  Orders  by  Segment 


— r~ 

ACTUAL  / FORECAST  / PLAN  BY  MONTH 

— H 

Jan 

Feb 

Mar 

Apr  | May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Year 

Actual 

Actual 

Actual 

Actual  Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

ACTUAL / FORECAST 

US 

MARKET  DEV.  SVCS 

1,295,988 

1,190,291 

1,455,803 

889,399 

1,101,877 

1,082,775 

1,481,524 

1,389,123 

1,568,021 

1,335,337 

1,714,710 

3,125,061 

17,629,909 

SOFTWARE  SOLUTIONS 

17,200 

31,000 

18,700 

- 

- 

- 

6,700 

19,900 

1 1 ,495 

5,990 

23,065 

17,090 

151,140 

~n 

CONSULTING  SVCS 

. 

110,500 

267,000 

6,000 

66,000 

10,000 

121,500 

- 

- 

60,000 

641,000 

n " " 

EVENTS 

72,525 

48,205 

109,215 

54,105 

24,980 

32,195 

23,907 

42,520 

85,570 

97,425 

82,540 

64,810 

737,997 

UK 

MARKET  DEV.  SVCS 

. 

- 

- 

- 

3,600 

450 

- 

- 

8,685 

- 

- 

8,415 

21,150 

CONSULTING  SVCS 

. 

12,600 

. 

37,100 

199,791 

- 

10,350 

9,000 

- 

- 

268,841 

EVENTS 

- 

1 

TOTAL  ACTUAL/FORECAST  ORDERS 

1,385,713 

1,379,996 

1,596,318 

943,504 

1,434,557 

1,321,211 

1,578,131 

1,471,893 

1,804,271 

1,438,752 

1,820,315 

3,275,376 

19,450,037 

PLAN 

US 

MARKET  DEV.  SVCS 

1,033,496 

1,325,767 

1 ,373,860 

1,139,481 

1,540,621 

1 ,470,646 

1,436,315 

1,905,819 

1,476,741 

1,545,181 

1,519,077 

3,245,520 

19,012,525 

SOFTWARE  SOLUTIONS 

10,000 

10,000 

30,545 

33,480 

15,000 

34,280 

22,500 

57,000 

37,500 

22,500 

27,500 

37,500 

337,805 

1 

CONSULTING  SVCS 

. 

12,503 

31,256 

62,513 

62,513 

62,513 

62,513 

62,513 

62,513 

62,513 

62,513 

62,513 

606,371 

1 

EVENTS 

44,320 

52,296 

61,752 

121,592 

66,096 

62,296 

43,936 

31,592 

66,096 

138,096 

60,296 

54,504 

802,872 

UK 

MARKET  DEV.  SVCS 

. 

- 

- 

17,500 

35,000 

35,000 

35,000 

43,751 

52,501 

52,501 

52j501 

323,754 

CONSULTING  SVCS 

- 

- 

- 

31,183 

31,183 

58,385 

22,558 

22,558 

31,183 

58,385 

58,385 

31,183 

345,003 

EVENTS 

- 

~n 

TOTAL  PLAN  ORDERS 

1,087,816 

1,400,566 

1,497,414 

1,388,249 

1,732,912 

1,723,120 

1,622,822 

2,114,482 

1,717,783 

1,879,175 

1,780,272 

3,483,721 

21,428,330 

1 

VARIANCE  - Favorable  / (Unfavorable) 

US 

_n 

MARKET  DEV.  SVCS 

262,492 

(135,476) 

81,943 

(250,082) 

(438,744) 

(387,871) 

45,209 

(516,696) 

91,280 

(209,844) 

195,633 

(120,460) 

(1,382,617) 

H ^ — 

SOFTWARE  SOLUTIONS 

7,200 

21,000 

(11,845) 

(33,480) 

(15,000) 

(34,280) 

(15,800) 

(37,100) 

(26,005) 

(16,510) 

(4,435) 

(20,410) 

(186,665) 

CONSULTING  SVCS 

- 

97,998 

(31,256) 

(62,513) 

204,488 

(56,513) 

3,488 

(52,513) 

58,988 

(62,513) 

(62,513) 

_J2,513) 

34,629 

EVENTS 

28,205 

(4,091) 

47,463 

(67,487) 

_J (41.H6) 

(30,101) 

(20,029) 

10,928 

19,474 

(40,671) 

22,244 

10,306 

(64,875) 

UK 

MARKET  DEV.  SVCS 

- 

- 

- 

- 

(13,900) 

(34,550) 

(35,000) 

(35,000) 

(35,066) 

(52,501) 

(52,501) 

(44,086) 

(302,604) 

CONSULTING  SVCS 

- 

- 

12,600 

(31,183) 

5,917 

141,406 

(22,558) 

(12,208) 

(22,183) 

(58,385) 

(58,385) 

(31,183) 

(76,162) 

EVENTS 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

TOTAL  VARIANCE  - F / (U) 

297,897 

(20,570) 

98,904  (444,745) 

(298,355) 

(401,909) 

(44,691) 

(642,589) 

86,488 

(440,423) 

40,044 

(208,345) 

(1,978,293) 
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INPIT  SALES  ORDERS  BY  SEGMENT 
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r 


Printed  1/13/2005 


PERIOD  ENDING  dEQEMBER  31,  2 

004  j 

CURRENT  MONTH 

YEAR-TO-DATE 

ANNUAL 

— h 

Actual 

Forecast 

% Var.  to 
Forecast 

Prior  Yr. 

% Var  to 
Prior 

Actual 

Forecast 

% Var.  to 
Forecast 

Prior  Yr. 

% Var to 
Prior 

Last  12 
Mths 

2oq4 

Annual 

Forecast 

2003 

Annual 

Actual 

us 

MARKET  DEV.  SVCS 

Renewal  Subs.  Base 

2,197,692 

1,449,705 

Ml  .671 ,092 

7,149,240 

Renewal  Subscriptions 

1 ,867,416 

1,712,848 

9% 

1,257,626 

48% 

8,544,951 

8,403,089 

2% 

5,348,938 

60% 

8,544,951 

8,403,089 

5,348,938 

New  Subscriptions 

1,257,645 

1,438,229 

-13% 

1,315,399 

-4% 

9,094,353 

9,263,206 

C-2% 

7,350,591 

24% 

9,094,353 

9,i63,206 

7,350,591 

Other 

- 

- 

0% 

3,465 

-100% 

(9,395) 

(9,395) 

0% 

8,895 

-206% 

(9,395) 

(9.395) 

8,895 

3,125,061 

3,151,077 

-1% 

2,576,490 

21% 

17,629,909 

17,656,900 

0% 

12,708,424 

39% 

17,629,909 

17,656,900 

12,708,424 

Renewal  Rate 

85% 

78% 

57% 

73% 

72% 

46% 

— 

SOFTWARE  SOLUTIONS 

Hosted  Base 

- 

- 

- 

- 

Renewal  Hosted 

- 

- 

0% 

- 

0% 

23,200 

96,175 

54,000 

-57% 

- 

0% 

23,200 

54,000 

- 

New  Hosted 

17,090 

37,500 

-54% 

17,000 

1% 

202,400 

-52% 

141,800 

-32% 

96,175 

202,400 

141,800 

Implementation  & Other 

- 

- 

0% 

- 

0% 

31,765 

15,000 

tU24 

65,000 

-51% 

31,765 

15,000 

65,000 

17,090 

37,500 

-54% 

17,000 

1% 

151,140 

271,400 

-44% 

206,800 

-27% 

151,140 

271,400 

206,800 

Actual  Renewal  Rate 

0% 

0% 

SUBTOTAL  MDS  + SS 

3,142,151 

3,188,577 

-1% 

2,593,490 

21% 

17,781 ,049 

17,928,300 

-1% 

12,915,224 

38% 

17,781,049 

17,928,300 

12,915,224 

CONSULTING  SVCS 

Custom  & Other 

60,000 

62,012 

-3% 

(8,300) 

-823% 

641,000 

755,574 

-15% 

44,224 

1349% 

641,000 

755,574 

44,224 

60,000 

62,012 

-3% 

(8,300) 

-823% 

641,000 

755,574 

-15% 

44,224 

1349% 

641,000 

755,574 

44,224 

EVENTS 

Attendance 

49,810 

47,200 

6% 

8,085 

516% 

601,237 

695,925 

-14% 

376,587 

60% 

601,237 

695,925 

376,587 

Sponsorship 

15,000 

33,200 

-55% 

- 

0% 

136,760 

169,000 

-19% 

- 

0% 

136,760 

169,000 

- 

64,810 

80,400 

-19% 

8,085 

702% 

737,997 

864,925 

-15% 

376,587 

96% 

737,997 

864,925 

376,587 

TOTAL  US  SALES  ORDERS 

3,266,961 

3,330,989 

-2% 

2,593,275 

26% 

19,160,046 

19,548,799 

-2% 

13,336,035 

44% 

19,160,046 

19,548,799 

13,336,035 

UK 

MARKET  DEV.  SVCS 

New  Subscriptions 

8,415 

96,251 

-91% 

- 

0% 

17,100 

280,003 

-94% 

- 

0% 

17,100 

280,003 

- 

Other 

- 

- 

0% 

- 

0% 

4,050 

4,050 

0% 

- 

0% 

4,050 

4,050 

- 

8,415 

96,251 

-91% 

- 

0% 

21,150 

284,053 

-93% 

- 

0%* 

21,150 

284,053 

- 

Actual  Renewal  Rate 

0% 

0% 

CONSULTING  SVCS 

Custom  & Other 

- 

22,130 

-100% 

- 

0% 

268,841 

378,571 

-29% 

- 

0% 

268,841 

378,571 

- 

22,130 

-100% 

- 

0% 

268,841 

378,571 

-29% 

- 

0% 

268,841 

378,571 

EVENTS 

- 

- 

0% 

- 

0% 

- 

23,000 

-100% 

0% 

- 

23,000 

- 

TOTAL  UK  SALES  ORDERS 

8,415 

118,381 

-93% 

- 

0% 

289,991 

685,624 

-58% 

0% 

289,991 

685,624 

- 

TOTAL  CONSOLIDATED  SALES  ORDERS 

3,275,376 

3,449,370 

-5% 

2,593,275 

26% 

19,450,037 

20,234,423 

-4% 

13,336,035  46% 

19,450,037 

20,234,423 

13,336,035 
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Printed  1/13/2005 


PERIOD  ENDING  DECEMBER  31,  2004 


CURRENT  MONTH 

YEAR-TO-D4 

kTE 

Actual 

Plan 

$ Var.  to 
Plan 

% Var.  to 
Plan 

$ Var  to 
Prior  Yr. 

% Var  to 
Prior  Yr. 

Actual 

Plan 

$ Var.  to 
Plan 

% Var.  to 
Plan 

$ Var  to 
Prior  Yr. 

% Var  to 
Prior  Yr. 

Revenue 

Mkt  Dev  Svcs 

1,501,588 

1,586,794 

(85,206) 

-5% 

522,346 

53% 

14,819,342 

15,324,004 

(504,662) 

-3% 

5,119,972 

53% 

Software  Solutions 

19,004 

30,484 

(11,480) 

-38% 

(38,927) 

-67% 

176,448 

248,614 

(72,166) 

-29% 

38,202 

28% 

Consulting 

17,433 

111,830 

(94,397) 

-84% 

17,421 

145175% 

733,259 

848,611 

(115,352) 

-14% 

658,762 

884% 

Events 

67,540 

54,504 

13,036 

24% 

26,120 

63% 

655,900 

802,872 

(146,972) 

-18% 

278,431 

74% 

Other 

2,485 

- 

2,485 

0% 

71 

3% 

22,617 

- 

22,617 

0% 

(17,348) 

-43% 

Total  Net  Revenue 

1,608,050 

1,783,612 

(175,562) 

-10% 

527,031 

49% 

16,407,566 

17,224,101 

(816,535) 

-5% 

6,078,020 

59% 

Cost  of  Sales 

ODerations  - Personnel 

157,502 

379,252 

221,750 

58% 

65,066 

29% 

4,082,620 

4,193,171 

110,551 

3% 

(2,129,315) 

-109% 

Other  Cost  of  Sales 

167,594 

131,037 

(36,557) 

-28% 

(130,465) 

-351% 

1,279,578 

1,117,983 

(161,595) 

-14% 

(980,480) 

-328% 

Total  Cost  of  Sales 

325,096 

510,289 

185,193 

36% 

(65,399) 

-25% 

5,362,198 

5,311,154 

(51,043) 

-1% 

(3,109,794) 

-138% 

J 

G 

ross  Income  / (Loss) 

1,282,954 

1,273,323 

9,631 

1% 

461,631 

56% 

11,045,369 

11,912,946 

(867,578) 

-7% 

2,968,226 

37% 

' ^ h 

80% 

71% 

67% 

69% 

A — 

Sales  & Marketing 

rF-'n  r 

S&M  - Personnel 

459,619 

640,331 

180,712 

28% 

80,995 

15% 

6,128,111 

6,81 8,577 

690,465 

) 10% 

(1,893,550) 

-45% 

Other  S&M  Expense 

120,031 

142,726 

22,695 

16% 

73,890 

38% 

1,558,801 

1,685,535 

126,734 

8% 

(274,782) 

-21% 

Total  Sales  & Marketing 

579,650 

783,057 

203,407 

26% 

154,886 

21% 

7,686,913 

8,504,112 

817,199 

10% 

(2,168,332) 

-39% 

Research  & Development 

R&D  - Personnel 

110,387 

133,861 

23,474 

18% 

(6,537) 

-6% 

1,683,198 

1,695,564 

12,366 

1% 

(820,842) 

-95% 

Other  R&D  Expense 

15,277 

10,888 

(4,389) 

-40% 

(4,873) 

-47% 

211,968 

154,736 

(57,232) 

-37% 

(121,800) 

-135% 

Rt 

isearch  & Development 

125,664 

144,749 

19,085 

13% 

(11,410) 

-10% 

1,895,166 

1,850,300 

(44,866) 

-2% 

(942,641) 

-99% 

General  & Administrative 

G&A  - Personnel 

(20,428) 

138,886 

159,314 

115% 

116,905 

121% 

1,386,644 

1,607,812 

221,168 

14% 

(216,678) 

-19% 

Other  G&A  Expense 

57,035 

77,817 

20,782 

27% 

20,780 

27% 

816,630 

940,165 

123,536 

13% 

(58,245) 

-8% 

Total  General  & Administrative 

36,606 

216,703 

180,097 

83% 

137,685 

79% 

2,203,274 

2,547,977 

344,703 

14% 

(274,923) 

-14% 

Total  Expenses 

1,067,017 

1,654,798 

587,782 

36% 

215,761 

17% 

17,147,550 

18,213,543 

1,065,993 

6% 

(6,495,691) 

-61% 

-Tl 

EBITDA 

541,033 

128,814 

412,220 

320% 

742,792 

368% 

(739,984) 

(989,442) 

249,458 

25% 

(417,671) 

-130% 

[ 

34% 

7% 

-5% 

-6% 

D 

spreciation  & Amortization 

9,940 

57,930 

47,990 

83% 

31,235 

76% 

440,298 

468,908 

28,610 

6% 

(220,758) 

-101% 

Operatlnq  Income  / (Loss) 

531,093 

70,884 

460,210 

649% 

774,027 

319% 

(1,180,282) 

(1,458,350) 

278,068 

19% 

(638,429) 

-118% 

Other  Revenues  / (Expenses) 

183,450 

3,619 

179,832 

4970% 

179,921 

5098% 

224,482 

33,886 

190,596 

562% 

186,828 

496% 

Income  / (Loss)  Before  Taxes 

714,544 

74,502 

640,041 

859% 

953,948 

398% 

(955,800) 

(1,424,464) 

468,664 

33% 

(451,601) 

-90% 

- 

Provision  for  Income  Taxes 

- 

- 

0% 

- 

0% 

- 

- 

0% 

- 

0% 

Net 

ncome  / (Loss) 

714,544 

74,502 

640,041 

859% 

953,948 

398% 

(955,800) 

(1,424,464) 

468,664 

33% 

(451,601) 

-90% 

44% 

4% 

-6% 

-8% 

- 

j- 

j 

1 ' 1 
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AS  OF  DECEMBER  31,  2004 

Actual 

Plan 

Prior  Yr. 

Assets 

Current  Assets 

Cash  and  Cash  Equivalents 

$ 3,120,934 

$ 3,250,720 

$ 3,161,726 

— 

Accounts  Receivable,  net 

4,635,644 

5,520,220 

3,722,293 

Other  Current  Assets 

126,032 

115,776 

132,183 

Total  Current  Assets 

7,882,610 

8,886,716 

7,016,202 

Fixed  Assets 

Fixed  Assets 

2,036,815 

2,523,686 

1,385,764 

(637.577) 

Ne 

Less  Depreciation  & Amort, 

(1,033,870) 

(1,098,523) 

Fixed  Assets 

1,002,945 

1,425,163 

748,187 

Ot 

ter  Assets 

339,302 

371,118 

135,358 

Total  Assets 

$ 9,224,857 

$ 10,682.997 

$ 7,899,747 

Lia 

bilities 

Current  Liabilities 

Accounts  Payable 

$ 317,252 

$ 277,933 

$ 475,684 

1,247,634 

Other  Accrued  Liabilities 

1,034,743 

1,271,293 

— 

Accrued  Interest 

- 

- 

- 

Capital  lease,  current 

4,590 

4,596 

5,077 

Income  Taxes  Payable 

- 

- 

- 

Deferred  Revenue  (Net  of  Unbilled) 

11,223,693 

12,712,933 

8,134,075 

Total  Current  Liabilities 

12,580,278 

14,266,755 

9,862,670 

Non-Current  Liabilities 

Capital  lease,  long  term 

- 

9,710 

4,636 

To 

Other  Non-Current  Liabilities 

27,975 

11,790 

417,585 

tal  Liabilities 

12,608,253 

14,288,255 

10,284,891 

Shareholders'  Equity 

Common  Stock 

25,287 

(7,122) 

47,956 

To 

Currency  gain  (loss) 

Retained  Earnings  - Accumulated 

(19,815) 

(2,433,068) 

- 

(2,173,672) 

(1,928,901) 

Retained  Earninqs  - Current  Year 

(955,800) 

(1,424,464) 

(504,199) 

tal  Shareholders'  Equity 

(3,383,396) 

(3,605,258) 

(2,385,144) 

J 

Total  Liabilities  & Shareholders'  Equity 

$ 9.224.857 

$ 10,682.997 

$ 7.899,747 
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INPUT  - BALANCE  SHEET 
E.  Statement  of  Cash  Flow 


PERIOD  ENDING  DECEMBER  31,  2004 


CURRENT  MONTH 

YEAR-TO-DATE 

Actual 

Plan 

Prior  Yr. 

Actual 

Plan 

Prior  Yr. 

Operating  Activities 

Net  Income 

$ 714,544 

$ 74,502 

$ (248,856) 

$ (955,800) 

$ (1,424,464) 

$ (504,199) 

Adjustments  to  reconcile  net  income  to  cash 

Depreciation  & Amortization 

7,630 

57,930 

44,036 

396,551 

468,908 

222,407 

Other 

754 

- 

(91,142) 

(19,815) 

- 

(68,251) 

(Incjy  Dec.  in  Accounts  Receivable,  Net 

(1,812,747) 

(2,723,905) 

(1,692,144) 

(913,351) 

(1,797,927) 

(1,306,879) 

(Inc.)  / Dec.  in  Other  Current  Assets 

108,149 

- 

(25,472) 

6,151 

- 

(11,520) 

Inc.  / (Dec.)  in  Accounts  Payable 

80,628 

32,400 

251,202 

(109,685) 

(241,411) 

428,557 

Inc.  / (Dec.)  in  Accrued  Liabilities 

(653,925) 

94,597 

(18,984) 

(261,812) 

14,581 

545,552 

Inc.  / (Dec.)  in  Accrued  Interest 

- 

(834) 

- 

- 

- 

- 

Inc.  / (Dec.)  in  Income  Taxes  Payable 

- 

- 

- 

- 

- 

Inc.  / (Dec.)  in  Deferred  Revenue 

2,025,165 

1,700,108 

1,784,003 

2,714,989 

4,204,229 

3,111,576 

Net  Cash  Flow  from  Operating  Activities 

470,198 

(765,201) 

2,643 

857,228 

1,223,916 

2,417,243 

Investing  Activities 

Fixed  Assets 

45,350 

(44,538) 

(81,373) 

(656,427) 

(1,137,922) 

(61 1 .959) 

Other  Assets 

(169,241) 

1_ 

(3) 

(203,945) 

- 

(49,630) 

Net  Cash  Flow  from  Investing  Activities 

(123,891) 

(44,538) 

(81,376) 

(860,372) 

(1,137,922) 

(661 ,589) 

Financing  Activities 

Other  Non-Current  Liabilities 

(14,979) 

- 

(4,593) 

(14,979) 

- 

(4,593) 

Common  Stock 

- 

50 

(22,669) 

- 

(26,697) 

Net  Cash  Flow  from  Financing  Activities 

(14,979) 

(4,543) 

(37,648) 

- 

(31 ,290) 

Increase  (Decrease)  in  Cash  and  Cash  Equivalents 

331 ,328 

(809,739) 

(83,276) 

(40,792) 

85,994 

1,724,364 

Cash  and  Cash  Eauivalents  at  Beginning  of  the  Period 

2,789,606 

4,060,459 

3,245,002 

3,161,726 

3,164,726 

1,437,362 

Cash  and  Cash  Equivalents  at  the  End  of  the  Period 

$ 3.120.934 

$ 3.250.720 

$ 3.161.726 

$ 3.120.934 

$ 3.250.720 

$ 3.161.726 

Printed  1/13/2005 
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Deleted:  December  1.2003 


Planning  Meeting 
December  8,  2003 


Attendees:  PAC,  DSS,  KP,  PP,  TS 
Key  Points  and  Decisions 


• Sales  order  plan  - 2004, productivity  with  a 72%  buffer  was  to  low  considering 
the  incremental  investments  in: 

o Training  - $100k 
o Top  up  training  - $100k 
o Renewal  analyst  - $70k 
o Renewals  allocated  to  everyone 

• Field  Sales  Quota 

o Run  rate  $400k  (assuming  70%  hit  quota) 
o New  Business  $450k 

o Renewal  business  $330k  (100%),  $264k  (80%) 
o Net  Sales  Quota  $7 14k 

• Inside  Sales  Quota 

o Run  rate  $225k  (assuming  70%  hit  quota) 
o New  Business  $250k 

o Renewal  business  $200k  (100%),  $ 1 60k  (80%) 
o Net  Sales  Quota  $4 1 0k 

• Sales  Ramp  0%,  50%,  100% 

• Buffer  between  plan  and  quotas 

o New  Business  $13. 5M 
o Renewal  Business  $8.0M  (at  72%) 
o Total  $21. 5 M 

o Less  turnover  ( 1 5%  of  new)  $2.0M 
o Plan  Sales  $19. 5M 

o Agreed  to  additional  buffer  of  5%  for  a total  buffer  of  20% 
o Plan  Sales  at  this  level  $18. 8M 

• Labor  Cost  Analysis 

o Total  $13.4M 
o Sales  staff  $5. 7M 
o Other  staff  $7. 7M 

o 5%  increase  on  $5.7M  is  $320k.  Need  $ 150k  for  sales  incentives,  etc. 

■ Incentives  $70k 

■ Presidents  Club  $30k 

■ Other  $50k 

o 5%of$7.7M  is  $3 85k 

o Run  rate  for  labor  in  December  is  $10. 0M  plus  $700k  = $10. 7M 
o Need  to  find  $2.4M  savings  (reducing  labor  from  $13.4M  to  $1 1.0M. 

't'his  is  the  equivalent  of  24  people, 
o Agreed  to  freeze  virtually  all  hiring  other  than  sales. 
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Planning  Meeting 
December  9,  2003 

Attendees:  Executive  Meeting  Attendees 

Key  Points  and  Decisions 

• Sales  - PP  made  the  point  identifying  new  prospects  / leads  will  be  key  to 
achieving  sales  goals: 

o Channel  strategies  include: 

■ Partnering  with  vendors  to  sell  to  their  distributors. 

■ Partnering  with  associations 
o New  lead  sources 

• Financial  Summary  - DSS  recapped  the  changes  to  the  plan: 

o Plan  was: 

■ $20M  orders 

■ $ 1 5. 9M  revenue 

■ EBITDA  loss  of  $1.1M 

o With  labor  costs  of  $13.4M  ($5.7M  sales,  $7.7M  non  sales) 
o Current  labor  at  $ 1 0.0M  run  rate  (Dec) 
o Incremental  sales  labor  in  2004  plan  $0.7M 

o Gap  between  current  labor  $13.4M  and  run  rate  of  S10.7M  is  $2.7M. 
o Backout  the  $ 1 . 1 M loss  and  only  $ 1 .6M  is  available.  Add  back  the  CMS 
staff  that  will  be  eliminated  and  this  gets  you  to  $1 .9M  available, 
o Reserve  $ 1 .0M  for  bonuses  leaving  other  $0.9M  for  minimum  staffing 
requirements. 

• 2004  Incentive  plans 

o Considering  quarterly  MBO’s 
o Informal  award  system  for  staff 

o PAC  requested  breakdown  of  2003  incentive  bonus  by  level. . .to  facilitate 
allocation  of  $1M. 

o PAC  wants  results  run  for  100%  quota. 

• Benefits 

o DSS  indicated  we  should  also  consider  any  benefit  changes, 
o Plan  has  14%  rate. 

o Consider  40 1 K match  and  STD  as  possible  additions 
o DSS  to  analyze  rate  vs.  2003  experience  and  estimate  cost  of  providing 
incremental  benefits 
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MEMORANDUM 


DATE:  December  4,  2003 

TO:  Doug  Strahan,  Peggy  Padalino,  Ken  Byrne 

FROM:  Peter  Cunningham 

SUBJECT:  Sales  Metrics 

CC: 


Note  to  the  workbook. 

By  inspection  I deduced  a level  at  which  the  sales  people  in  each  category  would  have  met 
Rachel’s  Criteria. 

I then  looked  at  the  actual  performance  of  the  ramp  sales  people  to  deduce  a reasonable  level  for 
the  ramp  for  Inside  and  Field.  Interestingly  a similar  formula  works.  I suggest  that  we  give  sales 
people  a quota  as  below  right  out  of  the  box;  we  can  always  give  them  a draw  for  the  fist  couple 
of  months 

Conclusions: 

1 . Field  sales  quota  in  2003  to  meet  Rachel's  criterion  of  70%  over  quota  should  have  been 
approximately  $33,000  per  month  or  about  $400,000  per  year.  4 out  of  6 would  have 
been  over  1 00%  and  one  at  99%.  The  top  performer,  Huppert,  would  have  been  at  1 80%, 
the  only  one  over  120%  or  in  the  “Excellent’  category.  This  is  about  right 

2.  The  new  sales  quota  for  Renewal  Field  sales  should  be  90%  of  the  Field  sales;  this  is 
because  of  the  potential  for  upsells. 

3.  Russ  should  calculate  this  for  Inside  sales 

4.  For  Inside  sales,  it  looks  as  though  the  monthly  new  business  quota  should  be  $ 1 8,000  or 
about  $200,000  per  year.  Six  out  of  9 would  then  make  100%  and  one  would  be  at  99%. 
Two  would  be  in  the  “Excellent”  category. 

5.  However,  Inside  sales  performance  is  all  over  the  map.  Peggy  and  Doug  please 
investigate  and  see  why.  It  looks  to  me  as  though  the  change  we  made  during  the  year 
should  be  factored  in.  Doug:  indicate  on  the  report  which  month  for  each  inside  sales 
person  that  the  change  was  made. 

6.  The  ramp  we  are  using  is  way  off;  Field  and  Inside  sales  should  have  a quota  in  month  1 
& 2 of  1/3  of  normal  and  then  at  100%.  The  reason  they  sell  early  must  be  the  transfer  of 
accounts.  They  don’t  need  to  learn  the  products  in  depth;  they  simply  need  to  learn  the 
script!  The  performance  shows  there  does  not  need  to  be  a long  ramp.  In  fact  such  a ramp 
is  demotivating  as  sales  people  early  on  beat  their  and  our  expectations  easily  and  then 
drop  down. 

7.  In  both  cases  we  should  include  seasonality  in  the  monthly  quotas:  I have  attached  the 
latest  chart  from  Russ.  Note  by  the  way  the  real  drop  off  in  the  4th  quarter  this  year. 
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8.  These  figures  raise  a bunch  of  issues  about  compensation  levels  and  appropriate  ratios. 
The  first  thing  to  do  is  for  Russ  to  calculate  what  the  compensation  would  be  this  year  for 
sales  people  using  the  metrics  above 
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CONSOLIDATED  PLAN 
A.  Summary  - US 


Date  Printed:  12/18/2003 


Summary  Financial  Data 

2003  Forecast 

2004  Forecast 

STATEMENT  OF  OPERATIONS 

Total  Net  Revenue 

10,269,700 

16,754,318 

Cost  of  Sales 

3,170,787 

5,530,125 

Gross  lncome/(Loss) 

7,098,913 

11,224,193 

Sales  & Marketing 

4,633,716 

7,756,281 

General  & Administrative 

2,591 ,890 

3,383,607 

EBITDA  (126,701) 

84,305 



Depreciation  & Amortization 

210,463 

454,807 

Operating  lncome/(Loss) 

(337,164) 

(370,502) 

Other  Income  / (Expense) 

51 ,663 

21,301 

Income  / (Loss)  Before  Taxes 

(285,501) 

(349,201) 

Provision  for  Income  Taxes 

- 

- 

Net  lncome/(Loss) 

(285,501) 

(349,201) 

EBITDA  % 

-1 .2% 

0.5% 

Net  Income  % 

-2.8% 

-2.1% 

Total  Sales  Orders 

12,319,333 

20,304,930 

Orders  % Revenue 

120% 

121% 

STATEMENT  OF  CASH  FLOW 

Cash  Flow  from  Operating  Activities 

1,863,596 

2,483,253 

Cash  Flow  from  Investing  Activities 

(550,085) 

(1,067,597) 

Cash  Flow  from  Financing  Activities 

(26,747) 

- 

Net  Change  in  Cash 

1 ,286,764 

1,415,656 

BALANCE  SHEET 

Cash  and  Cash  Equivalents 

2,721,696 

4,137,351 

Net  Working  Capital  (excl.  cash) 

(5,673,578) 

(8,051,225) 

Total  Assets 

6,262,767 

9,366,195 

Total  Stockholders'  Equity 

(2,165,137) 

(2,514,338) 

of  20 
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CONSOLIDATED  PLAN 
A.  Summary  - UK 


Date  Printed:  12/18/2003 


|Summary  Financial  Data 

2003  Forecast 

2004  Forecast 

STATEMENT  OF  OPERATIONS 

Total  Net  Revenue 

- 

382,774 

Cost  of  Sales 

- 

449,163 

Gross  lncome/(Loss) 

- 

(66,388) 

Sales  & Marketing 

35,592 

410,706 

General  & Administrative 

- 

195,054 

EBITDA 

(35,592) 

(672,148) 

Depreciation  & Amortization 

- 

12,873 

Operating  lncome/(Loss) 

(35,592) 

(685,021) 

Other  Income  / (Expense) 

- 

- 

Income  / (Loss)  Before  Taxes 

(35,592) 

(685,021) 

Provision  for  Income  Taxes 

- 

- 

Net  lncome/(Loss) 

(35,592) 

(685,021) 

EBITDA  % 

#DIV/0! 

-175.6% 

Net  Income  % 

#DIV/0! 

-179.0% 

Total  Sales  Orders 

- 

668,757 



Orders  % Revenue 

#DIV/0! 

175% 

STATEMENT  OF  CASH  FLOW 

Cash  Flow  from  Operating  Activitie 

(10,249) 

(531,649) 

Cash  Flow  from  Investing  Activities 

(7,150) 

(62,975) 

Cash  Flow  from  Financing  Activitie 

- 

- 

Net  Change  in  Cash 

(17,399) 

(594,624) 

BALANCE  SHEET 

Cash  and  Cash  Equivalents 

(17,399) 

(612,022) 

Net  Working  Capital  (excl.  cash) 

(25,343) 

(165,842) 

Total  Assets 

(10,249) 

(387,403) 

Total  Stockholders'  Equity 

(35,592) 

(720.613) 
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B1 . Orders  & Revenue  - Combined 


Date  Printed:  12/18/2003 


Orders  & Revenue 

2003  Forecast 

2004  Forecast 

IT  MDS 

Sales  Orders 

Renewal  Subscriptions  Target 

7,149,240 

11,230,324 

Renewal  Subscription  Orders 

5,556,949 

7,867,403 

New  Subscription  Orders 

6,156,978 

11,014,232 

Custom  & Other 

(1 ,500) 

- 

Total  Sales  Orders 

11,712,427 

18,881,635 

Revenue 

Subscriptions 

9,618,513 

15,211,995 

Custom  & Other 

139,404 

25,000 

Total  Net  Revenue 

9,757,917 

15,236,995 

Ratio  Sales  Orders  / Revenue 

120% 

124% 

ADVISORY  SERVICES 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

- 

Renewal  Subscription  Orders 

- 

- 

New  Subscription  Orders 

6,000 

- 

Custom  & Other 

46,524 

951,374 

Total  Sales  Orders 

52,524 

951,374 

Revenue 

Subscriptions 

29,002 

- 

Custom  & Other 

46,507 

848,611 

Total  Net  Revenue 

75,509 

848,611 

Ratio  Sales  Orders  / Revenue 

70% 

112% 

SOFTWARE  SOLUTIONS 

Sales  Orders 

Renewal  Subscriptions  Target 

104,529 

Renewal  Subscription  Orders 

- 

87,805 

New  Subscription  Orders 

161,800 

250,000 

Custom  & Other 

50,000 

- 

Total  Sales  Orders 

211,800 

337,805 

Revenue 

Subscriptions 

84,473 

248,614 

Custom  & Other 

- 

- 

Total  Net  Revenue 

84,473 

248,614 

Ratio  Sales  Orders  / Revenue 

251% 

1 36% 
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Orders  & Revenue 

2003  Forecast 

2004  Forecast 

EVENTS 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

- 

Renewal  Subscription  Orders 

- 

- 

New  Subscription  Orders 

- 

- 

Custom  & Other 

342,582 

802,872 

Total  Sales  Orders 

342,582 

802,872 

Revenue 

Subscriptions 

- 

- 

Custom  & Other 

327,419 

802,872 

Total  Net  Revenue 

327,419 

802,872 

Ratio  Sales  Orders  / Revenue 

105% 

1 00% 

CONSOLIDATED 

Sales  Orders 

Renewal  Subscriptions  Target 

7,149,240 

11,334,854 

Renewal  Subscription  Orders 

5,556,949 

7,955,208 

New  Subscription  Orders 

6,324,778 

11,264,232 

Custom  & Other 

437,606 

1,754,246 

Total  Sales  Orders 

12,319,333 

20,973,687 

Revenue 

Subscriptions 

9,731,988 

15,460,609 

Custom  & Other 

513,330 

1,676,483 

Total  Net  Revenue 

10,245,318 

17,137,092 

Ratio  Sales  Orders  / Revenue 

1 20% 

122% 

c 
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Orders  & Revenue 

2003  Forecast 

2004  Forecast 

US  IT  MDS 

Sales  Orders 

Renewal  Subscriptions  Target 

7,149,240 

11,230,324 

Renewal  Subscription  Orders 

5,556,949 

7,867,403 

New  Subscription  Orders 

6,156,978 

10,690,479 

Custom  & Other 

(1,500)1 

- 

Total  Sales  Orders 

11,712,427 

18,557,882 

Revenue 

Subscriptions 

9,618,513 

15,133,973 

Custom  & Other 

139,404 

25,000 

Total  Net  Revenue 

9,757,917 

15,158,973 

Ratio  Sales  Orders  / Revenue 

120% 

122% 

ADVISORY  SERVICES 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

- 

Renewal  Subscription  Orders 

- 

- 

New  Subscription  Orders 

6,000 

- 

Custom  & Other 

46,524 

606,371 

Total  Sales  Orders 

52,524 

606,371 

Revenue 

Subscriptions 

29,002 

- 

Custom  & Other 

46,507 

543,859 

Total  Net  Revenue 

75,509 

543,859 

Ratio  Sales  Orders  / Revenue 

70% 

111% 

(1) 

11 

SOFTWARE  SOLUTIONS 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

104,529 

Renewal  Subscription  Orders 

- 

87,805 

New  Subscription  Orders 

161,800 

250,000 

Custom  & Other 

50,000 

- 

Total  Sales  Orders 

211,800 

337,805 

Revenue 

Subscriptions 

84,473 

248,614 

Custom  & Other 

- 

- 

Total  Net  Revenue 

84,473 

248,614 

Ratio  Sales  Orders  / Revenue 

251% 

1 36% 
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Orders  & Revenue 

2003  Forecast 

2004  Forecast 

EVENTS 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

- 

Renewal  Subscription  Orders 

- 

- 

New  Subscription  Orders 

- 

- 

Custom  & Other 

342,582 

802,872 

Total  Sales  Orders 

342,582 

802,872 

Revenue 

Subscriptions 

- 

- 

Custom  & Other 

327,419 

802,872 

Total  Net  Revenue 

327,419 

802,872 

Ratio  Sales  Orders  / Revenue 

1 05%^ 

1 00% 

CONSOLIDATED 

Sales  Orders 

Renewal  Subscriptions  Target 

7,149,240 

11,334,854 

Renewal  Subscription  Orders 

5,556,949 

7,955,208 

New  Subscription  Orders 

6,324,778 

1 0,940,479 

Custom  & Other 

437,606 

1,409,243 

Total  Sales  Orders 

12,319,333 

20,304,930 

Revenue 

Subscriptions 

9,731,988 

15,382,587 

Custom  & Other 

513,330 

1,371,731 

Total  Net  Revenue 

10,245,318 

16,754,318 

Ratio  Sales  Orders  / Revenue 

120% 

121% 

R-F  INPUT  Consolidated  2004  Plan  Summary  121803  PA©f(2p 


Confidential  - INPUT 


CONSOLIDATED  PLAN 
B1 . Orders  & Revenue  - UK 


Date  Printed:  12/18/2003 


Orders  & Revenue 

2003  Forecast 

2004  Forecast 

IT  MDS 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

- 

Renewal  Subscription  Orders 

- 

- 

New  Subscription  Orders 

- 

323,754 

Custom  & Other 

- 

- 

Total  Sales  Orders 

- 

323,754 

Revenue 

Subscriptions 

- 

78,022 

Custom  & Other 

- 

- 

Total  Net  Revenue 

- 

78,022 

Ratio 

Sales  Orders  / Revenue 

#DIV/0! 

415% 

ADVISORY  SERVICES 

Sales  Orders 

Renewal  Subscriptions  Target 

" 

- 

Renewal  Subscription  Orders 

. 

- 

New  Subscription  Orders 

- 

- 

* 

Custom  & Other 

- 

345,003 

Total  Sales  Orders 

- 

345,003 

Revenue 

Subscriptions 

- 

- 

Custom  & Other 

- 

304,753 

Total  Net  Revenue 

- 

304,753 

Ratio 

Sales  Orders  / Revenue 

#DI  V/0! 

1 1 3% 

CONSOLIDATED 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

- 

Renewal  Subscription  Orders 

- 

- 

New  Subscription  Orders 

- 

323,754 

Custom  & Other 

- 

345,003 

Total  Sales  Orders 

- 

668,757 

— 

Revenue 

| 

Subscriptions 

- 

78,022 

Custom  & Other 

- 

304,753 

Total  Net  Revenue 

- 

382,774 

Ratio 

Sales  Orders  / Revenue 

#DIV/0! 

175% 
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Statement  of  Operations 

2003  Forecast 

2004  Forecast 

Re\ 

/en 

ue 

US  IT  Mkt  Dev  Svcs 

9,613,468 

15,133,973 

Advisory 

23,750 

- 

Software  - Hosted 

63,181 

248,614 

Su 

btotal  - Subscriptions 

9,700,400 

15,382,587 

US  IT  Mkt  Dev  Svcs 

131,000 

25,000 

Advisory 

50,735 

543,859 

Software  - License 

24,821 

- 

Events 

328,364i 

802,872 

Si 

btotal  - Custom  (License) 

534,920 

1 ,371 ,731 

Other 

34,380 

- 

Tc 

tal  Net  Revenue 

10,269,700 

16,754,318 

Co 

st  of  Sales 

Operations  - Personnel 

2,853,667 

4,892,525 

Other  Cost  of  Sales 

317,120 

637,600 

To 

al  Cost  of  Sales 

3,170,787 

5,530,125 

G 

ross  Income  / (Loss) 

7,098,913 

1 1 ,224,193 

Sales  & Marketing 

Sales  and  Marketing  - Personnel 

4,143,426 1 

6,676,104 

Other  Sales  & Marketing  Expense 

490,290 

1,080,177 

To 

tal  Sales  & Marketing 

4,633,716 

7,756,281 

C 

ontribution  Margin 

2,465,197 

3,467,912 

'General  & Administrative 

General  &Administrative  - Personnel 

1,171,997 

1,515,995 

Other  General  &Administrative  Expense 

1,419,901 

1,867,612 

To 

tal  General  & Administrative 

2,591,898 

3,383,607 

EE 

ilTDA 

(126,701) 

84,305 

Depreciation  & Amortization 

210,463 

454,807 

Of 

jeratinq  Income  / (Loss) 

(337,164) 

(370,502) 

One  Time  / Extraordinary  Costs 

Other  Revenues  / (Expenses) 

51 ,663 

21,301 

In 

come  / (Loss)  Before  Taxes 

(285,501) 

(349,201) 

Provision  for  Income  Taxes 

- 

- 

N( 

2t  Income  / (Loss) 

(285,501) 

(349,201) 
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C.  Balance  Sheet  - Combined 
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Balance  Sheet 

2003 

Forecast 

2004 

Forecast 

Assets 

Current  Assets 

Cash  and  Cash  Equivalents 

$ 2,704,297 

$ 3,525,329 

Accounts  Receivable,  net 

2,667,050 

3,909,399 

Other  Current  Assets 

63,611 

63,611 

Total  Current  Assets 

5,434,958 

7,498,339 

Fixed  Assets 

Fixed  Assets 

1,356,192 

2,486,764 

Less  Depreciation  & Amort. 

(625,571)1 

(1,093,251) 

Net 

Fixed  Assets 

730,621 

1,393,513 

1 



Other  Assets 

86,940 

86,940 

Total  Assets 

$ 6,252,519 

$ 8,978,791 

Liabilities 

Current  Liabilities 

Accounts  Payable 

$ 218,044 

[$  276,612 

Other  Accrued  Liabilities 

1,148,370 

1,013,703 

Capital  lease,  current 

4,596 

4,596 

Deferred  Revenue  (Net  of  Unbilled) 

7,058,572 

10,895,166 

Total  Current  Liabilities 

8,429,582 

12,190,077 

Non-Current  Liabilities 

Note 

- 

- 

Equipment  Loan 

- 

Capital  lease,  long-term 

7,282 

7,282 

Other  Long  term  liabilities 

16,383 

16,383 

Total  Liabilities 

8,453,247 

12,213,742 

Shareholders'  Equity 

Common  Stock  (no  par  value) 

(7,172) 

(7,172) 

Investment  in  Subsidiary 

- 

- 

Retained  Earnings  - Accumulated 

(1,872,464) 

(2,193,556) 

Retained  Earnings  - Current  Year 

(321,092) 

(1,034,223) 

Total  Shareholders'  Equity 

(2,200,728) 

(3,234,951) 

Total  Liabilities  & Shareholders'  Equity 

$ 6,252,519 

$ 8,978,791 
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CONSOLIDATED  PLAN 
D.  Cash  Flow  - Combined 


Date  Printed:  12/18/2003 


Statement  of  Cash  Flow 

Forecast 

Forecast 

Operating  Activities 

Net  Income 

$ (321 ,092) 

$ (1,034,223) 

Adjustments  to  reconcile  net  income  to  cash 

Depreciation  & Amortization 

159,520 

467,680 

(Inc.)  / Dec.  in  Accounts  Receivable,  Net 

(251 ,636) 

(1,242,349) 

(Inc.)  / Dec.  in  Other  Current  Assets 

40,645 

- 

Inc.  / (Dec.)  in  Accounts  Payable 

127,257 

58,568 

Inc.  / (Dec.)  in  Accrued  Liabilities 

437,210 

(134,667) 

Inc.  / (Dec.)  in  Accrued  Interest 

- 

- 

Inc.  / (Dec.)  in  Income  Taxes  Payable 

- 

- 

Inc.  / (Dec.)  in  Deferred  Revenue 

1,661,444 

3,836,594 

Net  Cash  Flow  from  Operating  Activities 

1,853,348 

1,951,604 

Investing  Activities 

Fixed  Assets 

(501,555) 

(1,130,572) 

Other  Assets 

(55,680) 

- 

Net  Cash  Flow  from  Investing  Activities 

(557,235) 

(1,130,572) 

Financing  Activities 

Note 

- 

- 

Equipment  Loan 

- 

- 

Common  Stock 

(26,747) 

- 

Net  Cash  Flow  from  Financing  Activities 

(26,747) 

- 

Increase  (Decrease)  in  Cash  and  Cash  Equivalents 

1,269,366 

821,032 

Cash  and  Cash  Equivalents  at  Beginning  of  the  Year 

1,437,362 

2,704,297 

Cash  and  Cash  Equivalents  at  the  End  of  the  Year 

$ 2,706,728 

$ 3,525,329 
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Conclusions  of  Planning  Meeting,  11/24/03 


Summary 

The  plan  as  presented  on  Friday  was  overly  negative  as  shown  by  the  attached 
analysis.  There  were  too  many  assumptions  that  were  compounded. 

Sales: 

The  revised  MDS/SS  Orders  Plan  is  between  $21  and  22  million  (83  to  86%  of 
Quota  plan)  for  2004  rather  than  $18.3  Million  presented  on  Friday. 

We  broadly  accepted  Ken's  Quota  plan  and  then  factored  it  for  turnover,  current 
performance  of  field  and  inside  sales,  reduced  renewal  rates,  etc. 

We  also  showed  that  we  were  expanding  spending  by  over  100%  in  areas  to 
increase  sales  productivity  and  yet  this  was  NOT  factored  into  the  plan. 

The  objective  of  the  changes  in  our  sales  plan  that  Ken  presented  is  to  get  the 
sales  people  to  achieve  success;  i.e.  to  reach  AND  EXCEED  quota.  (Review 
Rachel's  comments  from  last  year).  The  base  plan  against  which  we  measure 
our  corporate  performance  should  be  at  the  expected  performance  level  rather 
than  72%  of  that  quota  number. 

Profit: 

At  the  revised  MDS/SS  orders  plan  level  we  allowed  for  about  $2  million  salary 
adjustments  (beyond  the  5%  in  the  plan,  which  is  high  given  current  rates  of 
inflation),  bonuses  and  corporate  incentive  trips. 

We  reduced  some  expenses  in  outside  marketing  and  reduced  the  staff  plan  by 
about  7 people.  We  also  revised  the  hiring  schedule. 

As  a result  we  showed  a profit  before  bonuses,  salary  adjustments  and  corporate 
trips  of  between  $1  Million  to  $2  Million.  After  bonuses,  salary  adjustments  and 
corporate  trips  this  would  be  a loss  of  about  $1  million  to  breakeven  compared 
with  the  loss  of  $4  Million. 

This  is  acceptable. 

Doug  and  his  team  will  review  the  calculations  as  we  did  not  have  all  the  data 
available. 
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Profit  Calculation  (Without  considering  Advisory  Services  and  UK) 


Profit  (Loss)  $ Millions 

Comment 

Plan  loss  as  Presented 

($4.0) 

Including  5%  basic  salary 
increase 

Remove  Bonus  Incentives 
(See  Note  1 ) 

1.5 

Adjustment  from  Orders 
Plan  (See  below) 

21.1  -18.3  = 2.8 

Reduction  in  OOP 
marketing  costs 

0.3 

Reduction  in  staffing  and 
changing  schedule  hires 

7 X $100K  x 1/2  = 0.35 

7 people  for  !4  year  on 
average  and  schedule 
changes 

Net  Adjustment 

4.95 

Profit  Before  Taxes  and 
Bonuses 

0.95 

Recognizing  the  need  for 
salary  adjustments 

Incentive  bonuses,  trips 
and/or  salary  adjustments 
beyond  5% 

(2) 

This  is  probably  high  at  this 
level 

Profit  (Loss)  before  taxes  at 
revised  Plan  (83%  Quota) 

(0.95 -2)  = (1.05) 

Approximately  the  same 
planned  loss  as  2003 

Profit  (Loss)  before  taxes 
and  bonuses  at  Quota 

0.95  + 25.5-21.1  =$5.35 

Approximately  20% 

Incentive  bonuses,  trips 
and/or  salary  adjustments 
beyond  5%  at  Quota 

(3) 

Additional  $1  million  in 
bonuses 

Profit  (Loss)  before  taxes  at 
Quota 

(5.35 -2)  = 3.35 

Approximately  13% 
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Note  1:  At  present  the  bonus  calculations  are  based  on: 


Staff  Level 

Bonus  as  Factor  of 
Salary  (%) 

Comment 

Executive 

100 

Director 

50 

Manager 

25 

Senior  Analyst 

15 

Staff 

7.5 

Compared  with  traditional  5% 

At  the  $18.3  Million  level  bonuses  would  be  zero 

At  the  $21.1  (or  $22.1  to  be  more  accurate)  million  level  bonuses,  corporate  incentive 
trips  and  salary  adjustments  would  reasonably  be  $2  million 

At  Quota  level  bonuses,  corporate  incentive  trips  and  salary  adjustments  would 
reasonably  be  $3  million 

Sales  Plan  Calculation 


MDS/SS  Sales 

Orders  Plan  in 
SMillions 

Comment 

Quota  Plan: 

Renewals  = 12  X 80%  = 9.6 
New  = 25.5 -9.6=  15.9 

25.5 

Ken’s  plan  with  SAMs  new  business  quota 
too  low  ($200K)  and  Inside  Sales  new 
business  quota  possibly  too  high 

Allowance  for  Sales  Turnover 
(Note  1) 

1.0 

Allowance  for  Performance 
(Note  2) 

2.45 

Overstated;  should  be  1 .49 

Allowance  for  renewals 
@75%  (Note  3) 

1 

Resulting  Plan 

21.1 

83%  of  Quota  Plan  vs  INPUT’S  traditional 
factor  of  80%  and  2003  factor  of  90%.  This 
is  understated  by  about  $1  Million 
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Note  1.  Turnover  impact  calculated  as  follows: 


Factor 

Calculation 

Comment 

Approximate  number  of  sales 
people  through  2004 

53 

This  is  end  of  year  number  for 
inside  and  field 

Assume  20%  Turnover 

50X20%=  10 

Generous  as  start  of  2004  with 
40  sales  people 

Experienced  Sales  people 
Impact 

5 X $500K  X 1/2 
= $1.25  Million 

Assume  they  leave  on  average 
halfway  through  year  and  new 
business  Quota  is  $500K 
(Note:  Inside  sales  is  lower) 

Ramp  Sales  people  Impact 

5 X $250K  X 1/2 
= $0,625 

Assume  they  leave  on  average 
halfway  through  year  and  are 
on  average  at  50%  Quota 

Total  Negative  impact 

$1,875  Million 

Replacement  Positive  Impact 

10  X $100K  = $1  Million 

Assume  average  contribution 
of  new  sales  people 

Net  Impact 

$(1,875-  1)  = ($0,875 
Million) 

Allowance  for  additional 
hiring  costs,  etc 

$0,125  Million 

10  people  at  $12. 5K  each 

Total  Impact  of  Turnover 

($1  Million) 

If  we  can  reduce  turnover  by  50%  we  can  make  a $500K  difference  to  bottom  line 
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Note  2.  Performance  against  Quota  impact  calculated  as  follows: 


Factor 

Calculation 

Comment 

Projected  Annual 
Performance  for  2003  New 
Business  sales  per  person 

$470K 

As  forecast  by  Doug 
Strahan;  October  data 
shows  higher  numbers. 

2003  Quota 

$570K  for  Field  Sales 
$51  OK  for  Inside  Sales 

For  Reference 

2004  Quota 

$500K 

$300K 

Field  Sales 
Inside  Sales 

Resulting  Performance 
Factor  for  2004 

470/500  = 94% 

Overstated  against  Inside 
Sales 

Factored  Plan  Result 

$24.5  X 94%  = $23.03 

$24.5  is  Quota  Plan  less 
Turnover  Impact.  Should  be 
applied  to  New  Sales  only 

Further  Allowance  use  90% 

$24.5  X 90%  = $22.05 

Performance  Impact  as 
stated  in  Meeting 

($2.45  Million) 

10%  of  $24.5  Million 

Factored  Plan  Result 

$14.9X94%  = $14.0 

$14.9  is  New  Business 
Quota  less  Turnover  Impact 

Further  Allowance  use  90% 

$14.9X90%  = $13.41 

Applied  to  New  Sales  alone 

What  New  Business 
Performance  Impact  should 
be 

($1.49  Million) 

Should  be10%  of  $24.5 
Million 
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Note  3.  Renewal  Performance  impact  calculated  as  follows: 


Factor 

Calculation 

Comment 

Performance  Factor  used  in 
Plan  of  $25.5 

80% 

Turnover  Factor  is 
Irrelevant 

Current  Renewal 
Performance 

72% 

Additional  Renewal 
Performance  Factor 

80%  - 72%  = 8% 

2004  Renewals 

$12  Million 

Additional  Renewal 
Reduction 

$12  million  x 8%  = $11.04 

Renewal  Performance 
Impact 

($1  Million) 

We  also  noted  the  following  changes  in  factors  for  2004  Plan  as 
presented: 


Factor 

Calculation 

Comment 

Reducing  Quotas 

$500K  vs.  $570K  = -12% 
$300K  vs.  $510K  = - 41% 

Field  Quota 
Inside  Sales  Quota 

Reducing  Plan  Factor 

72%  vs.  90%  = -18% 

This  is  on  top  of  reducing 
quotas 

Increasing  Training  & Demo 
Support 

>100% 

Supposed  to  increase 
productivity 

Increasing  Client  Support 

>100% 

Supposed  to  increase 
productivity 

Increasing  Effort  of  Product 
Quality 

Increasing  Analyst  Effort 

Increasing  Effort  of  Industry 
Knowledge 

Hiring  experienced  Senior 
Analysts  & Consultants 

All  these  indicate  the  Orders  Plan  as  presented  is  an  over  correction 
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Cl  Planning  Meeting 
November  20-24,  2003 


ACTION  ITEMS 


General 

• KP/PC/DS  - Document  good  decisions  and  communicate  them  inside  the 
company. 

• KP/TS  - Revisit  ecosystem  charts  to  bring  in  a.-socia'  ions,  law  firms,  financial 
institutions,  etc.  Merge  Tom  Sisti’s  chart,  Dave  s chans  and  Kevin  s into  a 
cohesive  set  of  ecosystem  slides. 

• MC  - A Id  research  on  opportunities  derived  from  U.S.  aid  to  foreign  countries  to 
the  research  agenda. 

• MC/ML  - Look  at  Onvia’s  business  model  to  learn  lessons  about  how  our  model 
might  need  to  change  in  S&L. 

• ML/AH  - make  recommendation  on  competitive  response  to  MAP  ROI. 

• DS/KP  - Look  at  how  we  can  set  90  day  plans  and  objectives. 

• Each  Function  - Build  qualifications  and  tests  for  each  aspect  of  the  organization 
to  verity  job  qualifications  and  identify  training  needs. 

• MC/ML  - make  recommendation  on  how  to  package  and  sell  information  by 
vertical  (will  require  development  to  establish  access  controls,  what  content  is 
provided  and  usage  reporting) 

• DH  - Populate  the  ecosystem  categories  with  companies  to  target  for  strategic 
development.  Identify  targets/priorities  and  rationale. 

• DH  - create  a matrix  of  markets  & products  and  map  INPUT  and  our  competitois 
($  and  estimated  # clients). 

• MC/ML  - Develop  3 year  orders  plan  for  each  product  so  we  have  more  strategic 
visibility  on  the  return  on  our  investments. 

Financial 

» DS  - Need  to  identify  our  peer  group  for  financial  and  operating  comparisons;  use 
“Research  Services”  as  a possible  category  (One  possible  group  is  Gartner,  Meta 
group.  Costar,  Onvia,  D&B,  Reuters,  etc.).We  should  select  the  one  with  the  most 
attractive  valuation  parameters 

• ro  — After  identifying  the  peer  group  we  must  look  at  our  financial  ratios  against 
our  peers  with  an  eye  on  matching  these  ratios  as  closely  as  possible.  P/E  ratios, 
market  cap  to  revenue. 

• RO  - Have  draft  SI  ready  by  end  of  2004 

• DS/RO  - Break  out  development  costs  vs.  ongoing  costs  so  we  can  better  track 
our  investments.  Related  to  this,  we  need  to  define  what  our  R&D  costs  are  vs. 
our  ongoing  costs.  Look  at  GAAP  as  a guideline  for  this.  We  may  have  two  sets 
of  financials,  one  for  GAAP  and  one  for  business  management.  This  needs  to  be 
done  at  once;  we  need  it  for  our  2004  plan  and  to  report  200j 

• DS/KP  - Revisit  2004  hiring  plans  to  make  sure  they  aren’t  too  aggressive  and  out 
of  balance  with  orders. 
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• RO  - Need  to  demonstrate  growth  in  the  market  by  reporting  INPUT’S  sales  and 
estimating  competitor  sales. 

• KP/DS  - Complete  analysis  on  new  customers  needed  per  product  to  determine 
appropriate  growth  numbers. 

• RO  - Determine  how  to  allocate  overhead  costs  across  products  to  determine 
product  profitability. 

• MC/DS  - Add  column  to  the  pricing  charts  that  shows  number  of  companies  in 
each  pricing  band. 

Sales 

• PP/DS  - Revisit  SAM  and  Inside  Sales  new  business  quotas  (SAMs  too  high; 

ISRs  too  low?) 

• AM/MC  - Need  to  make  sure  FORMAL  lost  business  analysis  is  done  in  the 
organization. 

• DS  - Look  at  Strategic  Partners  in  Texas.  Mary  Neighbors? 

• MC  - Revisit  competitive  switch  program  for  Winaward. 

• MC  - Prepare  list  of  Winaward  customers. 

. PP/DP  - Ask  sales  reps  how  many  CMS  sales  they  think  they  can  make  next  year. 

• KP  - Contact  EYT  and  Microsoft  to  investigate  channel  and  integration 
relationship  for  CMS. 

• PP  - Look  at  outsourcing  offshore  lead  generatici  . 

• PP  - look  at  Product  Sales  Specialist  compensation  plans  (per  need  for  cap  on 
comp  - see  notes) 

• PP  - Revisit  quotas  for  strategic  account  managers  (too  low?)  and  inside  sales 
reps  (too  high?)  and  make  recommendation. 

• PP  - Make  recommendation  on  certification  process  for  sales  organization 
(including  trainers/demoers) 

• WY  - Develop  and  implement  plan  to  build  automated  training  and  sales  demos 
for  each  product. 

• DS  - Define  tiers  in  the  price  list  (e.g.,  U.S.  dollars,  U.S.  revenues  vs.  global 
revenues,  etc.) 


Marketing 

• AM  - Need  marketing  to  make  sure  we  have  collateral  to  support  INPUT’S  value 
proposition.  Better  ROI  support  and  testimonials. 

• BY/BH  - Look  at  customer  retention  programs  put  in  place  by  other  companies  to 
identify  how  we  can  improve. 

• AM  - Prepare  matrix  to  match  events  and  marketing  activities  to  INPUT’S 
products. 

• AM  - Examine  print  advertising  alternatives  to  see  if  any  of  them  offer  inserts. 

• KG  - Karl  to  provide  evaluation  and  recommendations  on  INPUT’S  web  site. 

• KP  - Get  outside  expertise  in  building  the  web  site.  And  benchmark  INPUT  vs. 
best  of  breed  web  sites  (salesforce.com  was  suggested) 

• BH/MC  - Develop  plan  for  interviewing  new  clients  about  how  they  found  out 
about  INPUT,  what  made  them  call  us  and  what  made  them  buy. 
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• AM  - Need  corporate  capabilities  demo. 

• AM  - Develop  functional  requirements  for  reporting  on  leads  that  turn  into  sales 
for  development. 

• AM  - Need  plan  and  schedule  for  speeches  and  event  participation  on  non-INPU  1 
events 

• AM  - Look  at  webinars  for  supporting  growth  in  new  markets  and  new  customers, 
not  just  for  product  launches. 

• AM  - Evaluate  and  make  recommendation  on  what  role  print  advertising  has  for 
our  business. 

• AM  - Look  at  inserts  instead  of  traditional  advertisements  as  alternative  approach 
to  print  advertising. 

• PP  - Peggy  to  take  over  testimonial  development. 

• KG  - Provide  evaluation  and  recommendations  on  INPUT’S  web  site. 

• MC  - Interview  clients  that  have  signed  to  find  out 

o Where  they  heard  about  us. 
o What  made  them  call  us 
o What  made  them  buy 

• AM  - Look  at  what  competitors  do  as  far  as  advertising  goes.  Not  just  key 
competitors  but  also  similar  companies  in  different  markets. 


Events  - EM=Events  Manager 

• EM  - Match  Events  plan  to  Products 

• EM  - Reduce  Local  breakfasts 

• EM  - Consider  and  make  recommendation  for  media  events. 

• EM  - Evaluate  a S&L  conference  to  determine  feasibility  and  meeting  a market 
need. 

• EM  - Examine  and  make  recommendation  on  whether  have  a fall  conference 
(reality) 

• EM  - Revise  events  plan  to  include  at  least  one  DC  downtown  event. 

• EM  - Need  a schedule  to  determine  the  level  of  effort  to  put  on  the  training 
seminars. 

• EM  - Revisit  events  plan  to  accommodate  electronic  events  as  well. 

• EM  - Investigate  recording  our  CIO  events  and  selling  them  through  webcasts  on 
demand. 

• EM  - Revisit  events  plan  to  build  events  to  attract  senior  level  execs  (could  be 
executive  round  tables,  etc.) 

• EM/MC  - Plan  user  group  meeting  for  2004  and  have  in  Events  plan. 

• EM  - Revisit  marketing  plan  to  include  plan  for  INPUT’S  participation 
(sponsorship  and  speeches)  in  non-INPUT  events. 

• EM  - Look  at  what  events  generate  what  leads  and  for  what  products. 

Pricing 

• RO  - Look  at  renewal  rates  by  tier.  Need  matrix  by  product  vs.  tier. 

• MC  - Make  recommendation  about  whether  we  should  revise  pricing  tiers  to  be 
based  on  number  of  employees  rather  than  annual  reverses. 
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Advisory 

• TS  - Define  internal  offerings  and  offerings  we  can  provide  through  partners; 
develop  matrix. 


UK 

• KG  - Prepare  a Powerpoint  presentation  front  the  data  presented. 

Development 

• CC  - Look  at  internal  and  external  development  needs  to  match  against  staffing 
needs. 

• MC  - Look  at  how  crawler  can  provide  sales  leads. 
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Key  Points  and  Decisions 

Lessons  Learned  (Add  these  to  the  presentation) 

• Need  to  optimize  speed  of  ramping  employees 

• Be  more  targeted  in  our  marketing;  need  to  market  solutions  not  products  to 
individuals . 

• Focus  on  solution  rather  than  product  selling 

• Need  to  contract  out  more,  particularly  when  we  are  behind  in  staffing. 

• Need  to  identify  lessons  that  are  positive  as  well  as  negative. 

• Need  to  balance  needs  to  have  cross  training  with  need  to  be  focused  and  have 
specialization. 

• Need  to  better  train  and  enforce  practices. 

• Use  recruiter  for  the  executive  level. 

• Need  to  do  a better  job  at  staff  development: 

o Training 
o Career  planning 
o Mentoring 
o Staff  analysis 

• Client  retention  - look  to  other  companies  for  best  practices  (i.e.,  check  Siebel’s 
site  for  a presentation). 

• Manage 

o More  time  to  manage 
o Schedule  time  (labor) 
o Set  quarterly  objectives 


• Buyside 

o need  to  build  products  / sales 

o create  portal  / conduit  for  buyer  (like  Onvia/BIP) 

o need  firewall... to  avoid  a conflict  of  interest  in  servicing  buy  and  sell 


• Create  chart  for  each  portion  of  the  ecosystem 

o INPUT  $ by  area 
o Market  $ by  area 

General 

• Need  to  spend  more  time  managing  and  scheduling. 

• Need  to  define  what  we  consider  to  be  R&D.  We  should  look  at  GAAP  rules  tor 
guidance  on  how  we  count  R&D  spending. 


Ecosystem 


sides. 


Sales 


Inside  sales  was  a positive  addition  to  our  sales  organization 
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• INPUT/Outputs  were  effective  in  generating  leads. 

• Competitive  responses  were  good;  always  need  to  move  quickly  on  competitive 
threats. 

Operations/Products 

• Consider  contract  out  customer  satisfaction  to  get  more  objective  analysis  and 
minimize  impact  on  staff. 

• Need  to  look  at  outsourcing  some  content  collection  potentially  offshore.  Lead 
generation  could  be  put  offshore  for  example. 

. Need  to  be  more  effective  at  detecting  holes  in  our  offerings  and  responding  to 
them. 

Development 

• More  effective  scheduling 

• Need  to  get  them  more  engaged  with  customers  (internal  and  external) 

Key  Takeaways  in  Lessons  Learned 

• Ratios  — identify  proper  peer  group  and  look  at  how  our  business  currently 
matches  up  and  how  it  needs  to  evolve  to  match  up.  May  require  us  to  allocate  oui 
costs  differently. 

• Fix  recruiting  process  — be  more  proactive,  including  retained  tor  execs  and 
recruiters  (internal  and  external)  for  other  hires. 

• Management  discipline  and  attention. 

• Take  care  of  customer.  We  must  have  the  best  products  and  solutions;  be  focused 
on  exceeding  our  customers’  expectations. 

• Set  a plan  you  can  make,  and  then  make  the  plan. 

• Create  a culture  of  success;  communicate  where  we  succeeded  and  where  we  can 
improve.  We  beat  ourselves  up  too  much  and  people  feel  unsuccessful  and 
demotivated. 

Key  Takeaways  from  Employee  Satisfaction 

• Training 

• Compensation 

• Need  professional  analysis  of  employee  satisfaction  ratings  (to  benchmark  against 
other  companies  and  make  recommendations) 

• Recruiting 

• Morale  is  low  but  making  improvements  in  other  areas  will  improve  morale. 
Morale  is  not  a specific  thing  that  you  can  address  directly. 

Competition 

• Need  to  estimate  INPUT  sales  and  estimated  competitive  sales  over  time. 
Demonstrate  growth  in  the  market.  Where  is  action  item  on  this? 

• Advertising  / Marketing  / Software  tools  - need  to  respond  to  MAP  ROl.  Where 
is  action  item  on  this? 
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• Strategic  Resources  — Mary  Scott  Neighbors  — need  to  contact.  She  owns  the 
market  for  S&L  in  Texas. 

. S&L 

o CDG  is  our  strongest  competitor, 
o Consider  partnering  with  Onvia  for  content  (bid  data). 

• Winaward- 

o Reconsider  competitive  switch  promotion, 
o How  many  clients  do  they  have  (that  we  have  identified). 

Sales  Organization  Discussion 

• Product  Sales  Specialist 

o Consider  for  CMS  and  Analysis  products, 
o Consider  for  new  products  during  launch. 

o Need  to  find  way  to  cap  the  upside  for  a product  specialist  (without 
negatively  impacting  their  motivation). 

• Strategic  Sales  Group 

o " What  is  our  product  portfolio,  how  has  it  grown? 
o Grow  product  sales  to  existing  clients  (what  is  the  potential?) 
o Need  to  reconsider  the  new  business  quota  (too  low). 

• Demo  / training  group  — concern  is  how  they  stay  current? 

o Initial  training  in  customer  care  / ops? 
o Handle  prospect  hotlines 
o Certification  process 

• Inside  Sales  Quota  - possibly  too  high. 

• Concerns  expressed  by  DH 

o Sales  cost  is  too  high  as  % of  orders. 

o Can  we  really  add  400  clients  in  Federal  Opportunities  (PFOIT)?  Need  to 
complete  the  analysis. 

MDS  Planning  Discussion 

• Need  sales  demo  and  training  tool  for  each  product. 

• Strategic  Account  Managers  need  higher  new  business  quotas.  $200k  is  too  low 
for  the  territory  of  accounts  they  have. 

• Inside  Sales  new  business  quotas  may  be  too  high. 

• Nail  down  new  vs.  renewal  for  all  levels. 

• For  CMS,  we  need  to  ask  the  sales  reps  how  many  accounts  they  think  they  can 
close  next  year  at  what  price. 

• Sales  demo  and  training  people  need  to  have  subject  matter  expertise,  they  should 
spend  a period  of  time  in  MDS  as  analysts  to  prepare  them  for  their  roles  in 
supporting  sales. 

• Need  tests  for  analysts,  sales,  demo/trainers,  etc.  to  verify  job  qualifications  and 
identify  training  needs. 

• Need  to  model  comp  plans  for  2004 
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• Look  at  the  number  of  new  companies  we  need  to  bring  in  at  various  levels  based 
on  the  orders  plan;  how  are  we  going  to  acquire  400  new  customers  in  Federal 
Ops  in  2004? 

• Verticals  are  not  in  the  plan... need  a plan; 

o Access  controls 
o Cross  product  content 
o Usage  reporting 

• Market  Analysis  - typical  product  ramp  $250k  year  1,  $750k  year  2 and  $ 1,500k 
year  3.  Why  are  we  not  growing  FM A? 

• Need  to  devise  better  methodology  for  allocating  indirect  expenses  to  products.  It 
can  not  always  be  based  on  sales.  Should  be  on  labor  not  sales. 

Software  Solutions  Planning  Discussion 

• Recommend  / define  how  to  categorize  our  products  based  on  maturity 

o New  (Yr  1) 
o Developing  (Yr  2) 
o Mature  (Yr  3) 

• EYT  / Microsoft  CRM  - Speak  with  the  Microsoft  product  manager  and 
determine  if  there  is  opportunity  to  create  a CMS  plug  in  for  MS-CRM.  Second 
step  will  be  to  speak  with  YET. 

UK 

• Karl  expects  a plan  that  requires  8-9  people  by  year  end  with  orders  of  about 
$500k  (pounds?)  $400k  in  Advisory  and  $ 100k  in  database. 

• Product  strategy 

o Pre-tender  database  with  profiles  (£  1 0k  est.  price) 

■ Ramp  in  3 mths? 

■ Included  both  central  gov’t  and  local  opps  and  profiles 

■ Large  companies  — sell  all  verticals  (central,  local,  health,  defense) 

■ Specialist  companies  - sell  a subset  of  the  verticals 

■ Est.  40%  of  sales  in  year  1 . 

o US  Market  Introduction  (calling  card  - report  for  European  companies 
looking  to  do  business  in  the  US). 

o Euro  Market  Introduction  (calling  card  - report  lor  US  companies  looking 
to  do  business  in  the  Europe) . 
o UK  Market  Analysis  (£  1 0k  est.  price) 
o Euro  Advisory  (consulting) 

■ Est.  60%  sales  in  year  1 . 

■ Types  of  projects  included  marketing,  bid  advice,  opportunity 
profiling. 

Advisory 

• Sisti  to  determine  our  offerings  internally  vs.  what  we  can  provide  externally 
through  partners. 

• Strategic  advisory  to  focus  on  buy-side. 

• Product  strategy 
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o Relationship  / Advocacy  consulting  ($  1 00k) 

■ Value  price 

■ Annual  program 

• Min.  rate  per  day  $5k 
o Legislative  / regulatory  database  ($20k) 
o Custom 

• Estimated  market  - several  hundred  million. 

• Potential  clients 

o Vendors 
o Lobbyists 
o PR  / Marketing  firms 


• Why  do  events  (not  in  order)? 

o Branding 

o Build  / maintain  relationship  with  vendors  / gov’t 
o Prospects 
o Revenue 

• Need  analysis  of  S&L  conference  before  planning  one. 

• Hold  at  least  one  event  in  downtown  DC 

• Buyer  events  for  federal  government  need  to  be  in  DC 

• Prepare  matrix  to  match  events  to  products.  Reevaluate  having  a fall  conference; 
spring  is  the  forecast,  fall  is  the  reality  of  what’s  happened. 

• Need  schedule  of  effort  to  prepare  agenda  for  seminars. 

• Events  should  report  outside  of  marketing 

• Need  to  have  plan  include  electronic  events  as  well  as  physical  events. 

• Events  manager  should  have  qualifications  in  physical  and  electronic  events. 

• Consider  selling  CIO  events  electronically  (record  them  then  sell  them  as 
webcasts) 

• Need  to  consider  what  events  we  have  for  senior  level  executives. 

• Need  to  track  leads  to  sales. 

• Need  user  group  meeting  in  plan. 

• Need  customer  advisory  board  (buyer  and  customer)  established  in  1 Q 04. 

• Educational  curriculum  — Who  will  develop?  What  is  the  effort?  What  are  the 
steps?  Develop  a schedule 

• Issues  from  the  last  meeting  which  were  not  addressed: 

o Map  events  to  products 

o Need  to  do  both  physical  and  electronic  events 
o Digital  recording  / distribution 


• Need  plan  for  speeches  and  event  participation  on  non-INPUT  events 

• Look  at  webinars  for  supporting  growth  in  new  markets  and  new  customers,  not 


Events 


Marketing 


just  for  product  launches. 
• Consider  media  events. 
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• Consider  what  role  print  advertising  has  for  our  business. 

• Look  at  inserts  instead  of  traditional  advertisements  as  alternative  approach  to 
print  advertising. 

• Testimonials  - Peggy  to  take  this  activity  on  in  sales. 

• Karl  to  provide  evaluation  and  recommendations  on  INPUT’S  web  site. 

• Need  to  interview  clients  that  have  signed  to  find  out 

o Where  they  heard  about  us. 
o What  made  them  call  us 
o What  made  them  buy 

• Create  matrix  of  marketing  activities  by  product  / event 

• Corp.  demo  - we  need  this  ASAP 

• Website  - need  to  benchmark  against  top  notch  sites 

o Salesforce.com 
o Siebel 

• Separate  the  development  of  the  prospect  view  vs.  the  client  view 

• Get  outside  resources  to  evaluate  and  right  up  spec  ifications 

• Market  analysis  - need  speaking  engagements 

• Webinars  - all  products,  not  just  launch.  Receptionist  should  know  how  to  direct 
attendees  who  want  to  join  the  webinar. 

• More  Data  / Trends 

o Source  of  leads? 
o How  many? 
o # media  mentions? 
o # contacts? 

• Events  for  Media  - promote  major  releases,  4 or  5 times  a year. 

• Advertising 

o For  and  against  different  marketing  vehicles 

■ radio 

■ print 

■ web 

o Look  at  what  competitors  do? 

o Magazine  inserts  - create  content?  Or  radio.  Seii  advertising, 
o Achieve  plan  - achieve  relative  to  marketing  spend 
o Need  to  justify  cost  increase 


Pricing 

• Consider  revising  pricing  tiers  to  account  for  number  of  employees  rather  than 
revenues.  Revenues  mean  different  things  in  different  companies,  but  number  of 
employees  takes  out  these  differences. 

• Need  to  be  specific  about  definitions  of  tiers  (e.g.,  US  revenues) 

• Need  to  add  column  to  the  chart  we  looked  at  that  shows  number  of  companies  in 
each  of  the  pricing  bands. 

• Need  to  look  at  renewal  rate  by  tier  of  company. 

o Strategy  - value  to  the  customer.  Maximize  revenue  (protect  renewals  and 
maximize  new  sales. 


Deleted:  MM  Planning  Meeting 
November  03  1 12503  DSS  (2) 

Deleted:  1 1 


MM  Planning  Meeting  November  03  120203  ICMP  (6^ 

Page  10  of 


Confidential  - INPUT 


Printed:  December  i 6.  2003.  ; Deleted:  December  i .20113 


o Sales  - needs  to  collect  user  data.  Who  and  what  type? 

■ Create  a template 

■ Capture  in  MyINPUT  user  profile? 

o Price  tiers  - US  revenue  for  client  organizations 

o Potential  companies  - add  to  the  proforma  (in  addition  to  the  client  base) 
o Customer  chart  by  size  of  company,  growth  from  2002,  2003,  and  2004 
o Need  to  plan  for  avg.  new  sales  price/  tier,  and  renewal, 
o Strategic  acct  group  - add  1SR  to  group  to  leverage  selling  seat  blocks, 
o Users  - sales  drives  the  total  number  of  users  (through  new  incentives) 
plus  training  & customer  care  drive  active  users, 
o Introduce  new  pricing  ideas 

■ Grandfather  existing  users 

■ Offer  bridge  pricing 

■ Only  charge  for  additional  users 
o Advisory  board  launch  Q1 

o User  Group  (KP) 

Strategic  Development 

• We  must  get  the  ecosystem  populated. 

• Need  to  institutionalize 

o Repository  of  data 
o Carekeeper  (dedicated  internal  resource) 

• Do  we  need  a financial  partner?  We  don’t  have  an  M&A  plan  and  therefore  we 
don’t  have  a demand  for  outside  capital. 

• Strategic  criteria: 

o Markets  (verticals,  geographic) 
o Products 
o Customers 

• Need  to  create  a matrix  of  markets  & products  and  map  INPUT  and  our 
competitors  ($  and  estimated  # clients). 

• Resources  for  2004 

o Research  analyst? 
o Need  to  be  proactive,  not  reactive 

• Need  to  identify  a set  of  companies  as  targets  with  a rationale. 

• Look  at  U.S.  aid  to  foreign  countries 

• Look  at  Onvia  model  (they  are  $12m  in  sales) 

• Need  to  consider  strategic  alliances  as  well  as  acquisitions 

• Agreed  priorities  should  be  for  acquisitions 

o 1 ) federal 
o 2)  S&L 
o 3)  Aero/Defense 
o 4)  Europe? 

200 ! Plan  Review  Session 

• Agreed  to  delay  Aero/Def  products  by  six  months  (to  start  development  in 
October  instead  of  April) 
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• Need  to  look  at  3 year  orders  plan  for  products  so  we  have  more  visibility  on  why 
we  prioritize  one  product  vs.  another. 

• Need  to  identify  IT  development  needs  vs.  staffing  demands. 

• Need  to  look  at  how  crawler  tool  can  help  generate  sales  leads. 

• Need  to  keep  orders  gains  and  hiring  gains  in  balance. 

• Take  about  $300  k out  of  marketing  expenditures  (need  to  get  it  closer  to  $400k) 

• To  plan  for  72%  of  quota  may  be  too  aggressive.  Identified  and  quantified  risk 
factors. 


72%  Plan 

Quantified  Risk  Approach 

Quota  Orders 

$25.5 

$75.5 

Turnover  in  Sales 

$1.0 

Sales  Productivity 
Increase 

$2.4 

Renewal  Rate  Increase 

$1.0 

Hiring  Risk  (DS/KP  to 
mitigate) 

Undetermined 

Product  Risk 

Undetermined 

Plan  Orders 

$18.3 

$21.0 
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This  is  backup  for  2004  Planning  for  Multiclient  and  Custom  activities.  Exhibits  8 and  9 tie  directly  into  the  INPUT  2004  Planning 
spreadsheet. 

The  remainder  of  text  and  exhibits  in  this  document  describe  the  basis  for  the  sales  and  cost  numbers.  This  document  is  fairly  detailed 
since  multiclient  and  custom  offerings  are  in  many  ways  different  from  subscription  products.  The  main  difference  from  a financial 
standpoint  is  that  there  are  no  delivery  costs  until  there  are  client  commitments;  in  the  case  of  multiclients  there  are  similar 
opportunities  as  in  subscription  programs  for  positive  financial  leverage. 

Multiclient  Revenue  and  Cost  Backup 

This  section  contains  the  following: 

• Multiclient  sales  resource  estimates 

o Components  of  the  multiclient  life  cycle 
o Multiclient  sales  lifecycle  resources 

• Multiclient  revenue  estimates 

• Multiclient  costs 

o Sales 
o Delivery 

Multiclient  Study  Sales  Resources:  Sales  Life  Cycle 

Multiclients  have  five  distinct  cycles,  as  shown  in  Exhibit  1.  Commercial  and  Government  multiclients  follow  same  pattern. 
Government  multiclients  expected  to  predominate  in  first  half  2004.  Mix  in  second  half  will  depend  on  market  conditions. 
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Exhibit  1:  Multiclient  Cycle 


Level 

Activity 

Number 

per 

Quarter 

Elapsed 
Time  in 
Weeks 

Comment 

1 

Topic  ideas  and  identification.  Develop  1 page  preliminary 
scope.  Includes  follow-ons  to  successful  multiclients  (Level  5 
below).  Five  will  progress  to  the  next  level.  Two  will  be 
follow-ons  to  completed  multiclients  (from  Level  5 below) 

7 

1 

Need  to  work  with  INPUT  staff  on 
an  ongoing  basis  to  develop  feasible 
ideas  for  government-related 
multiclient  topics. 

2 

Distribution  of  preliminary  scope  to  test  sample  of  prospects  to 
determine  potential  level  of  acceptance.  Development  of 
partial  prospect  target  list.  Short  follow-ups.  May  also  send  a 
follow-up  expanded  scope  with  non-binding  background, 
deliverables  and/or  benefits.  Three  will  progress  to  next  level. 

5 

2 

Average  of  3 will  be  “new”  topics; 
other  topics  will  be  follow-ons  to 
completed  multiclients  (see  Level  5) 

3 

Proposal  preparation  and  distribution,  including  approvals. 
Extensive  follow-up  for  closing.  Two  will  receive  minimum 
number  of  sponsors  and  progress  to  next  level. 

3 

5 

4 

Launched  projects. 

2 

13 

All  launched  projects  will  be 
completed 

5 

Follow-ons  to  completed  projects.  Each  completed  project  will 
have  two  to  four  possible  follow-ons  (e.g.,  conference,  buyers’ 
guide,  update/refresh  of  findings,  niche  subscription  program). 
Assume  that  on  the  average  there  will  be  one  follow-on  per 
multiclient. 

2 

n/a 

Some  completed  multiclients  may 
have  two  follow-ons,  other 
multiclients  may  have  zero  follow- 
ons 
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Exhibit  2 shows  the  estimated  resources  needed  to  perform  a single  item  in  the  sales  cycle  (e  g.,  review  one  topic,  distribute  one 
preliminary  scope,  prepare  one  proposal) 


Exhibit  2:  Multiclient  Sales  Cycle  Resource  Requirements  (Single  Topic) 


Level 

Activity 

Person-I 

>ays  Per  Topic 

Comment 

Nancy 

Tom 

Other 

INPUT 

1 

Topic  ideas  and  identification. 

1 

1 

0.5 

2 

Distribution  of  preliminary  scope 

3 

1 

0 

Sales  force  not  involved  at  present.  If 
involved,  add  1 person-day 

3a 

Proposal  preparation 

1 

4 

1 

3b 

Proposal  distribution  and  follow-up. 

8 

3 

0 

Sales  force  not  involved  at  present.  If 
involved,  add  2 person-days 

Exhibit  3 estimates  the  resources  needed  for  each  quarter,  taking  the  estimates  for  a single  item  in  Exhibit  2 and  multiplying  the 
number  per  quarter  from  Exhibit  1 . 


Exhibit  3:  Multiclient  Sales  Cycle  Resource  Requirements  per  Quarter 


Level 

Activity 

Person-I 

>ays  Per  Topic 

Nancy 

Tom 

Other 

INPUT 

1 

Topic  ideas  and  identification. 

7 

7 

3.5 

2 

Distribution  of  preliminary  scope 

15 

5 

0* 

3a 

Proposal  preparation 

3 

12 

3 

3b 

Proposal  distribution  and  follow-up. 

24 

9 

0* 

Total 

49 

35 

6.5 

* Current  situation.  If  involved,  add  another  10-15  person  days  per  Quarter 
Conclusion:  Nancy  works  at  close  to  capacity  under  these  assumptions,  since  there  are  approximately  62  work  days  in  the  average 
quarter  and  about  20%  of  time  is  used  for  overhead  activities. 


9 


9 


© © 

Multiclient  and  Related  Custom:  2004  Planning  Assumption  Backup  v4 


© 

Page  4 of  10 


Multiclient  Revenues 

Multiclient  Orders:  Assume  a multiclient  will  be  costed  at  one  of  two  breakeven  order  levels:  $ 125k  and  $ 1 75k.  Assume  split  will  be 
50-50.  Average  sales  will  be  20%  over  breakeven,  i.e.,  sales  will  continue  after  project  launch.  Sales  per  project,  with  20%  lift,  will 
be  $150k  and  $2 10k,  respectively. 

Quarterly  orders:  $360k.  Annual  orders:  $1.44  mm.  Orders  are  assumed  to  be  spread  evenly  across  the  year. 

Revenues:  95%  of  orders  (for  non-payment,  etc.)  or  $1 .365  annually.  (On  each  order,  half  of  the  value  is  paid  up  front  and  the 
remainder  on  project  completion.  Revenue  can  either  be  recognized  on  project  completion  or  on  a percent  of  completion  basis;  if  the 
latter,  then  for  planning  purposes 

• Multiclient  revenue  can  be  recognized  in  equal  parts  over  13  weeks  after  product  launch;  13  weeks  is  the  average  project  length. 
Orders  received  after  launch  would  be  pro-rated. 

• Custom  revenue  can  be  recognized  in  equal  parts  over  8 weeks  after  booking;  8 weeks  is  the  average  project  length. 
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Multiclient  Sales  Costs 

Nancy  and  Tom  account  for  most  of  these  costs  (0.8  FTE  for  Nancy  and  0.5  FTE  for  Tom).  For  planning  purposes,  these  are  assumed 
to  be  at  senior  staff  cost  rates.  Since  some  sales  costs  may  be  imputed  in  the  delivery  costs  below,  there  may  be  some  double  counting 
of  costs.  This  may  be  offset  partially  by  actual  sales-related  costs.  This  may  need  to  be  investigated  further. 

Other  INPUT  staff  would  be  between  0. 1 and  0.25  annual  FTEs.  For  planning  purposes,  these  costs  are  ignored. 

Multiclient  Delivery  Costs 

Costs  are  derived  from  order  levels 

• As  in  the  current  multiclient  project  cost  models,  costs  are  built  up  using  INPUT  junior/senior  daily  rates.  (Can  be  converted 
back  into  external  consultant  expenditures  as  required.) 

• For  planning  exercise,  order  amount  ($1.4  mm)  is  converted  to  person-days  (assume  200  person-days  equal  one  annual  FTE). 

o Based  on  experience  to  date,  junior  and  senior  days  are  split  50-50  (individual  projects  vary) 
o On  a weighted  dollar  basis,  junior  days  make  up  30%  of  dollars  expended 

Multiclient  Cost  and  FTE  Calculations: 

• $1.4  mm  splits  into  $400k  for  junior  staff  and  $1.0  mm  for  senior  staff  (figures  rounded) 

• $400k  junior  staff  @$l,000/day  = 400  person  days  = 2 annual  FTEs 

• $1.0mm  senior  staff  @$2,000/day  = 500  person  days  = 2.5  annual  FTEs 
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This  section  contains  the  following. 

• Custom  sales  resource  estimates 

o Components  of  the  Custom  life  cycle 
o Custom  sales  lifecycle  resources 

• Custom  revenue  estimates 

• Custom  costs 

o Sales 
o Delivery 


Custom  Order  Assumptions 

Custom  sales  has  its  own  life  cycle,  as  shown  in  Exhibit  4.  Exhibit  4 also  contains  estimates  for  the  resources  required  for  each  life 
cycle  step.  Commercial  and  Government  custom  follow  same  pattern. 


Exhibit  4:  Custom  Sales  Cycle  Resource  Requirements  at  Each  Step 


Step 

Activity 

Person-Days  For  A Single 
Instance  of  a Step 

Comment 

Nancy 

Tom 

Other 

INPUT 

A 

Qualification 

0.1 

0.1 

0 

• Decide  whether  to  pursue 

• Assume  50%  go  to  next  level 

B 

Follow-up/pre-proposal 

0.2 

0.5 

0 

• Most  at  this  level  will  have  a short,  non-binding  pre- 
proposal/SOW 

• Assume  50%  go  to  next  level 

C 

Proposal  preparation/approval 

0.5 

2 

1 

D 

Proposal  follow-up. 

0.5 

0.5 

0 

• Assume  50%  are  signed 
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Exhibit  7 applies  the  resources  for  a single  order  to  the  order  projected  for  each  Quarter. 


Exhibit  7:  Custom  Sales  Cycle  Resource  Requirements  for  Each  Quarter 


Quarter 

Number  of 
Orders 

Person-Days  For  A Single 
Instance  of  a Step 

Comment 

Nancy 

Tom 

Other 

INPUT 

1 

2 

6 

11 

2 

2 

3 

9 

16.5 

6 

3 

4 

12 

22 

4 

4 

5 

15 

27.5 

5 

Total  (rounded) 

42 

77 

17 

Custom  Revenues 

Custom  orders  per  Exhibit  5 total  $790k. 

Revenues:  95%  of  orders  (for  non-payment,  etc.)  or  $750k  annually. 

Custom  Sales  Costs 

Nancy  and  Tom  account  for  most  of  these  costs,  as  shown  in  Exhibit  7.  (0.2  FTE  for  Nancy  and  0.3  FTE  for  Tom).  As  the  year  2004 
progresses,  Nancy  and,  especially,  Tom  will  be  operating  above  capacity. 

For  planning  purposes,  these  are  assumed  to  be  at  senior  staff  cost  rates.  Since  some  sales  costs  may  be  imputed  in  the  delivery  costs 
below,  there  may  be  some  double  counting  of  costs.  This  may  be  offset  partially  by  actual  sales-related  costs.  This  may  need  to  be 
investigated  further. 

Other  INPUT  staff  would  be  between  under  0. 1 annual  FTE  and  for  planning  purposes,  these  costs  are  ignored. 
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Custom  Delivery  Costs 

Costs  are  derived  from  order  levels 

• As  in  the  current  custom  project  cost  models,  costs  are  built  up  using  INPUT  junior/senior  daily  rates.  (Can  be  converted  back 
into  external  consultant  expenditures  as  required.) 

• For  planning  exercise,  order  amount  ($700k  is  converted  to  person-days  (assume  200  person-days  equal  one  annual  FTE). 

o Based  on  experience  to  date,  junior  and  senior  days  are  split  50-50  (individual  projects  vary) 
o On  a weighted  dollar  basis,  junior  days  make  up  30%  of  dollars  expended 

Custom  Cost  and  FTE  Calculations: 

• $790k  splits  into  $240k  for  junior  staff  and  $550k  for  senior  staff  (figures  rounded) 

• $240k  junior  staff  @$l,000/day  = 240  person  days  =1.2  annual  FTEs 

• $550k  senior  staff  @$2,000/day  = 275  person  days  = 1.4  annual  FTEs 
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Order  and  Cost  Summary 

The  figures  below  are  the  basis  for  the  figures  entered  into  the  INPUT  2004  Planning  spreadsheet. 

Exhibit  8 combines  the  order  data  from  Multiclient  order  estimates  and  custom  order  estimates  from  Exhibit  5. 

Exhibit  8:  Multiclient  and  Custom  Orders  by  Quarter 


Quarter 

Multiclient 

Custom 

Total 

1 

$360k 

$100k 

$460k 

2 

360k 

$150k 

510k 

3 

360k 

$240k 

600k 

4 

360k 

$300k 

660k 

Total 

$1,440 

$790k 

$2, 230k 

Exhibit  9 combines  the  previous  FTE  estimates.  (The  “Total”  line  is  for  general  information,  because  it  mixes  different  levels  of 
staff.) 


Exhibit  9:  Mul 

ticlient  and  Custom  FT] 

Cs 

Staff 

Category 

Multiclient 

FTE 

Custom 

FTE 

Total 

FTE 

Jr 

2 

1.2 

3.2 

Sr  - Subtotal 

3.8 

2.9 

6.7 

• Sales 

1.3 

0.5 

1.8 

• Delivery 

2.5 

1.4 

3.9 

Total 

5.8 

4.1 

9.9 

o 
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Preliminary  Orders  Plan  for  2004 


Area 

2003 

($m) 

2004 

<$m) 

Growth 

(%) 

%of 

Total 

Fed  DB 

9.8 

13.6 

38% 

71% 

S&LDB 

2.1 

3.2 

54% 

17% 

FMA/SVA 

0.7 

1.2 

60% 

6% 

New 

Products 

1.0 

6% 

Total 

12.7 

19.1 

50% 

Orders/ 

Employee 

0.270 

0.273 

# of  Products 

11 

17 

NPUT" 
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New  Products  (Prelim) 


• Contacts  (Vendor  and  Govt) 

• Federal  Task  Order  DB 

• HLS  Watch 

• UK  Ops  Database 

• Grants  - Buy  Side 

• Fed  Buyer  Products 
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Preliminary  MDS  Operations 
Staffing  Plan  for  2004 


Area 

2003 

2004 

+/- 

Fed  DB 

21 

30.5 

9.5 

S&L  DB 

16 

20 

4 

Analytical  Products 

3 

4 

1 

New  Products 

TBD 

Development 

7 

11 

4 

Total 

47 

65.5 

18.5 

7/11/2003 
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Key  Opportunities/Challenges 


• Cross  product  integration 

• Leverage  technology 

• Buyer  friendly  pricing/ 
packaging 

• Staffing  and  training 
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S&L  Opportunities  - 
Summary 


• Market  Size 

- Total  Est.  Market  = $17.3  mil 
-#  of  Subscriptions  = 1,500 


•Orders  Plan  for  2004 

-Total  Orders  = $1,798  k 

- # of  Subscriptions  = 210 

- Average  Price  = $8.6  k 

• - Growth  Rate  = 36% 

• Est.  Market  Share  = 10% 

l INPUTl  7 


S&L  Opportunities  - Summary 


2001 

Actual 

2002 

Actual 

2003 

Est. 

2004  Plan 

Orders  ($K) 

$253 

$885 

$1,321 

( $1,798j) 

Orders  Groitfh 
<%) 

N/A 

250% 

49% 

36% 

#of 

Subscriptions 

30 

87 

131 

210 

Ops  Staffing 

3 

9 

10 

13  - 

Orders/ 

Employee 

$84  K 

$98 

$132 

$138 
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Competition 

• INPUT  S8.L  Beats  FSI 


INPUT 

FSI 

Active 

1250 

890 

Pre-RFP 

550 

500 

• Low-Cost  RFP  Notification  Services 
-Onvia  DemandStar 
-Center  for  Digital  Government  (CDG) 
-GovBusiness 
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Product  Status 


• Last  Year’s  Initiatives 

-Webcrawler/RFP  Notification  Ser  vice 
-Individual  State  Pricing 
-Inside  Sales  Team 

-Form/Solidify  Government  Relationships 
-More  Opportunities  Better  Re  searched 


2001 

EOY 

2002 

EOY 

2003 

YTD 

2003 

EOY  Plan 

Active 

611 

1080 

1258 

1600 

Pre- 

RFP 

185 

476 

531 

650 

7/1 1/2003 
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Key  Initiatives  & Objectives 


• Provide  more  Research  and  Analysis 
-Added  Detail  in  OpportunityReport 
-Produce  more  I/Os  for  Promotion 
-Keep  I/O  Library  On-Site 


• RFP  Tracking  Service 

-Increase  Amount  of  Opportunities 
-Small  Business  Offering 
-‘Let  Us  T rack  It  For  You’ 
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Key  Initiatives  & Objectives 
(cont.) 


• Improve  Internal  Functionality 

-Separation  of  Fed  / S&L  Clients  In  System 
-Separation  of  Fed  / S&L  Hits  In  System 


• S&L  Prevalent/Differentiated 

-Modify  Fields  That  Don’t  Apply  To  S&L 
-Give  S&L  Equal  Visibility  On  Website 

• Development  of  Analysts 

[INPUT! 


Estimated  Resource  Reqs 


• Technology/Development  Resources 
-Webcrawler  for  RFP  Notification  Service 
-Subscription  Sales  over  Internet 


• Marketing 

-Presence  in  Local  Pub’s/Events/ 
Organizations 

• T raining/Education  for  Analysts 

-Practice  under  Development 
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State  Government  IT  Profiles  - 


Summary 


• Market  Size 

- Total  Est.  Market  = $5.1  mil 

- # of  Subscriptions  = 1,021 


• Orders  Plan  for  2004 

- Total  Orders  = $345  k 

- # of  Subscriptions  = 67 

- Average  Price  = $5.2  k 

• - Growth  Rate=  47% 


• Est.  Market  Share  = 7% 
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State  Government  IT  Profiles  - 
Summary 


2002 

Actual 

2003  Est. 

2004  Plan 

Orders  ($K) 

$180 

$235 

$345 

Orders  Gro\tfh 
(%) 

100% 

31% 

47% 

ft  of 

Subscriptions 

36 

47 

67 

Ops  Staffing 

1 

2 

2 

Orders/Employee 

$180 

$118 

$173 

| INPUT'! 


Product  Status 


2003  Initiatives 

Progress 

51  Complete 
Profiles 

39  Complete  Profiles 

4 New  Sections 

Initiative  delayed  till  2004,  due  to 
understaffing 

Sell  Profiles  by 
State 

38%  of  2003  New  Business 
Orders  were  sold  by  State 

• Lessons  Learned  from  Customer  Satisfaction: 
- Customer  Satisfaction  Ov  erall  Rating:  3.7 
■=>  Updates  and  Quality  Control  - 3.7 
■=>  Depth  of  A nalysis  - 3.6 

I 'NPUTl  „ 
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Key  Initiatives  & Objectives 

• Build  Relationships 

- Increase  Interactions  with  Key  Contacts 

• Improve  Quality 

- Updates  and  Detail 

• Expand  Product  Features 

- Technical  Architecture  (1st  Q 2004) 

- State  Initiatives  (2nd  Q 2004) 

- Current  Projects  (3rd  Q 2004) 

- Terms  and  Conditions  (4th  Q 2004) 
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Estimated  Resource  Reqs 


• Events 

- Attend  Marketing  and  Industry 

- Host  State  Events 

• Context 

- Integrate  Grant  Awards  into  Profiles 

- Client  Notification  of  Updates 

- Advanced  Organizational  Charts 

• Partnership  with  Yellow  Book 


7/1 1/2003 
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Higher  Education  and  State  & 
Local  Grants  Databases 


Kim  Neblett,  Sue  Grothoff,  Julie 
Miller,  Chris  Chay,  Bobby 
Hangliter 


Issue? 


\jfrl.n 
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S&L  Grants  Database- 
Summary 


• Market  Size 

- Total  Est.  Market  = $5.6  mil 

- # of  Subscriptions  = 600 


•Orders  Plan  for  2004 

- Total  Orders  = $958  k 

- # of  Subscriptions  = 120 

- Average  Price  = $8.0  k 
• - Growth  Rate  = 100% 


• Est.  Market  Share  = 17% 
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Higher  Ed  Grants  Database- 
Summary 


• Market  Size 
-Total  Est.  Market  = $1.5  mil 
- # of  Subscriptions  = 145 


• Orders  Plan  for  2004 

-Total  Orders  = $90  k 

-#  of  Subscriptions  = 18 
-Average  Price  = $5  k 

• -Growth  Rate  = 200% 


• Est.  Market  Share  = 6% 


7/1 1/200? 
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Higher  Ed  Grants  Database- 
Summary 


2003  Est. 

2004  Plan 

Orders  ($K) 

$30 

$90 

Orders  Grovrth  (%) 

N/A 

200% 

# of  Subscriptions 

6 

18 

Ops  Staffing 

1 

2 

Orders/Employee 

$30 

$45 

7/11/2003 
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Competition 


• Community  of  Science 

-Scientists  and  R&D  professionals 
-Grant  information  tracked  from  5 
agencies 

—Price-  $1,000  for  every  five  seats 

• Grants  Office 

-Homeland  Security  Grant  Spending 
-Provides  services  in  grant  writing 
-Only  tracks  grant  programs,  not  a wards 

-Price-  $3500  for  single  industry 
account 
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Competition  (cont.) 


• CJIS  Group 

-Tracks  only  Criminal  Justice  and  Public 
Safety  Grants 

-Lists  grant  awards  by  year 

• GrantsNet 

-Tracks  Biomedical  Research  and 
Science  Education 
-Membership  is  Free 

• EagleEye 

-Keyword  search  of  Catalog  for  Dom  estic 
Assistance 
-Free 
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Product  Status 


• Grants  was  Launched  on  May  1, 
2003 

• S&L  ahead  on  Orders  Plan, 
Higher  Ed  slightly  behind 

• Homeland  Security  funding  to 
State  and  Localities  Hot 

• Grants  Enhancements  are  all  on 
Schedule 


INPUT' 


Key  Initiatives  & Objectives 


• Update  Grant  Awards 

-Link  Grant  Awards  to  S&L  Opps 
Database 

-Update  Grant  Award  Reports 
every  2 to  3 Months 

• Sell  to  Vendors  State  by  State 
-All  Programs  and  Awards  made 

to  the  States 

-Pricing  based  on  how  many 
Awards  are  included 


INPUT' 


■WMF  Key  Initiatives  & Objectives 
(cont.) 

•Add  more  Departments 

-Estimate  29  total  Departments 
and  their  Agencies 

• Expand  Vendor  Market  (new 
Customers) 

-Product  geared  outside  of  IT 
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Estimated  Resource  Reqs 


• Development 
-Ongoing  Enhancements 
-State-by-State  Sales 

• Grants  Analysts  to  update 
Grant  Awards  and  track  more 
Departments 

• Marketing-Promotions,  Events, 
Brochures 
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Buyer  Side  Product  for  Higher 
Education  and  State  & Local 
Grants 


► Ut-unii/V-uf  \ 


Kim  Neblett,  Sue  Grothoff,  Julie 
Miller,  Chris  Chay,  Bobby 
Hangliter 


7/11/2003 
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What  is  the  Product 
Definition? 


Existing  Higher  Education 
and  State  and  Local  Grants 
Product  sold  to  States, 
Localities,  and  Universities 
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Buyer  Side  Product  for  Grants 
• Summary 


• Market  Size 

- Total  Est.  Market  = $ 42.2  mil 

- # of  Subscriptions  = 21 ,000 


• Orders  Plan  for  2004 

- Total  Orders  = $106  k 

- # of  Subscriptions  = 15 

- Average  Price  = $7k 

• - Growth  Rate  = N/A 


• Est.  Market  Share  = N/A 
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Competition 

• Federal  Register 

-Legal  newspaper  published  by 
NARA  daily 


• Catalog  for  Domestic 
Assistance 

-Database  of  all  Federal  Grants 
-No  Application  Info 
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■MHr  Advantages  of  INPUT  Grants 


• More  in-depth  analysis  of  the  Grant 
Program 

• Contact  information  at  the  Program 
Level  and  the  Award  Level 

• T racks  the  Program  once  an  Award 
is  made 

• Easy-to-use  searchable  features 

• Pre-RFA  Opportunities 


• Software  that  allows  tracking  of  all 
Grant  activities  (?) 
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Key  Initiatives  & Objectives 


• Sell  to  Buyers  State  by  State 
-All  Active  Programs 

-Only  Awards  within  that  State 
•Advertise  your  interest  on  the 
Programs 

• Provide  full  Grants 
Management  System 


7/11/200 
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Estimated  Resource  Reqs 


• Potential  Partnership  to  ease 
entry  into  the  Market 

• 1 Product  Manager 

• Dedicated  Sales  Staff 

• Research  and  Development 
Required/Underway 

• Planned  Launch  Date  is 
June  1, 2004 
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Federal  Market  Analysis 

Payton  Smith,  Andy  Sung 
Scott  Carter,  Deepak  Bhat 
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■HMHf  Federal  Market  Analysis  - 
Summary 

• Market  Size  

- Total  Est.  Market  = $8.5  mil 

- # of  Subscriptions  = 530 

• Orders  Plan  for  2004  ~ ' 

- Total  Orders  = $930  k 

-#  of  Subscriptions  = 129  

- Average  Price  = $7.2k 

- Growth  Rate  = 42% 

• Est.  Market  Penetration  = 11% 


Federal  Market  Analysis  - 
Summary 


2001 

Actual 

2002 

Actual 

2003  Est. 

2004  Plan 

Orders  ($K) 

$420 

$619 

$656 

$930 

Orders  Growth 
(%) 

~ 

47% 

6% 

42% 

#of 

Subscriptions 

22 

40 

96 

129 

Ops  Staffing 

1 

1 

2 

2 

Orders/Employee 

$420K 

$61 9K 

$328 

$465 

* 2003  Est.  has  been  adjusted  with  actuals  for  the  first  half  2003. 
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Product  Status 


• 2002  - Tiered  Pricing  to  attract  SMEs 

-Result:  Average  price  per  order  higher  than  plan 
-Conclusion:  Tiered  pricing  not  working 

• 2003  - Increased  pricing  flexibilit  y for  SMEs 

-Result:  Few  SMEs  bought 

-Conclusion:  Need  more  than  price  programs 

• 2004  - Augment  pricing  strategy  with  key  initiatives 

-Target  SMEs  with  new  products  as  FM  A step-up 
-Get  actively  engaged  with  sales  effo  rt 
-Research  conten  t improvements 
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Wffff  Key  Initiatives  & Objectives 

• Context  Improvements 
-Standardize  FMA  “Look  and  Feef  like 

Agency/Vendor  Profiles 
-Enhance  content  integration  with  other 
INPUT  products  (DB  forecast) 

- Should  help  increase  2004  sales 

• Content  Improvements 
-Add  November  MarketView 
-Testing  ideas  through  Customer  Sat 

Surveys  (i.e.  vertical  markets) 

1 [ input] 


Estimated  Resource  Reqs 


• Development  tasks 

-Forecast  migration  to  database 
-FMA  data  integration  with  other 
INPUT  products 

• Development  time 

- Minimal  time  requirement  in  2004 


7/11/2003 
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State  and  Local  Market  Analysis 


James  Krouse,  Jennifer  Geurin, 
Sharon  Morgan,  Alex  Turner 
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Product  Content 

• Strategic  Analysis  of  S/L 
Market 


• Focus  on  Market  Forces  and 
Trends 


• Complement  to  Tactical 
Products 


7/11/2003 
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State  and  Local  Market  Analysis 
Target  Plan 


• Market  Size 

- Total  Est.  Market  = $133.2  mil 

- Realizable  Market  = $33.3  mil 

• Orders  Plan  for  2004 

- Total  Orders  = $270  k 

- # of  Subscriptions  = 36 

- Average  Price  = $7.5  k 

• - Growth  Rate  = 200% 
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■HHHV  State  and  Local  Market  Analysis 
Summary 


2003  Est. 

2004  Plan 

Sales  ($K) 

$90 

$270 

Sales  Growth  (%) 

NA 

200% 

Total  # of  Orders 

12 

36 

Ops  Staffing 

1 

1 

Orders/E  mployee 

$90 

$270 
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Competition 


• Gartner 

- Annual  Report -Trends  in  US  S/L  Governments 

- Redistribution  of  R AS  Services 

• Center  for  Digital  Government 

- Secondary  Research  Product  - Accuracy? 
Basis? 

• Fed  Sources  (FSI) 

- Products  in  S/L  Opportunities  & Profiles  Only 

• E-Pipeline 

- Secondary  Research  Only  - Media  and  Links 

• IDC 

- Some  Primary  Research  Product  - Limited 
Analysis 
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Product  Status 


August  1,  2003 

• Release  of  Initial  Market  Analysis 
- Homeland  Security/Healthcare 

Vertical  Views 

Fall  2003 

• Development  of  Annual  Forecast 
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Key  Initiatives  & Objectives 

• Increased  Market  Presence 

- Event  Participation  (Sales/Research) 

- Brand  Identity 

> Establish  Superior  Market  Position 

•Association  Relationships 

- Establish  Objective  Partnerships 

- Perform  Collaborative  Research 

> Establish  Superior  Research  Channel 

^==== =1  INPUT'  I . 
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Estimated  Resource  Reqs 


• SLMA  Manager 

• Research/Reporting 

- Product  Management 

- Marketing/Sales  Support 

• Cross  Functional  Support 

-Technical  Development 

- Marketing/Sales 

- Customer  Service 


• Association  Relationships 

- Sponsorship  ($) 

- Collaborative  Research  - In-kind  Support 
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UK  Opportunities  DB  - 
Summary 

• Market  Size 

-Total  Est.  Market  = $49.1  mil 
- # of  Subscriptions  = 1,000 


• Orders  Plan  for  2004 

- Total  Orders  = $276  K 

- # of  Subscriptions  = 12 

- Average  Price  = $23  K 

• - Growth  Rate=  N/A 


• Est.  Market  Share  = 1% 

PNPUT7 
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Competition 


• TED 

-FedBizOpps  for  the  European  Community 
-Difficult  to  use  directly 

• TED  Agents  (Alert  Service) 

-What  most  use 

• Kable 

-Similar  to  INPUT  Product  line 

• BIP  ‘Tracker” 

-Brand  Name  Leader 

-TED  Data  + Agency  Data  as  value  add 

-Strong  focus  on  locals  and  smaller  tenders 

= I IMP!  IT'  | 
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Key  Initiatives  & Objectives 


• Better  Understand  EU  Procurement 

• Better  Understand  Competition 

• Better  Understand  How  to  Source 
Pre-Tender  Information 

• Focus  Group  Demos 

• Establish  Office 

• Startup 

-Temporary  & Permanent  Staff 
-Outbound  Marketing  Collateral 
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Estimated  Resource  Reqs 


• 1 Managing  Director  and  1 PA 
•4  Analysts 

•2  Sales  Representatives 

• Brief  Temporary  Duty  for  US  Staff 
•Secure  Connectivity  with  Reston 
•TED  Agent/Subagent  Software 

• Marketing  Collateral  Package 
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What  is  a Buyer  Product? 


• A “Buyer”  acquires  based  on  information  provided  byNPUT 

- Government  agency 

- Higher  education  institution 

• A “Buyer  Product”  improves 

- the  procurement  process  or  rr  management 

^E.g.  FOR  CONTRACTING-  A database  of  vendor 
performance  ratings 

cvE.a.  FOR  nr  MANAGERS-  Vendor  and  best  practice 
information 
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■NMV  Buyer  Products  - Summary 


• 2004  Realizable  INPUT 
Opportunity:  $586K 


1.  Vendor  Database...  $105K,  20  orders 

2.  Agency  Architecture...  $38K,  4 orders 

3.  GWAC  Marketing...  $23K,  1 order 

4.  (Grants  Database).. .$105K,  15  orders 

5.  (Grants  Advisory)... $31 5K,  30  orders 
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IMF  Database  Services 

• Vendor  Database 

1.  Performance  Data  (rated  5) 

o Mainly  for  Contracting  personnel 

2.  Pricing  Data  (rated  4) 

=>  Mainly  for  Contracting  personnel 

3.  Vendor  Data  (rated  4) 

o Mainly  for  IT  Managers 
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Analytical  Services 


•Aaencv  Architecture  Series 


-Mainly  for  IT  Managers 

Looking  for  like  or  best  practices 
■^Looking  for  cross  -agency  interfaces 
-A  Set  or  a la  carte  (like  FM  A) 

-Current  & Planned  Architecture 

-Pace  of  change  and  funding  plans 

-Potential  to  reuse  some  FM  A/SMA  information 
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Advisory  Services 


• GWAC  Marketing  Advisory  (rated  4) 

- Mainly  for  Agency  BD’ers 

oPromote  GWAC’s  and  MAC’S  to  other  agencies 
^Drives  funds  (avg.  2%)  to  the  agency 

- Similar  to  custom  Sales  Planning 

< Sales  Planning  80%  Leads,  20%  Marketing... 
^...GWAC  Marketing  20%  Leads,  80%  Marketing 
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Competition 


• Vendor  Database 

-None  identified 

-Fed  Sources  and  Acquisition  Solutions  could 

• Architecture  Series 

-None  identified 

-Certainly  not  INPUT’S  traditional  competitors 

• GWAC  Marketing 

-None  identified 

-Fed  Consulting  and  CM  A maybe 
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Key  Initiatives  & Objectives 


• Inventory  & Roadmap  data  sourcing  for  Vendor  Database 

• Recruiting  qualified  Analyst  for  Architecture  Series 

- Technical  Expertise 

- Understanding  and  relationships  in  Federal  Govt  IT 

• Grants  Buy-Side  Assessment  Study:  Grants  developers/administrators 

e state  Users  & Local  Users 

<•  Health  care  & Higher  Ed  (public  and  private) 

4 Grants  Database,  + Grants  Market  Analysis,  + Grants  Advisory 

• IRMCO-  September 

- Kevin  speaking 

- Survey 

• NAS  CIO-  September 

- ???  speaking 

- Survey 
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Estimated  Resource  Reqs 


• 1 Buy-Side  Marketing  Manager 
-Oversee  Buy-side  initiatives 

• 3 Product  Analysts 

-2  for  Vendor  Database 
-1  for  Architecture  Series 

• 1 Advisory  Analyst 
-For  GWAC  Marketing 
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Federal  IT  & C4I  Opportunities 
Program 

(Standard  Service  and  Basic  Service) 

Chirag  Shah,  Linda  Nguyen,  Karen 
Scott,  Paul  Treszczotko,  Brian 
Huppert,  Scott  Mineo 
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Federal  IT  & C4I  Opportunities 


• Market  Size 

-Total  Est.  Market  = $32.4  M 
- # of  Subscriptions  =4,600 


• Orders  Plan  for  2004 
-Total  Orders=  $9,857  k 
-#  of  Subscriptions=  1,087 
- Average  Price  = $9.1  k 

-Growth  Rate=  36% 


• Est.  Market  Share=  30% 
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Federal  IT  & C4I  Opportunities  - 
Standard  Service  Summary 


2001 

Actual 

2002 

Actual 

2003  Est. 

2004  Plan 

Orders  ($K) 

$2,031 

$4,452 

$7,247 

$9,857 

Orders  Grovtfh  (%) 

■ 

119% 

63% 

36% 

# of  subscriptions 

230 

467 

679 

1,087 

Ops  Staffing 

6.5 

9.5 

15 

25 

Orders/E  mployee 

$312 

$469 

$483 

$394 
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Competition 


• FedSources  has  significantly  increased 
the  number  of  opportunities  in  the 
database 

-995  Pre-RFP  and  1600+  active 

• FedBizOpps  (FBO) 

-Government  has  made  FBO  the  “norm” 

-Automatic  email  updates 

-FREE 

• Epipeline 

-Federal  IT&C4I  Basic  will  allow  INPUT  to 
compete  on  price 


Product  Status 

• Last  year’s  initiatives: 

- Staffing:  Improving;  almost  on  plan 

- WebCrawler:  ??? 

-Government  review/ability  to  contribute:  ??? 

- FOIA  to  Administration:  Completed 

- Event  Attendance:  Work  in  progress 


2001  EOY 

2002  EOY 

2003  YTD 

2003  EOY 
Plan 

Active 

1100 

1850 

2300 

2500 

Pre-RFP 

700 

1002 

1085 

1300 

• Immediate  Activities: 

-Launch  Opporiinities  Basic  in  July  2003 

I inputI 


■NNW  Key  Initiatives  & Objectives 


2003  YTD 

2003  EOY 
Plan 

2004  EOY 
Plan 

% Growth 

Active 

2300 

2500 

3000 

20% 

Pre-RFP 

1075 

1300 

1500 

15% 

• Continue  to  grow  database  with  quality 
opportunity  reports 


• Create  a new  organizational  structure  to  allow 
for  more  penetration  into  Federal  Agencies 
and  Departments 
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WUt  Key  Initiatives  & Objectives 
(cont.) 

• Invest  in  Technology  to  Improve  Internal  Efficiency 

-Management  Tools 

-Automatic  population  of  duplicate  fields 
-Automatically  capture  FBO  opportunities 

• Provide  MyINPUT  as  a free  offering  to  all  Federal  I T 
& C4I  Clients 

• Consider  expanding  Federal  IT  & C4I  Product  into 
other  verticals:  Healthcare,  A/D,  OA&M,  A/E 

-One  product,  many  verticals 
-Sell  verticals  separately 
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WKtt  Estimated  Resources  Reqs 


2003  YE  Plan 

2004  YE  Plan 

2004  New 
Hires 

% Growth 

Staff 

15 

25 

10 

66% 

• Technology/Development  Resources: 

- Web  Crawler  (Documents,  Opportunities,  Related  Articles) 

- Hire  a dedicated  web  developer  in  order  to  address 
suggestions  within  the  Change  Request  System  (CSR) 

- Improve  Web  Sales  Strategy 

• Other  Resource  Requirements: 

- Hire  senior  staff/team  lead  in  order  to  launch  new 
organizational  layout 

- Provide  continuous  training/seminars  to  further  develop 
skills  and  knowledge  of  analyst  staff 

- Sales/Marketing  needs  to  create  a “Welcome  Kit”  which 

allows  product  teams  intelligence  on  clients  r _ i 

55  SEE  - — INPUT' 
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mmm  Standard  Service  vs.  Basic  Service 


Features  (x  = Included) 

Standard 

Basic 

Basic  Search 

X 

X 

Advanced  Search 

X 

Downloadable  Documents 

X 

Customer  Support 

X 

Technical  Support 

X 

X 

e-Library 

X 

Detailed  Contacts/Contracts 
Information 

X 

Exportability 

X 

FOIA 

X 

Saved  Searches 

X 

Interested  Vendors 

X 

X 
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Organizational  Structure 

Federal  IT  & C4I 


Federal  Agency  Profiles 


Bracy  Dutton,  Ashlea  Higgs 
Eric  Saraceno,  Dawn 
Whitehorne 
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Federal  Agency  Profiles  - 
Summary 

• Market  Size 

- Total  Est.  Market  = $7.3  mil 

- # of  Subscriptions  = 1,600 

• Orders  Plan  for  2004 

- Total  Orders  = $2.3  mil 

- # of  Subscriptions  = 431 

- Average  Price  = $5.4  k 

• - Growth  Rate  = 43% 

• Est.  Market  Share  = 32% 
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■MMNF  Federal  Agency  Profiles  - 

Summary  


2001 

Actual 

2002 

Actual 

2003  Est. 

2004  Plan 

Orders  ($K) 

$632 

$1,155 

$1,631 

$2,327 

Orders  Gro^h 
<%> 

83% 

41% 

43% 

#of 

Subscriptions 

121 

181 

250 

431 

Ops  Staffing 

.5 

1 

2 

3 

Orders/ 

Employee 

$632 

$1,155 

$815 

$776 

7,'l  1 '->(>(■?  lV.nlidc.Hia!  - INPUT  I I 82 


■ warn 


• Commercial 
-FSI 


Competition 


^Customer  Satisfaction  Survey  4.46 
^Additional  Offerings 
-Epipeline 

^ Customer  Satisfaction  Survey  4.7 
^Partnership  with  Eagle  Eye 
Publishers 

• Government  Agency  Websites 
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Product  Status 


•2003  Plans 
-Full-Time  Employee 
-Agency  Contacts 
-Organizational  Charts 
-Documentation,  Logos,  Links,  News 
-In-Depth  Analysis 

-Homeland  Security  Activity  and 
Contribution  Section 

• Profiles  should  be  a Dynamic  Product 
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Key  Initiatives  & Objectives 


• Evolve  Profiles  into  a dynamic 
resource 

-Information 

-Analysis 

-Software  Enhancements 

• Elevate  from  an  add-on  to  a 
necessity 

-Marketing 

-Sales 
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VMf  Estimated  Resource  Reqs 

• 1 new  hire  in  2004 
•Temporary  help  as  required 
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Federal  Vendor  Sales  Profiles 

Julie  Brigden,  Ashlea  Higgs 
Ryan  Lukehart,  Bill  Young 


7/11/2003 
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■HM1F  Federal  Vendor  Sales  Profiles  - 
Summary 

• Market  Size 

- Total  Est.  Market  = $8  mil 

- # of  Subscriptions  = 1 ,600 

•Orders  Plan  for  2004 

- Total  Orders  = $1,308  k 

- # of  Subscriptions  = 221 

- Average  Price  = $5.9  k 

• - Growth  Rate  = 36% 


• Est.  Market  Share  = 16% 
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Federal  Vendor  Sales  Profiles 
Summary 


2002 

Actual 

2003  Est. 

2004  Plan 

Orders  ($K) 

$511 

$930 

$1,308 

Orders  Growth  (%) 

N/A 

82% 

40% 

# of  Subscriptions 

105 

161 

221 

Ops  Staffing 

.25 

1 

Orders/Employee 

$2,044 

$930 

$872 
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Competition 

• Internal  (INPUT) 

• Commodification  (FSI) 

• Taking  advantage  of  publicly- 
available  content  resources 
(Fedmarket,  FSI,  e-pipeline) 

• Increasing  coverage  (FSI) 

• Erosion  of  added  value  by 
government  (PRO-Net,  CCR 
merger) 
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Product  Status 


mmm 


Initiative  / Plan 

Status 

Enhancements  in 
response  to 
client/prospect  needs 

Not  started 

Increase  orders  of  non-IT 
segments  with  sales  push 

Email  promotions,  no 
results 

Manual  quality  assurance 
measures 

New  administrative  tool; 
50%  of  2003  goal 

7/11/2003 
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Product  Status 


• Competing  for  the  same,  smaller 
budget 

• Parent-child  relationship  hurdle 

• Aggregates  data  fidelity  issues 

• Not  responsive  to  customer  needs 

• Not  taking  advantage  of  all  ‘free’ 
content  sources 
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Key  Initiatives  & Objectives 

• Context 

-Baseline: 

c Address  outstanding  customer  needs,  change 
request  system  entries 

- Key  Initiative: 

< Scaleable  benefits 

^Parent  name  normalization,  address  data  fidelity 
concerns 

• Content 

- Baseline:  £ 

o Existing  sources,  actionable  (e.g.  contats)  and 
small  business 

- Key  Initiative: 

^ Descriptive,  relational,  pricing/  performance 
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Key  Initiatives  & Objectives 

• Packaging  and  Pricing 
-Recommended 

■^Custom  segments  , 

^Lite  and  Premium  Versions 
-Alternative  elements 

OAII  profiles  included  in  each 
subscription 

^Strategic  (market  research) 
and  Tactical  (field  sales) 
versions 
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HMff  Estimated  Resource  Reqs 


• Ops  Staffing 
-Baseline  - 1.5  FTEs 
-Key  Initiatives  - 2.0  FTEs 

• Development 
-Baseline  - 0.5  FTEs 
-Key  Initiatives*  - 2.0  FTEs 

'All  INPUT  products  and  ser  vices  derive  benefits 
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FedBD  Toolkit  - Summary 


• Market  Size 

- Total  Est.  Market  = $43  mil 

- # of  Subscriptions  = 12,000 


• Orders  Plan  for  2004 

- Total  Orders  = $83  k 

- # of  Subscriptions  = 41 

- Average  Price  = $2  k 

• - Growth  Rate  = 20% 


• Est.  Market  Share  = .5% 


7/1 1/2003 
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H«f  FedBD  Toolkit  - Summary 


2003  Est. 

2004  Plan 

Orders  ($K) 

$41 

$83 

Orders  Growth 
(%) 

N/A 

102% 

# of  Subscriptions 

21 

41 

Ops  Staffing 

.5 

1 

Orders/Employee 

82 

83 
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Competition 


• No  firm  offers  an  FBO  and 
Contracts  Search  in  one 
product 

• Firms  that  offer  an  FBO  Search 
-FedBizOpps 

-Bidline 

-Community  of  Science 

-FedMarket 

-Loren  Data 
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Competition  (cont.) 


• Firms  that  offer  Contracts 
Search 

-Eagle  Eye  Publishers 
-GSA  FPDC 
-FedMarket 


INPUT’ 


Product  Status 


• Product  launched  in  06/2003 

• Need  to  investigate 
implementing  web  sales 

-Low  cost  product 

-Sales  staff  should  focus  on 
selling  higher  dollar  value 
products 


7/1 
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■MUST  Key  Initiatives  & Objectives 

• More  Frequent  Updates 

-Offer  hourly  updates  instead  of 
daily 

-Eliminate  dependence  on  FBO 
nightly  download 

•Addition  of  Blue  Tops  Data  to 

Contracts  Database 

-Free,  daily  news  release  of  DOD 
award  information  for  contracts 
valued  at  over  $5M 

-Value  add  with  minimal 
investment 
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Key  Initiatives  & Objectives 
(cont.) 

• Branch  out  into  Training 
/Educational  Guides  on  CD-ROM 

-Doing  business  with  the  federal 
government 

-Request  for  Proposal  handbook 
-Federal  Acquisition  Regulation 
(FAR)  reference  guide 

• Up  Sell  Opportunity  to  Advisory 
Services 


7/11/2003 
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Estimated  Resource  Reqs 


• Resource  requirements 

-Additional  analyst  to  create 
training/education  CD-ROMs  if  not 
licensed 

-Additional  development  staff 

•Technology/Development 

Resources 

-Web  Crawler  to  pull  information 
directly  from  FeaBizOpps 

-Additional  servers  or  dedicated 
server  to  cope  with  the  load 


7/11/2003 
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Task  Order  Database 


Brad  Hernandez,  Don  Peacock, 
Alicia  Cudd,  Jim  Noyes 


' T>ep\ 

• faor/|/i h_,)g- 

• ftpuiTrog. 
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Product  Description 


- Basic  task  order  database 
^Contractor 
<=>Title 

^Award  Date 
^Value 

oTask  Order# 


- Premium  task  order 
database 
■=>  Scope 

^Point  of  Contact 
^Period  of  Performance 
^Advertised  Interest 
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Features  (i  = 
included) 

Basic 

Premiu 

m 

Contractor 

X 

X 

Title 

X 

X 

Award  Date 

X 

X 

Value 

X 

X 

Task  Order  K 

X 

X 

Scope 

X 

Point  of  Contact 

X 

Period  of 
Performance 

X 

Advertised  Interest 

X 

Task  Order  Database 
Summary 


• Market  Size 

- Total  Est.  Market  = $ 5.6  mil 

- # of  Subscriptions  = 2,250 

• Orders  Plan  for  2004 

- Total  Orders  = $138k 

- # of  SubscriptjonS'=55  ^ 

- Average  Price  = $ 2.5k 

• Est.  Market  Share  = 2% 

• Launch  DateVjune  
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• FSI 


Competition 


-Had  IDIQ  database 
^Staffing/Delivery/FOIA  problems 

• ePipeline* 

^No  similar  service  identified 

• Eagle  Eye* 

^Some  GWAC  analysis 


*Additional  research  required 
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Competition  (cont.) 


• Government  websites* 

-Strengths 

*>Free  information  available  to 
everyone 
-Weaknesses 

^Difficult  to  sort/time  consuming 
*>No  central  location/difficuit  to  locate 
■=>No  conformity/lack  of  content 


*Additional  research  required 
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Key  Initiatives  & Objectives 


• Sales 

-10%  Of  current  client  base 
oFree  Basic  service  to  promote 
Premium  service 

055  Orders  x $2.5k=$138k 
■*17  Orders  Entrepreneur 
■*21  Orders  Medium 
■*17  Orders  Large 

• Marketing 

-One  Source  for  GWAC  Task  Orders 


7/11/2003 
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Key  Initiatives  & Objectives 


• Operational 

- 500  task  orders  in  database  at 
launch 

-1 ,000  task  orders  in  database  at 
year  end 

-Capture  all  publicly  available 
GWAC  task  orders 
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^ • 

WMWn  Key  Initiatives  & Objectives 

• Development 

-Basic  and  Premium  databases 
complete 

oCustom  search  function 

oLink  to  MyINPUT,  Contracts, 

Opportunities 

^Advertise  interest  
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Resource  Requirements 


2003  YE 

2004 

New  Hires 

% Growth 

Staff 

°_J 

1.5 

1.5 

N/A 

• Technology/Development  Resources: 

- 2-3  Weeks  development  time 

®Basic  and  Premiu  m task  order  database 

• 1 Man  hour  resource  requirement  pe  r task  order: 

-30  Minutes  initial  research/entry 
-15  Minutes  updates 
-15  Minutes  FOI A request 

• Additional  research  required 

: I INPUT'I 
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Task  Order  Database 


Questions? 


7/11/2 
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Federal  Government  Contacts 
Database  - Summary 


• Market  Size 

- Total  Est.  Market  = $8.8  mil 

- # of  Subscriptions  = 2,700 


• Orders  Plan  for  2004 

-Total  Orders  = $150k 

- # of  Subscriptions  = 50 

- Average  Price  = $3k 

• - Growth  Rate  = N/A 


• Est.  Market  Share  = 2% 
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Competition 


• Carroll’s  Publishing  - FedSearch 
-Subscription  Price  : $4k/seat(  FedSearch) 
-#  of  Contacts : Approx  50,000  ( All  federal 
segments) 

-Strengths 

•^Frequent  updates  (bi  -weekly  data  file) 
=vMany  levels/segments  of  Gov’t 
^Contacts  incorpora  ted  into  Org  Charts 
-Weaknesses 

■^Limited  Contracting/Program  Office 
contacts 

■=>Not  integrated  with  programs 
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Competition  (cont.) 


• Leadership  Directory  - Yellow  Book 
-Subscription  Price:  $3178/y  r 
-#  of  Contacts : 40,000+ 

-Strengths 

^Customizable  Search/Sa  ved  Search 
capability  with  exportable  data 
^Daily  updates 
IPhone  directory  approach 
-Weaknesses 

^•Typically  only  covers  to  Branch  level 
oOnly  allows  for  5 simultaneous  users 
oNot  integrated  with  programs 
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Competition  (cont.) 


• FSI  & e-Pipeline 

-Subscription  Price:  FSI  includes  in  Opps/e- 
Pipeline  charges  separately  for  Carroll’s 
-#  of  Contacts : highly  dependent  on  Carroll's 
-Strengths 

^ Integrated  with  other  products 
oOwns  some  of  the  data 
=:Makes  heavy  use  of  third  party  data 
-Weaknesses 

■i  Doesn’t  appear  to  be  sold  separatel  y 
c Data  is  often  incomplete 
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Competition  (cont.) 

• “In  House” 

-72%  of  vendors  use  this  method 
-Subscription  Price:  Cost  of  research 
-#  of  Contacts : Dependen  t on  need 
-Strengths 

^Complete  customization  of  contacts  to 
meet  client  needs 

-Weaknesses 

^High  labor/development  costs 
^Unmanageable  maintenance  to  keep  data 
current 


7/11/2C 


Confidential  - INPUT 


INPUT' 


120 


40 


C 


■MSHF  Key  Initiatives  & Objectives 

• Improve  quality  and  number  of  contacts 

• Upgrade  search  tool 

• Consider  a partnership  with  third  party 

• Reduce  manual  effort  requirements 

• Launch  product 
-4th  Quarter  2004 

-50  clients  @ $3k  (Avg.  Price)  = $150k 
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Estimated  Resource  Reqs 


• Development 
-Modify  web  interface 
-’Data  Scraper’  or  Web  Crawler 

• Operations  Resources 

-2  analysts,  8 jr.  analyst 

■=t-Will  add  1,000  contacts  per  month 
oWill  update  10,000  contacts  per  month 
-Investigate  FOIAas  alternative  to  staffing 

• Subscription/Licensed  Data 

-Obtain  3rd  party  data 
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Recommendations 


•Wait  to  launch 
-Next  Steps 

o Investigate  best  data 
collection  method 
■^Revisit  web  crawler 


^Investigate  FOIA  as 
alternative  to  larger  staff 

oBegin  cleanup  process  of 
current  data 
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Federal  Vendor  Contacts  Database 

Brian  Terrill,  Mike  Ruocco, 

Steve  Trumpet,  DaynaTenorio 
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WKtUW  Federal  Vendor  Contacts 
Database  - Summary 

• Market  Size 

- Total  Est.  Market  = $6  mil 

- # of  Subscriptions  = 3600 

• Orders  Plan  for  2004 

- Total  Orders  = $94k 

- # of  Ssubscriptions  = 55 

- Average  Price  = $1.7k 

• - Growth  Rate  = N/A 


• Est.  Market  Share  = 2% 


Competition 


• Carroll’s  Publishing  - MilSearch 

-Subscription  Price  : $4k/seat 
-#  of  Contacts : 9,600 
-Strengths 

■^Frequent  updates  (bi  -weekly  data  file) 
Contacts  incorpora  ted  into  Org  Cha  rts 
-Weaknesses 

^Limited  to  Defense  Industry 
=*Not  integrated  with  programs 


input- 


42 


Competition  (cont.) 


• Leadership  Directory  - Yellow  Book 
(online) 

-Subscription  Price:  $3200/y  r online 
-#  of  Contacts : 48,000 
-Strengths 

^Customizable  Search/Sa  ved  Search 
capability  with  exportable  data 
c Daily  updates 
IPhone  directory  approach 
-Weaknesses 

^Typically  covers  to  Branch  level 
■^Only  allows  for  5 simultaneous  users 
c-Not  integrated  w ith  programs 
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Competition  (cont.) 


• FSI  & e-Pipeline 
-Subscription  Price: 

oFSl:  Included  with  their  opportunity  s 
^e-Pipeline:  charges  for  access  to  Ca  rroll’s 
-#  of  Contacts:  Dependent  on  Carroll’s 
-Strengths 

^Integrated  with  other  products 
e Owns  some  of  the  data 
e Makes  heavy  use  of  third  party  data 
-Weaknesses 

■sData  is  often  incomplete 
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Competition  (cont.) 


• “In  House” 

-Subscription  Price:  Cost  of  research 
-#  of  Contacts:  Dependent  on  need 
-Strengths: 

^Complete  customization  of  contacts 
to  meet  client  needs 
-Weaknesses 

oHigh  maintenance/development 
costs 
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******  Key  Initiatives  & Objectives 


• Establish  contact  information  collection 
process 

• Keep  information  current 

• Create/Modify  search  tool 

• Hire  staff  to  compile  and  maintain  DB 

• Launch  product 

- Approximately  8,000  contacts 
-3rd  Quarter  2004 

• Investigate  further  methods  to  reduce 
manual  efforts 

T I INPUT'!  I,,, 


*****  Estimated  Resource  Reqs 

• Development 

-Create  vendor  contact  database  (ba  seline) 
-Modify  Web  Interfaces 
-Update  databa  se  from  newsletter  (objecti  ve) 
-Web  survey/template  for  vendors  (objective) 
-Opt -in/Opt -out  functionality  for  vendors 
(baseline) 

• Operations  Resources 
-2  analysts,  1 jr.  analyst 

=*  Add  750  contacts  per  month 
^Update  1000  per  month 

w.~  I input- | 


Recommendations 


• Launch  in  3rd  Quarter  2004 
-Next  Steps 

o Assess  vendor  interest 
and  pricing  sensitivity 

o Research  “data  scraping” 
from  public  sources 
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Competition 


• MyFSI 

-Continues  to  provide  free 
product  with  similar  services 

-Functionality,  content  and  ease 
of  use  falls  behind  MyINPUT 


• Epipeline 

-Free  product  has  no  comparison 
to  MyINPUT 
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Product  Status 


• 2003  Targets 

-Article/Document  monthly  targets 
met 

-Enhancements  to  create  user 
friendly  interface  not  met 

• Competitors  are  catching  up  with 
better  functionality 

-Continue  as  industry  leader - 
develop  a better  product 
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Key  Initiatives  & Objectives 

• Integrate  INPUT  into  MyINPUT 

-Develop  fully  personalized  interface 
across  all  products 
-3  Clicks  to  an  answer 
-All  questions  answered 

• Lock-in  Users 

-Setup/train  Users 

-Offer  free  trial  prior  to  renew  al 

• Offer  unlimited  seats  upon  renew  al/new 
subscriptions 

-Ease  of  use  should  not  be  held  back 
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Estimated  Resource  Reqs 


• Personalization  & Enhancements 

-Development:  1 full  ti  me  Developer  10- 
12  weeks  (est.) 

• Lock-in  Users 

-Sales:  Create  and  manage  User  Lists 

-Customer  Support:  Setup  & T rain  all 
Users 

• Content 

-Responsibilities  are  distributed  amo  ng 
all  Analysts 

-With  WebCrawler  - required  Analyst 
resources  will  be  reduced 
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Homeland  Security  Watch 

Mark  Creamer,  Dawn  Dumbeck 
Deforest  Gaskins,  Lauren  Jones 
Shu 
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Homeland  Security  Watch  - 
Product  Description 

• Fulfill  demand  (exploit  hype)  through  unique  short-lived 
HS  product. 

- Marketed  as  ‘must  have’  to  be  ‘in  the  know’ 

- Delivered  via  web  in  webazine  form 

- Delivers  time-sensitive  information  and  andysis  on: 

^>IT  homeland  security  policy  and  trenck, 
off  HS  procurement  practices  & high-level  spending 
^guidance  on  finding  HS  opportunities  and  pitching 
them 

• An  ADD-ON  to  all  INPUT  products  that  is: 

-timely  and  highly  relevant 

- published  frequently  £hort  deliverable  every  2-3  weeks) 

- low  cost,  but  high  value  , , 

= = = INPUT' 
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Homeland  Security  Watch 
Summary 


• Market  Size 

- Total  Est.  Market  = $4.05  Mi  llion 
-#  of  Subscriptions  -1,650 

• Orders  Plan  for  2004: 

-Total  Orders  = $216k 

- # of  Subscriptions  = 99  (8.25  per  month) 

- Average  Price  =$2.2k  (Lrg/Md  $3k;  Entrp.  $1 .5k) 

• - Growth  Rate  = N/A 

• Est.  Market  Penetration  - 5% 
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Competition 


• No  competitors  offering  on-going  service 
exclusively  on  homeland  security 

• Closest  are: 

-IDC’s  FMA-type  service  that  also  publishes 
short  docs: 
o bulletins 
■=>  news  flashes 
« daily  graphics 

-FSI  published  exhaustive,  one-off,  off-the- 
shelf  report 

- Lots  of  free  newsletters,  journals 

• WARNING:  New  and  traditional 
competitors  likely  to  enter 
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Key  Initiatives  & Objectives 

Pre-launch  Assumptions: 

-Establish  corrpetency  and  relationships  (tfficials 
and  strategic  alliances) 

-Design  taebazine’  style  web  pages 

-Develop  small  body  of  deliverables  (45)  for  launch 

-Establish  sales  incentive;  train  and  equipsales 

Launch  Assumptions: 

-Market  very  aggressively  (highlighted  on  NPUT 
home  page) 

-Use  telesales  to  achieve  goals— outsource  is 
necessary 

Launch  Results/Objectiv  es: 

- Evaluate  sales  efforts  often  for  early  penetBtion 
(5%) 
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Estimated  Resource  Reqs 

> Headcount  requirements: 

- 1 analyst 

> Other  resource  requirements: 

-Development  time  to  create  product 
web  pages 

=^30-40  days 

-Ample  marketing  for  strong  launch  f or 
early  penetration 

- Fund  telesales  campaign  for  highes  t 
possible  early  penetration 
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Other  Considerations 


• Carefully  consider  howto  retire: 
-Calendar  year  subscriptions 
-No  pro-rating  sales 


• Prototype  for  subsequent  fast  -to-market, 
short-lived  products: 

-Document  what  does/doesn’t  w ork 


• This  is  an  new,  unique  product  t ype: 

-Be  flexible  to  re-design/tweak  mid-year 
-Allow failures  to  learn  and  improve 
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Printed:  July  10,  2003 


Option  1 “Logic” 

Total  estimated  market  (number  of  subscriptions)  = 9,000 
Realizable  Market  = 25%  of  9,000  = 2,250  realizable  subscriptions 


Tier  Pricing  break  down: 

Client  Base  Fed  IT/C4I  Opportunity  Database  = 550 

Total  Estimated  mkt.  1st  year  = 10%  of  each  respective  tier 
Entrepreneur  tier  = 170  x 10%  = 17  clients 
Medium  tier  = 209  x 10%  = 21  clients 
Large  tier  = 171  x 10%  =17  clients 

Agency  profile  Pricing 

(Based  upon  10%  random  sampling  of  total  Fed  IT/C4I  client 
base  who  subscribe  to  Fed  Agency  Profiles  in  each  respective 
tier  - 55  total  clients  17,  21  and  17  for  each  respective  tier) 
Entrepreneur  tier  = $3,300  avg. 

Medium  tier  = $4,500 
Large  tier  = $7,400 

Task  Order  Database  Pricing 

Price  point  is  half  the  price  of  average  of  Agency  Profiles 
(each  respective  tier) 

Entrepreneur  tier  = $1,650 
Medium  tier  = $2,250 
Large  tier  = $3,700 

Total  Order  $ First  Y ear 
Entrepreneur  tier  = $1,650  x 17  = $28k 
Medium  tier  = $2,250  x 2 1 = $47k 
Large  tier  = $3,700  x 17  = $63k 


Logic  sheet  option  1 
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Total  Order  = $ 138k 

Average  price  = $ 138k  / 55  clients  = $2.5k 

Total  Estimated  Market  $k 

2,250  realizable  clients  x $2. 5k  = $5.6  mil 

Total  Estimated  1st  year  market  penetration 

55  clients  of  total  possible  2,250  = 2.4% 


Logic  sheet  option  1 
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■MW//  Task  Order  Database 

Summary 

• Pricing 

-Free  Basic  and  3 price  points  for  Premium 

^Free  Basic  FED  IT/C4i  Subscribers 

^Entrepreneur,  Medium  and  Large 
=Mier  Premium 

o$1,650  Entrepreneur 
^$2,250  Medium 
^$3,700  Large 
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■Iff  7as/c  Order  Database 

Summary 


• Pricing 

-Free  Basic  and  3 price  points  for  Premium 
^>Free  Basic  FED  IT/C4I  Subscribers 

^Entrepreneur,  Medium  and  Large 
^Tier  Premium 

o$1,650  Entrepreneur 
^$2,250  Medium 
^$3,700  Large 
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Task  Order  Database 
Summary 


Pricing 

-Free  Basic  and  3 price  points  for  Premium 
=>Free  Basic  FED  ST/C4I  Subscribers 

^Entrepreneur,  Medium  and  Large 
^Tier  Premium 

o$1,650  Entrepreneur 
^$2,250  Medium 
o$3,7O0  Large 
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9M  Task  Order  Database 

Summary 


Pricing 

-Free  Basic  and  3 price  points  for  Premium 
^Free  Basic  FED  ST/C4I  Subscribers 

^Entrepreneur,  Medium  and  Large 
oiier  Premium 

^$1,650  Entrepreneur 
o$2,250  Medium 
^$3,700  Large 
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Task  Order  Database 
Summary 


Pricing 

-Free  Basic  and  3 price  points  for  Premium 
^Free  Basic  FED  IT/C4I  Subscribers 

■^Entrepreneur,  Medium  and  Large 
oTier  Premium 

^$1,650  Entrepreneur 
^$2,250  Medium 
o$3,700  Large 
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Product  Planning  Meeting;  July,  2003 

Tom  Craver 
Aaron  Zafran 
Chris  Gildea 
Mike  Salmon 
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Agenda 


• Capture  Management  Software  (CMS) 

Summary 

• Why  NOT  INPUT  Software? 

• Key  Objective  & Initiatives 

• Competitive  Compare 

• Market,  Sell,  Service  . . . 

• Market  Summary 

• Other  Objectives  & Initiatives 

• 2004  ProForma  Results 
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mmait  Cms  Market  Summary 


• Public  Sector-Focused  SFA  Market  Size: 

- $80M  2003  > $135M  2007  (LRP,  4/03) 


2001  Act. 

2002  Act 

2003  Est. 

2004  Plan 

Orders  ($K) 

? 

S42K 

S750K 

$2,1 00K 

Orders  Growth  (%) 

NA 

NA 

1786% 

280% 

# of  Customers 

1 

2 

22 

60 

# of  Users 

? 

85 

450 

2000 

# of  Renewals 

NA 

1 

0 

20 

Avg  Deal  Size 

NA 

S21K 

S35K 

$35  K 

Staffing 

NA 

1 

6 

12 

Orders/Employee 

NA 

2 

S125K 

$167K 
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Product  Status 


Avg  Deal  Size  Smaller 

- $27. 75K  v $1 OOK  2002  Projection 

Product  Built  from 
Requirements  of  Single 
Customer 

More  than  a New  Product 

- New  Competency 
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Objective  #1 


Make  INPUT’S  Capture  Management 
Software  the  essential  public  sector 
SFA  software  product  across  the  low 
and  medium  end  of  the  target  market 
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maMH  Why  NOT  INPUT  Software? 

...  in  a comprehensive  review  of  1000  contact,  win,  loss  & weekly  reports: 
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Initiatives  to  Achieve 

Objective  # 1 

i.  Develop/Launch  CMS  V2 

- Neutralize  Product  Objections 

- Neutralize  Price  Objections 

o Modular  Standard  & Enterprise  Versions 

- Neutralize  Business  Scaling  Issues 

=>  Improved  User  Administration 

- Create  Revenue  Generating  Opportunities 

MyINPUT  Upgrade 
■=>  Win  Award  Upgrade 
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Initiatives  to  Achieve 

Objective  # 1 

2.  Acquire  Bayesian’s  Win  Award 

- Neutralize  50%  of  competitive  objection 

- Neutralize  lack  of  customers  objection 

- Neutralize  price  objection 

- Neutralize  lack  of  revenue  stream 

- Many  opportunities  to  improve  Win  Award 

- Cost:  ~$5K+/customer? 

- Year  1 Revenue:  S200K 

:s=  IMPI  IT' 
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Initiatives  to  Achieve 

Objective  # 1 

3.  Q4  MDS  SS  Sales  Contest 

- Support  CMS2  Launch 

- Leverage  Existing  Relationships 

MDS  rep  arranges  & attends  first  mtg 

- CASH! 

o Top  Rev  Inside/T op  Rev  Field  = $5Ke. 
o min  $40K 

o Top  Unit  Inside/T op  Unit  Field  = $5Ke. 
o min  2 Units  (New  customer  = 1 Unit) 
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Overall  Outcome  of  Initiatives 


Why  Not  INPUT  Software? 


B Corn  pet  rli\e  Product 
a Irthouse  Solution 

□ Price 

□ Product/New 
a Need 

a Mgmt  Change 
a No  Decision 
O Other 


• 50%  of  Competitive  obstacle  neutralized 

• Majority  of  Product/New  obstacle  neutralized 

• Price  obstacle  eliminated/minimized 

• Competing  against  Inhouse  Solution  (ideal  scenario) 
becomes  Key  obstacle 

• All  hands  on  deck  to  drive  demand! 

■; — : IMP!  IT1 
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Competition 


• ASP:  Salesforce.com 
e Deployed:  WinAward 

• Deployed:  Deltek  CRM 

e Deployed:  Microsoft  CRM 

• Others 
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WMMMil  Legend 


= Weak 
= Neutral 
= Strong 
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Competitive  Compare  - Price 


1.  CMS:  deployed  pricing  assumes  min  25  users;  question  of  perpetual  or  term  licensing  ignored 

2.  WinAward:  concurrent,  perpetual  licensing  only,  assumes  1 concurrent  = 3 named  users 

3.  Microsoft:  perpetual,  named  user  pricing;  third-party  for  ASP  @ $99/user/yr. 


*a!l  above  pricing  includes  15%  annual  maintenance  where  applicable 
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W*®  Others 


• ASP:  SalesNet 

• ASP:  UpShot.com 

• Deployed:  Salesiogix 

• Deployed:  Siebel 
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■MflYI  other  Objectives/Initiatives 

INPUT  Software  Solutions  will  grow 
through 

1.  aggressive  sales  & marketing 

2.  new  organically  developed  products, 

3.  win/win  partnerships  and/or  acquired 
complimentary  products 
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Initiatives  to  Achieve 

Objective  #1 

Marketing! 


Brand  INPUT  Software 
Monthly  New  Customer 
Announcements 

Monthly  Brand  Statements 
Quarterly  Promotions 
Improve  Web  Presence/Content 
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WtIMMII  Market,  Sell,  Service  Footprint 
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At  the  center  is  the 
Customer,  surrounded  by 
their  internal  & external 
information  (content), 
enabled  by  the  respective 
application  service 
(context),  made 
interoperable  between  and 
with  existing  systems 
through  standard 
webservices 
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CRM  Segment  / Synergy 


• Public  Sector-Focused  CRM  Market  Size: 

- $190M  2003  > $320M  2007  (LRP/IDC,  4/03) 


Mkt  Size' 

Martel 

Customer 

Process 

Cost 

Content 

Avg 

Capture  Automation 

S80M 

5 

5 

5 

4 

5 

4.8 

Upsell/ Analytics  Automation 

$38M 

5 

3 

3 

3 

5 

3.8 

Delivery  Automation 

$28. 5M 

4 

2 

2 

2 

1 

2.2 

Service/Support  Automation 

$28. 5M 

4 

2 

2 

3 

1 

2.4 

Proposals  Automation 

$20  M 

5 

4 

4 

5 

3 

4.2 

Marketing  Automation 

$10M 

5 

4 

4 

5 

5 

4.6 

’Source  DC  & mtormal  surveys 
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Iff#  Market,  Sell,  Service . 

New!:  INPUT  Marketing 


Partner/ 

Unanet 
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New!:  INPUT 
Proposals 


Partner/Unanet 
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Initiatives  to  Achieve 

Objective  #2 

• NEW  Product!: 

INPUT  Business  Planner 

- Executive  & Account  Planning 

- Estimated  Cost:  $50K 

4 man  months  @ $75/hr.  (contractor  - VI) 

- Estimated  Revenue:  $100KYr1 

o 20  customers  @ $5K  each 
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Initiatives  to  Achieve 

Objective  #2 

• NEW  Product!: 

INPUT  Proposals 

- Extension  to  “Light”  Doc  Mgmt 

- Estimated  Cost:  $50K 

o 4 man  months  @ $75/hr.  (contractor  -VI) 

- Estimated  Revenue:  $100K  Yr  1 

■=>  20  customers  @ $5K  each 
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Initiatives  to  Achieve 

Objective  #2 

• NEW  Product!: 

INPUT  Marketing 

- Targeting/Communicating  Message 

- Estimated  Cost:  $50K 

■=>  4 man  months  @ $75/hr.  (contractor  VI) 

- Estimated  Revenue:  $100K  Yr  1 

o 20  customers  @ $5K  each 


i/iyw, ( im'i  i 


wmit 

Initiatives  to  Achieve 

Objective  #3 

• Partner/Acquire:  Delivery  & Service 
Automation 

- Unanet;  Fairfax,  VA 

■=>  Time,  Expense,  Project,  Resource  & 
Task  Management 

o 40  Public-sector  focused  customers 
■-i  220  total  customers 
=>  Java,  web-centric  solution 
■=>  Pre-integrated  with  Deltek  Costpoint 
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Initiatives  to  Achieve 
Objective  #2 


• Partner:  Content  Providers  in  Existing 
/ New  Markets 

- Carroll’s 

- Harte  Hanks 

- OneSource 

- Hoover’s 

- iProfile 

o Global  2000  Organization  Charts 
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■MWIf  SS  Personnel  Plan 


2003  • 

Sales  Mgr 
Sales  1 
SPA/I  nside 
< • Prod  Mgr 
Developer 
Developer 
Delivery  Mgr  (Dec) 


2004 

Sales  Mgr 
Sales  1 
Sales  2 (Mar) 
SPA/I  nside 
SPA/I  nside 
c;  Prod  Mgr 
Devi 
« Dev2 
« Dev3 
Dev4  (May) 
Tech  Writer 
Delivery  Mgr 
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Summary 

• Launch  CMS  V2 

• Acquire  WinAward 

• Q4  MDS  SS  Sales  Contest 

• Add/Acquire/Partner  Modules 

/ - Add:  Business  Planner 

- Add:  Proposal  Manager 

- Add:  Marketing  Manager 

- Partner:  Unanet  Service  & Delivery  Mgmt 

• Consider  New  Markets 

7, mm iulum.i  ™ i INPUT  3J 
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Dream  Initiative 


• NEW  INPUT  Content  Product!:  ICON 

(INPUT  Commercial  Contacts  & Opportunities  NW) 
Research-based  Commercial  Opportunity  Intel 

■=>  Global  2000  Contacts 

Global  2000  Comparisons,  by  Industry 
Return  on  Assets  & Equity 
Revenue  Performance 
Resource  Allocations 
* Recommendations  for  Improvement 
Estimated  Cost:  Not  easy  but  doable 
Estimated  Revenue:  ALOT 
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2004  ProForma  Results 


Revenue: 

Expenses: 

CMS  Enterprise 

1200 

People 

1600 

CMS  Standard 

900 

Contractors 

150 

WinAward 

200 

Marketing 

100 

Business  Planner 

100 

W/A  Acquisition 

375 

Proposals 

100 

Other 

200 

Marketing 

100 

2600 

(2425) 
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Printed:  September  30, 2008 


MEMORANDUM 


DATE: 


September  30,  2008 
INPUT  BOD,  Kevin  Gates 


TO: 


FROM:  Peter  Cunningham 

SUBJECT:  Financial  Reports  and  Basic  issues 


CC: 


Rachel  and  I were  going  through  the  financial  reports  when  I was  in  CA  as  she  wanted  to  understand 
them  a little  better. 

We  uncovered  the  hidden  rows  and  columns  to  get  a better  idea  of  the  summary  data. 

We  have  the  following  questions  and/or  comments. 

1.  In  the  detail  underneath  the  federal  and  S&L  IS  (should  be  IT  not  IS)  it  is  difficult  to  understand 
what  is  happening.  Explain  what  is  in  the  bundles  and  put  them  together  first  in  the  Federal  case. 
Put  the  "opportunities"  categories  together.  As  some  of  these  categories  shrink  should  we  even 
bother  reporting  them?  Or  even  selling  them?  We  should  only  be  reporting  what  we  are  actively 
selling?  Perhaps  we  should  only  have  one  product  in  each  category  OR  go  back  to  selling 
components;  we  were  doing  a lot  better  then. 

2.  The  idea  of  just  having  one  product  in  each  category  (federal  and  S&L)  versus  having  5 or  6 is  a 
key  decision  we  need  to  review  in  October  meeting.  Would  we  increase  our  productivity  and 
make  more  money  with  fewer  products  by  going  back  to  a menu,  at  least  for  some  items?  Look  at 
the  usage  data  of  the  components  by  type  and  size  of  company  to  see  what  should  possibly  be 
bundled  or  separate.  Look  at  WHO  uses  what.  Bundles  should  only  be  for  a specific  user 
category.  If  different  people  use  different  products  then  the  selling  process  would  be  different  and 
so  should  the  price  list. 

3.  Get  rid  of  the  surplus  rows  in  the  IA  category. 

4.  In  the  “New  Products”  identify  where  they  fit  or  put  them  in  their  category. 

5.  Hidden  numbers  differ  from  summary,  e.g.  orders  YTD  and  MTD. 

6.  Should  we  split  M/S  costs  by  cost  of  service  and  sales  because  of  the  Upsell  issue?  We  include 
Upsells  in  new  subscriptions  so  we  should  have  the  costs  allocated.  That  can  be  done  on  the  basis 
of  average  effort  spent. 

7.  Verticals  are  Markets  not  Products.  IT  is  not  a vertical.  Change  the  terminology. 

8.  MOST  IMPORTANTLY;  we  must  know  who  is  buying  AND  USING  our  products  not  just  be 
size  but  by  type  of  company  and  by  function.  I have  repeatedly  asked  for  this  and  now  I am 
demanding  it  by  the  time  of  the  October  report  (i.e.  the  November  meeting).  The  company  must 
show  us  what  it  proposes  to  report  after  our  October  meeting.  Everything  in  the  Outsell  report  I 
sent  you  is  about  the  user  and  understanding  them.  We  MUST  do  a better  job  of  this.  Tim  started 
with  one  chart  in  our  last  meeting. 
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Printed:  September  12, 2008 


MEMORANDUM 


TO: 


DATE: 


September  12,  2008 
INPUT  BOD 


SUBJECT: 


FROM: 


Peter  Cunningham 

Board  Review  Minutes  (Additional  Peter  Cunningham  Notes  in  italics) 


CC: 


A.  July  Report 

a.  CV  Chart  4 

i.  There  is  a report  on  discounts  that  should  be  maintained.  We  do  not  need  to  see 
the  report  in  the  Board  materials  but  management  must  monitor  the  level  of 
discounts  and  be  able  to  report  on  the  level  if  asked. 

ii.  18  for  12  sales  are  discounts  and  must  be  reported  in  a similar  manner  to 
multiyear  sales;  in  other  words  only  2/5  of  the  sales  credit  can  be  used  in  the  first 
12  month  period  and  only  that  amount  included  in  orders.  The  revenue  is  spread 
over  the  18month  period. 

b.  CV  Chart  5 - Productivity 

i.  This  report  must  be  redone  to  allow  for  the  outsourcing  of  Cost  of  Sales  effort  to 
SPI  and  others. 

ii.  Rather  than  a CV  per  headcount,  use  a CV  per  $ of  Personnel  Cost  that  would 
then  embrace  both  internal  and  external  costs  without  having  to  use  artificial 
equivalents. 

iii.  President  to  confirm  where  in  the  financial  report  SPI  expenses  are  included  - 
“Cost  of  Services  Operations  Personnel”  or  “Other  Expenses”;  they  should  be  in 
“Personnel”  as  with  any  other  outsourced  labor  costs. 

c.  Detailed  Financial  Report.  President  must  review  this  in  detail  before  the  Board  meeting. 
Several  Board  members  do  examine  it  with  beneficial  results.  ( Chairman  and  President 
to  review  before  the  meeting  in  future) 

d.  Importance  of  Competitive  Switch  information.  August  was  an  unusually  productive 
month  in  terms  of  switches  with  $298K  out  of  $402K  of  new  sales  coming  from  this 
source  (Note  some  switches  may  be  in  Upsell  data  but  no  indication  of  that  was  given  by 
President  or  Gates) 

i.  Switches  in  August  accounted  for  approximately  70%  of  New  Sales.  Average 
YTD  is  approximately  40%.  No  data  was  presented  as  to  why  August  was  so 
unusually  high. 

ii.  By  their  average  size  (Approx.  $ 1 5K)  we  deduce  that  these  sales  are  primarily 
Enterprise  or  mid  Market,  possibly  skewed  by  a few  large  switches. 

iii.  The  obverse  of  this  performance  in  August  is  that  other  new  sales  were  very 
small  indeed,  whether  or  not  competitive. 

iv.  This  discussion  led  to  a questioning  of  the  rationale  behind  the  proposed 
reorganization  of  the  sales  force.  President  is  to  investigate  this  further  in  arriving 
at  his  decisions  in  this  area. 
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v.  President  will  provide  analysis  for  the  Board  related  to  all  the  data  on  New  Sales 
including  Competitive  Switches. 

e.  Another  issue  briefly  touched  on  was  the  changing  the  definition  of  “small”  from  $20 
million  to  $10  million.  I question  the  value  in  this  change  but  it  is  up  to  Tim. 

/'.  I would  prefer  very  little  human  time  spent  on  this  size  of  company;  the  turn  over 
as  documented  elsewhere  is  very  high.  Is  it  profitable  with  the  sales  and  support 
effort  spent  on  them? 

ii.  They  could  be  sold  electronically  with  minimal  sales  support  (use  electronic 
marketing  to  drive  them  to  the  Web  site,  and  then  let  them  order  electronically 
provided  they  sign  appropriate  agreements , etc.). 

f.  Tim  noted  that  we  are  profitable  YTD  though  not  quite  as  profitable  as  last  year;  this  is 
good! 

g.  The  continued  very  high  turnover  in  sales  people  and  the  relatively  poor  performance  of 
the  New  Sales  team  was  noted.  This  has  a high  cost.  President  is  to  investigate  the 
recommendation  made  by  Jed  and  others  to  emphasize  the  good  performers,  increase 
retention,  improve  training  and  reduce  turnover  costs. 

h.  We  did  not  examine  the  Web  usage  by  members;  this  should  be  reported  and  moved  up  in 
priority.  True  Web  based  companies  examine  this  information  in  detail. 

i.  Note  the  decrease  in  the  S&L  activity  but  the  significant  increase  in  Federal 
Opportunities  and  associated  data. 

ii.  Industry  Analysis  continues  to  languish  and  decline  significantly.  Obviously 
Operations  is  not  doing  enough  to  attract  usage. 

Hi.  Shared  Teaming  profiles  continue  to  grow  and  are  37%  up  over  last  year.  Why 
are  we  not  taking  advantage  of  this  ? 

B.  President  Report 

a.  New  Sales  Organization 

i.  The  Board  questioned  the  rationale  of  the  proposed  new  sales  structure  (see 
above).  President  to  respond. 

ii.  The  conclusion  on  replacing  Cockerham  was  accepted.  (I  question  this).  Nothing 
specific  happened  that  has  caused  this  conclusion  to  be  reached  other  than  closer 
observation  by  President. 

iii.  President  Confirmed  that  Upsell  responsibility  would  remain  in  MS  and 
electronic  sales  in  Marketing 

b.  Product  Development 

i.  The  5 Stage  Conceptualize  through  Launch  process  is  not  yet  being  followed. 
(Note;  it  has  only  been  ‘‘Established”  when  Practices  have  been  put  in  place, 
staff  trained  and  reporting  and  controls  working.  President  to  report  status.) 

ii.  Product  Development  reporting  must  be  developed  for  the  Board.  (Chairman  will 
work  with  President  on  this.) 

iii.  Possible  two  new,  small  products  will  be  launched  in  4th  Qtr 

c.  Executive  Staffing 

i.  SVP  Marketing  to  start  next  week,  hopefully. 

ii.  Search  for  Sales  (SVP?)  started  - Dinte  engaged.  (President  to  send  JD  to  Peter 
Chairman  for  review) 

iii.  SVP  Technology  search  also  starting;  President  to  call  candidate  referred  to  us 
immediately. 
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C.  Compensation  Committee 

a.  Composition  Peter  Chairman,  Maryann  Hirsch  and  Rachel  Parrinello 

Structure  of  overall  cash  bonus  and  equity  pools  and  awards  therefrom.  Include 
40 IK  bonus  option  in  cash  pool  and  award  considerations. 

CEO’S  Compensation, 

Compensation  for  individuals  reporting  to  CEO  individually,  — v~*Jjrc**-* 
Structure  of  compensation  plans  for  other  levels  of  employee  especially  bonus 
considerations,  — 

Sales  and  Member  Services  Compensation  Plans. 

Compensation  to  include  Salary/Bonus  (Incentive)  Plans/Equity  Plans 

c.  Compensation  - additional  $ 1 OK  annually.  1 recommend  we  pay  Maryann  and  Rachel 
$5,000 for  2008,  $2,500  October  1 for  3rd  Qtr  work  and  $2,500  December  31  for  4th  Qtr 
work. 

D.  Planning  Schedule  (10  Minutes) 

a.  2009 

i.  President  to  ensure  Employee  Satisfaction  survey  done  in  time  for  results  to  be 
distributed  prior  to  November  Board  meeting;  they  will  be  considered  in  Staff 
Review  at  that  meeting. 

ii.  President  to  consider  appropriate  Member  Satisfaction  timing  for  results  to  be 
available  for  November  Board  meeting.  (I  believe  this  is  a quarterly  activity 
according  to  the  Practice.  Where  are  last  quarter ’s  results?) 

iii.  President  to  provide  a schedule  of  activities  to  develop  the  2009  plan  between 
now  and  November. 

iv.  President  to  present  a high  level  forecast  (Sales,  Revenues  and  NI  plus  staffing 
levels)  at  the  October  Board  Review.  This  is  so  we  can  agree  the  rough 
parameters  for  2009  financials 

b.  Strategic  Plan;  all  to  review  the  schedule  for  2009.  We  agreed  the  established  rhythm  will 
be  maintained  although  we  have  deviated  in  2008. 

E.  Board  Meeting  Schedule  (5  Minutes) 

a.  We  discussed  changing  the  Board  Review  Schedule  to  only  have  one  Review  meeting 
between  Board  meetings.  We  decided  to  keep  the  schedule  we  have  at  present  at  least 
until  the  middle  of  2009. 

b.  However,  we  decided  to  only  consider  the  Financial  and  President’s  reports  in  the  Board 
Review  meeting  and  thereby  possibly  reduce  the  time  taken  to  an  hour.  (/  will  schedule  l 
/2  hours  for  the  next  Review  as  I felt  this  one  was  rushed  and  we  did  not  get  into  several 
important  areas.  If  we  can  finish  early,  we  can  reduce  the  time  scheduled  in  future 
meetings.  I presume  the  next  meeting  we  will  have  at  least  one  new  senior  executive  to 
introduce  to  the  Board.) 

Board  Contract  Approval  Levels 

a.  We  agreed  that  the  Board  approves  all  contracts  and  commitments  over  $ 1 00,000  1 — 

b.  President  to  provide  detail  on  the  existing  contracts  over  this  amount  (CW  and  SPI)  as 
requested. 

Any  Other  Business.  Formats  for  financial  reports  will  be  sent  to  the  Board  for  review  before  the 
next  meeting.  President  to  provide  the  ^formats  other  than  current  to  Chairman. 


F. 


G. 


b.  Remit; 
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MEMORANDUM 


DATE:  September  1 5, 2008 

TO:  INPUT  Board  Committee 

FROM:  Peter  Cunningham 

SUBJECT:  Concerns 

CC: 


A.  Tom  Hewitt 

a.  What  is  working  now  may  not  work  in  2 to  3 years  and  what  we  may  be  starting  to  try 
(small  companies)  may  not  work. 

b.  Tom  questions  whether  we  have  any  notion  of  the  future  and  how  it  will  impact  our 
business.  He  sees  no  evidence  of  this  thinking,  as  ITAA  is  doing. 

c.  Results  of  ITAA  meeting: 

i.  Procurement  rules  in  Federal  will  change.  Looks  like  they  will  go  back  to  1988 
with  a lot  of  oversight  of  procurement.  This  will  disadvantage  small  companies 
in  dealing  directly  with  government. 

Primes  will  however  have  to  push  down  work  to  small  companies.  ( Opportunity 
for  us  if  done  properly!) 

iii.  DOD  very  concerned  about  CyberSecurity.  Companies  are  using  public  data 
bases  (INPUT?)  to  determine  security  organization  in  government.  As  a result 
they  will  introduce  CUI  (Controlled  Unclassified  Information)  category  as  well 
as  SBU.  There  is  a bill  before  Congress  on  this  (What  have  we  done  to  track  and 
analyze  this?).  This  too  will  inhibit  small  companies. 

iv.  The  ITAA  and  AeA  merger  will  put  all  government  under  Olga  (including  State 
& Local?).  It  is  going  to  be  a strong  organization  and  will  be  well  received  by 
Congress  as  they  will  just  have  one  voice  to  deal  with.. 

v.  ITAA  now  has  an  event  every  week  and  something  every  day  (compare  their 
Infoition  with  our  daily  output!).  YTD  they  have  had  1 8 events  with  up  to  200 
people  including  two  classified  events  (we  have  never  done  one)  each  of  which 
had  200  people  attend! 

vi.  Several  ITAA  people  have  Top  Secrete  clearances  that  enable  them  to  be  in  the 
Security  area  (why  have  we  not  done  this?) 

vii.  AeA  is  doing  FAA  events 
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viii.  They  are  holding  an  event  right  after  us  with  200  attendees  (1  think  it  is  2 days 
and  do  not  know  the  fees).  They  will  hand  out  600  slides  to  attendees  for  their  use 
in  internal  planning,  etc. 

ix.  Tim  has  met  with  Olga  and  will  meet  with  Bolt.  Tom  feels  we  should  work  with 
the  new  organization. 

d.  Tom  is  not  comfortable  that  we  have  the  products  we  need  for  next  year  and  the  year 
after.  He  is  also  not  comfortable  with  the  way  the  team  (before  Tim  largely)  has 
approached  new  opportunities.  For  example,  the  product  that  Richard  was  supposed  to 
investigate  is  now  being  developed  by  government  for  internal  use  by  procurement 
officials  only.  Richard  to  Tom’s  knowledge  only  talked  to  two  people  to  address  the 
issues  that  Tom  raised  in  Jupiter!  This  was  a failure  of  the  organization  led  by  Plexico. 

e.  We  should  focus  100%  on  new  products.  When  Tom  ran  FSI  he  demanded  a new  product 
each  quarter  (very  similar  to  our  strategy  in  the  2001  - 2004  time  frame!).  He  was 
constantly  looking  for  ideas  from  the  staff. 

f.  Tom  is  unhappy  with  the  Board  Review  process  and  feels  we  (particularly  Jed  and  I) 
spend  too  much  time  on  the  spreadsheets;  he  would  like  us  to  spend  no  more  time  on 
them.  (My  pushback  is  that  if  you  don ’t  analyze  what  has  happened  your  plans  are  not 
soundly  based.  The  reason  to  analyze  the  past  is  to  determine  what  we  should  do  in 
future.  The  only  charts  that  really  provide  any  future  direction  other  than  some  anecdotal 
comments  are  in  the  spreadsheets.  What  is  missing  is  future  action/results  based  on  data; 
Tim  and  I have  already  discussed  that  more  than  50%  of  our  time  should  be  spent  on  the 
future  not  the  past.) 

g.  We  discussed  Jed  and  1 addressing  the  spreadsheets  separately  with  Tim  to  identify  issues 
prior  to  the  Board  Reviews  and  meetings. 

h.  The  key  question  is  where  we  are  with  Saturation.  He  thinks  we  are  fully  penetrated  in 
large  companies  (as  an  entry  - but  we  are  not  wide  and  deep  in  them). 

i.  The  problem  is  that  the  team  pushes  back  (and  are  tiying  to  capture  Tim;  for  example,  his 
reaction  on  Consulting  suggestion  from  Tom)  on  what  they  perceive  as  hard  to  do. 

j.  We  will  take  the  2 hour  strategy  session  scheduled  in  November  and  move  it  to  the 
October  16  meeting.  Tom  will  run  the  meeting  and  will  work  on  an  agenda.  It  will  be  an 
in-person  meeting. 

k.  We  discussed  a chart  for  2006  to  201 1 that  we  will  use  to  set  the  framework  for  the 
October  meeting. 

i.  Business  base  and  how  it  has  grown  from  2006,  2007,  2008  and  then  how  the 
2008  business  will  atrophy  over  2009,  2010  and  201 1 (Red) 

ii.  Expected  sales  in  existing  products  in  2009,  2010  and  201 1 based  on  expected 
sales  productivity  and  history  (yellow).  This  is  composed  of  two  parts;  Upsell 
and  New  Sales.  Maybe  divide  this  into  two  parts;  Upsell  Yellow  and  New  Sales 
(green) 
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iii.  Sales  of  new  products  in  each  year  in  Blue;  maybe  have  separate  wedges  for  each 
year. 

l.  We  noted  that  there  has  been  no  analysis  presented  by  type  of  company  or  buyer , or  even 
of  State  & Local  versus  Federal. 

m.  With  regard  to  the  opinions  of  ex  INPUT  employees  (I  pointed  out  we  have  lost  many  of 
our  best  salespeople  in  the  last  18  months  as  well  as  managers).  Tom  felt  that  1 should 
talk  to  some  like  Peacock  and  Payton  Smith.  He  did  not  feel  we  should  get  the  internal 
opinions. 

n.  Suggested  Strategic  Thinking  Discussion  points  from  Tom 

I believe  we  must  have  a meeting  with  no  spread  sheets  focused  on  our  business  strategy. 

market  place  assumptions,  dangers  and  opportunities. 

A proposed  agenda: 

1-  Chart  from  2006,  2007,  2008,  2009  2010,  showing  revenue  by  continuing  business, 
growth  to  current  clients  and  new  business.  Red  for  current  and  growth,  Yellow  for 
new  and  Blue  in  2009  and  2010  representing  what  is  needed  to  met  our 
expectations.  Lets  answer  the  question  "Do  we  need  Blue?"  We  know  the  INPUT 
Team  will  say  "No  need  for  Blue-  It's  just  too  hard."  The  chart  must  be  built  by  you 
and  Jed,  not  the  team,  based  on  historical  facts  not  our  dreams.  I believe  the  Blue 
will  show  large  and  will  be  like  a finger  in  your  eye.  It  may  show  that  Red  is  slow 
death.  I look  forward  to  the  no  BS  facts. 

2-  Have  we  reached  saturation  in  Federal  and  S&L  with  our  existing  products?  For 
small  and/or  large  companies?  Again  I would  like  this  answer  from  the  historical 
data  bases  on  the  % growth  quarter  to  quarter  in  federal  and  in  S&L.  I have  no 
interest  in  knowing  that  there  are  10,000  companies  that  are  candidates  to  buy 
Input  and  we  simply  must  execute.  Maybe  it's  just  getting  too  hard/expensive  to 
capture  the  small  business. 

3-  What  is  the  cost  of  selling  and  maintaining  small  and  large  companies?  Is  there  a 
trend? 

4-  What  has  changed  in  our  marketplace?  For  example  being  a VAR  is  bad  business 
because  of  changed  government  policies  like  SmartBuy.  What  will  "managed 
services"  mean  to  Input? 

5-  In  the  past  we  looked  at  opportunities  like  an  hour  glass  - good  for  small  business 
because  of  the  preference  programs,  good  for  large  business  because  it  was  easier 
for  the  government  and  squeezed  in  the  middle  as  companies  grew  from  small  to 
big.  This  created  a vibrant  M&A  program  targeting  mid  size  companies.  What  has 
changed?  Do  we  still  see  the  hourglass?  Does  this  change  out  targets? 

6-  How  does  our  competition  differentiate  their  company  from  INPUT. 

7-  If  we  must  have  Blue  to  grow  and  survive  where  are  the  best  opportunities? 
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8-  Do  we  need  government  and  industry  inside  knowledge  in  INPUT  to  help  define  the 
Blue  space? 

9-  How  do  we  get  our  Blue  ideas? 

10-  Should  we  consider  an  acquisition?  What  could  we  pay?  What  would  it  look  like? 
What  are  we  trying  to  fix? 

11-  Our  belief  has  been  "go  small  companies  and  stay  red".  Our  only  problem  is  in 
execution..  Is  that  still  locked  into  our  culture? 

12-  Our  tag  line  is  "Authority  on  Government  Business".  That  line  is  bigger  than  it  can 
be  in  our  life  time.  Should  it  be  something  that  fits  a five  year  time  horizon? 
Something  more  meaningful  and  more  focused  on  real  achievement? 

B.  Jed  Laird 

a.  With  regard  to  the  issue  that  we  have  heard  all  the  comments  on  New  Sales  before  from  4 
different  managers  (Palladino,  Heinemann,  Adams,  and  Cockerham)  in  4 years,  Jed 
considers  that  it  does  not  destroy  the  validity  of  the  deductions.  (My  opinion  is  that  these 
leaders  and  their  managers  may  not  have  been  perfect  but  they  were  not  awful;  the  sales 
people  we  have  had  may  not  have  been  the  very  best  but  they  were  generally  good.  We 
have  spent  money  on  training,  provided  IT  software  support  (regarded  by  many 
salespeople  as  far  better  than  they  have  had  in  other  companies),  provided  support,  etc.). 
So  we  have  tried  all  that  Tim  is  suggesting  perhaps  with  the  exception  of  the  approach  to 
the  very  small  companies  (I  am  pessimistic  about  this  and  see  no  research  data  to 
support  its  likely  success)) 

b.  Therefore  the  Sales  function  is  not  broken  but  New  Sales  must  be  fixed.  Jed  and  I 
discussed  my  mantra  that  the  New  Sales  problem  is  the  result  of  problems  in  Sales 
Process,  Product  or  Market.  We  discussed  the  Sales  process  may  not  be  perfect  but  is  not 
broken,  the  Product  is  certainly  not  broken  (high  renewal  rates  and  member  satisfaction) 
so  it  must  be  the  Market  for  our  current  products,  as  Tom  suggests. 

c.  We  discussed  the  problem  of  current  pricing  for  sales  people;  3 years  ago  average  sales 
price  was  $1 7,000  and  now  it  is  $7,000.  A salesperson  can  only  handle  and  make  so 
many  sales  per  month  and  the  result  of  our  deal  price  reduction  and  target  market  (small 
companies)  is  an  inability  of  the  Salesforce  to  meet  plan  and  quotas 

d.  Jed  commented  that  he  gave  Tim  a “D”  in  July  but  3 weeks  later  in  August  it  was  an 
“A”.  He  feels  his  latest  presentation  was  a “C”  or  maybe  a “C+”. 

e.  He  agrees  we  must  transfer  to  Tim  a sense  of  urgency  with  regard  to  product 
development.  We  have  heard  that  it  may  not  be  a problem  of  ideas  but  of  implementation 
and  prioritization. 

f.  We  want  to  see  the  analytical  framework  with  a focus  on  New  Products  for  existing 
members.  That  is  more  important  than  going  from  1500  members  to  2500  members! 
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g.  We  want  to  see  analysis  of  the  size  of  relationships  today  by  size  and  type  of  account  and 
the  opportunity  in  each 

h.  Jed  and  1 both  feel  it  is  important  to  continue  the  analysis  of  the  numbers  (spreadsheets). 
In  Jed’s  opinion,  the  problem  is  that  Tim  has  not  yet  developed  his  ‘dashboard’  from 
which  to  run  the  company.  That  is  not  the  set  of  .ppt  charts  he  is  producing.  He  needs  to 
develop  his  dashboard  and  then  provide  that  to  us  with  the  spreadsheets.  We  need  to 
agree  the  metrics  to  be  used.  We  did  not  reach  a conclusion  about  doing  this  separately 
from  the  Board  Review  and  Meetings. 

i.  Strategy  in  communication  with  Tim  on  the  two  issues  should  be  we  are  passing  on  to 
him  some  questions; 

i.  In  New  Sales  has  he  thought  through  the  data  on  which  the  decisions  are  based? 
(see  discussion  with  Rachel  below) 

ii.  For  PD,  we  are  going  to  have  a “Strategic  Thinking”  meeting  in  October  to 
address  basic  questions  especially  as  they  refer  to  the  New  Product  Development 
framework 

iii.  After  all  he  has  only  been  in  this  industry  for  5 months  whereas  Board  members 
have  been  involved  in  it  for  years. 

iv.  I should  say  less  rather  than  more  in  introducing  the  subjects  and  perhaps  invoke 
Tom  (and  Jed)  in  the  process. 

j.  Compensation  Committee  responsibilities: 

i.  Companywide  bonus  pool  is  set  as  part  of  the  budget  cycle 

ii.  In  January  it  should  review  the  management  team  performance  with  regard  to 
bonuses;  there  should  be  a formal  report  from  Tim  for  consideration  by  the 
Compensation  Committee. 

C.  Rachel  Parrinello 

a.  We  spent  most  of  our  time  looking  at  the  New  Sales  issue. 

b.  Rachel  commented  we  have  heard  nothing  about  the  segmentation  of  our  members,  the 
buyer  needs  that  are  or  are  not  being  met,  their  profitability,  etc. 

c.  She  questions  whether  Tim  has  done  the  due  diligence  before  making  the  changes  he  is 
proposing. 

d.  Should  he  be  making  these  changes  while  looking  for  someone  to  lead  the  sales  force? 
The  new  leader  will  want  to  set  their  own  direction  if  they  are  any  good.  If  he  is  not 
careful  we  could  have  two  sets  of  changes  in  a short  time  that  could  be  a big  negative. 

e.  Rachel  thinks  that  unless  something  is  rally  broken  we  should  get  the  new  person  on 
Board  first. 
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f.  She  asked  what  the  responsibility  of  the  new  Sales  leader  would  be.  Would  they  cover 
electronic  sales?  I told  her  that  that  was  still  under  the  Marketing  person  (should  it  be?). 
So  Tim  is  not  really  looking  for  a multi-functional  Sales  person  other  than  telesales  and 
field. 

g.  With  regard  to  the  Strategic  Thinking  meeting,  Rachel  agrees  that  we  must  understand 
the  market  opportunity  for  our  products. 

D.  Pat  has  pointed  out  some  issues  with  the  Compensation  Committee  remit.  Tim  will  prepare  plans 
and  submit  them  to  the  CC  so  Remit  is: 

i.  CEO’S  Compensation, 

ii.  Review  compensation  for  individuals  reporting  to  CEO  individually, 

iii.  Review  structure  of  compensation  plans  for  other  levels  of  employee  especially 
bonus  considerations, 

iv.  Review  Sales  and  Member  Services  Compensation  Plans. 

v.  Compensation  to  include  Salary/Bonus  (Incentive)  Plans/Equity  Plans 

vi.  Structure  of  overall  cash  bonus  and  equity  pools  and  awards  therefrom.  Include 
401 K.  bonus  option  in  cash  pool  and  award  considerations. 

E.  Maryann 

a.  New  Product  Development  and  Associated  issues. 

i.  Tim’s  first  job  is  to  clean  up  the  company  and  position  it  for  growth. 

ii.  With  regard  to  Tim’s  comments  about  not  needing  new  products  to  grow  then 
why  have  a product  development  function  (my  point  from  two  meeting  ago).  Get 
rid  of  all  the  costs  associated  with  it  if  you  are  not  planning  anything  significant. 

iii.  But  without  new  initiatives  or  products  (could  be  new  selling  or  new  target 
markets  not  just  new  products)  Maryann  agrees  we  will  not  grow;  we  need 
products  that  can  grow  to  be  $1 0 or  $20  million.  She  mentioned  that  Tim  has  said 
there  are  multiple  ways  to  get  the  value  out  of  the  company  but  we  have  agreed 
we  cannot  rely  on  one  product  or  one  card.  I a couple  of  years  I that  card  is 
blown  away  we  have  nothing.  We  cannot  take  that  risk  unless  there  is 
overwhelming  data  to  support  it.  None  of  that  exists  and  on  the  contrary  evidence 
suggests  it  will  decline  in  value. 

iv.  Maryann  supports  our  idea  of  the  October  Strategic  Thinking  meeting. 

b.  New  Sales 

i.  We  have  had  a constant  chum  in  salespeople  but  this  is  normal  in  Washington. 
However,  we  need  people  who  understand  the  government  market.  The  value 
proposition  has  to  be  constantly  tweaked  because  of  changes. 

ii.  We  are  not  getting  results  for  the  360°  of  sales  from  electronic  to  field.  Mary 
Beth  understand  s the  large  accounts  but  that  is  only  2 or  3 opportunities  a month. 

iii.  One  of  the  problems  that  Tim  has  is  that  in  August  he  sent  a tickler  that  indicated 
he  had  dissected  New  Sales  and  found  out  what  was  wrong  and  how  to  fix  it. 
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Then  the  delivery  in  September  was  poor;  he  did  not  have  the  data  from  the 
‘dissection’  and  we  were  all  disappointed  in  what  was  presented. 

iv.  Maryann  thinks  that  Tim  reached  out  to  Dinte  because  at  the  last  Board  meeting 
the  Board  expressed  their  support  for  using  Dinte  because  of  the  good  job  they 
did  on  the  CEO  search.  However,  the  Board  did  not  expressly  approve  his  use  for 
any  job.  We  discussed  that  it  would  have  been  normal  for  Tim  to  suggest  to  Peter 
Cunningham  to  circulate  a JD  to  the  Board  especially  to  Tom  and  Maryann 

v.  In  the  JD,  we  must  have  government  experience  and  not  just  like  Mary  Beth  and 
Peggy  with  flagship  product  background. 

c.  With  regard  to  the  Board  meetings  we  need  to  keep  them  at  a high  level.  We  all  read  the 
spreadsheets  and  the  chart  book  so  there  is  no  need  to  regurgitate  them  in  the  meeting. 

Get  straight  to  the  issues  and  questions  they  raise.  Tim  should  have  gone  through  the 
reports  and  should  have  answers  to  the  questions  ready.  The  reports  must  be  received  by 
the  Board  in  time  for  them  to  go  through  them  beforehand. 

d.  The  premise  of  our  approach  to  Tim  is  that  the  Board  wants  to  support  a strategy  and  we 
are  reaching  out  to  Tim  to  support  him  in  its  development.  Purpose  of  our  October 
meeting  is  not  to  second  guess  Tim  but  to  provide  a framework  for  Tim  to  follow. 

e.  Maryann  likes  the  October  Board  review  replacement 
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BOARD  OF  DIRECTORS  REVIEW  MEETING 
11:00  a.m.  September  1 1 , 2008  AGENDA 


1.  July  Report  (10  minutes)  (Kevin  Gates  to  attend) 

2.  President  Report  (45  minutes)  - ^tY  c jUtZM  c*«.  s Ccma-«£i+*->  <Zy-  ( 

• New  Sales  — Ucti  (T  Ui  ^ . 


• Product  Development 

• Executive  Staffing 

T*  Compensation  Committee  (10  Minutes)  — 

4.  Planning  Schedule  ( 1 0 Minutes) 

• 2009  — CO  i'VT~ 

• Strategic 
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5.  Board  Meeting  Schedule  (5  Minutes)  "®  ^OFk.  ■ **  0<n»vT‘ 

* ofn»^, 

6.  Board  Contract  Approval  Levels  (5  Minutes) 

■ — . 

7.  Any  Other  Business.  (5  Minutes) 
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Monthend  Preview 


9/2/2008 


August  2008  - Preliminary 

New  Sales 

Upsell 

Renewals 

Other  (Events,  E- 

COMPANY  TOTAL 

Cockerham 

Haney 

Haney 

Commerce,  Etc) 

Actual 

Re-cast 

Plan 

Actual 

Re-cast 

Plan 

Actual 

Re-cast 

Plan 

Actual  1 Re-cast 

Plan 

Actual 

Re-cast 

f Plan 

Amounts  in  USD  ($) 

Info.  Services  (incl.  Software 

: 

Renewal  Base 

1,665,058 

1,665,058 

1,665,058 

1,665,058 

1,665,058 

1,665,058 

Total  New 

398,891 

517,000 

616,720 

212,010 

121,902 

149,996 

179,374 

610,902 

638,902 

946,091 

Total  Renewal 

1,430,996 

1,207,167 

1,181,531 

1 ,430,996 

1,207,167 

1,181,531 

Subtotals: 

GovEdge 

4,999 

5,000 

- 

- 

- 

- 

1,395 

- 

- 

70,761 

6,394 

5,000 

70, 761 

Org  Charts 

2.085 

- 

- 

3,918 

- 

- 

- 

- 

. 

108,613 

6,003 

108,613 

Software 

2,804 

- 

- 

2,064 

- 

- 

- 

- 

_ 

_ 

4,868 

All  Other 

389,003 

512,000 

616,720 

206,028 

121,902 

149,996 

1,429,601 

1,207,167 

1,181,531 

_ 

. 

_ 

2,024,633 

1,841,069 

1,948.248 

Renewal  Rate 

86% 

73% 

71% 

86% 

73% 

71% 

Events 

Total 

76,506 

54,969 

18,750 

76,506 

54,969 

18,750 

Subtotals: 

Attendance 

54,006 

54,969 

8,750 

54,006 

54,969 

8,750 

Sponsorships 

22,500 

. 

10,000 

22,500 

10,000 

E-Commerce 

Total 

25,230 

15,833 

29,167 

25,230 

15,833 

29,167 

Subtotals: 

e-Commerce 

25,230 

15,833 

29,167 

25,230 

15,833 

29,167 

e-Letter 

. 

. 

_ 

_ 

Orders 

398,891 

517,000 

616,720 

212,010 

121,902 

149,996 

1 ,430,996 

1,207,167 

1,181,531 

101,736 

70,802 

227,291 

2,143,633 

1,916,871 

2,175,539 
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Peter  Cunningham 


From: 

>ent: 

To: 

Subject: 


Timothy  Dowd 

Thursday,  September  11,  2008  5:57  PM 

Peter  Cunningham 

BOD  Action  Item  follow-up 


Peter 


Based  on  my  notes  these  are  the  follow-up  items  from  the  BOD  meeting 


• Report  on  new  sales  discounts  including  the  18-12  in  future  BOD  reports 

• Add  outsourced  labor  to  headcount  productivity  reports 

• Confirm  where  in  the  P&L  the  SPI  contract  expense  is 

• Provide  additional  presidential  insight  on  the  competitive  switch  data  in  BOD  reviews.  Provide  additional 
feedback  to  BOD  on  the  potential  conflict  on  the  Competitive  switch  data  and  the  other  data  points  on  sales 
performance 

• Provide  timeframe  for  employee  and  member  surveys 

• Resend  financial  report  options.  The  options  include  the  following 

o Traditional  report  format 

o Revisions  requested  by  Jed 

o Revision  to  "Jed"  format  requested  by  Peter 

(don't  mean  to  personalize  the  versions  and  we  will  not  in  our  response  but  you  and  Jed  are  the  only  BOD  members  that 
have  exhibited  an  interest  in  the  format.  We  will  refer  to  them  more  generically  in  our  response.  I just  want  to  make 
sure  we  don't  misunderstand  what  you  are  expecting) 


I think 


Issue  a strategy  planning  schedule  to  the  BOD 
Present  high  level  forecast  to  BOD  for  2009-  revenue  and  earnings 
that  covers  it 


at  the  October  BOD  review 


Tim 


l 
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MEMORANDUM 

DATE:  September  12,  2008 

TO:  INPUT  BOD 

FROM:  Peter  Cunningham 

SUBJECT:  Board  Review  Minutes  (Additional  Peter  Cunningham  Notes  in  italics) 

CC: 


A.  July  Report 

a.  CV  Chart  4 

i.  There  is  a report  on  discounts  that  should  be  maintained.  We  do  not  need  to  see 
the  report  in  the  Board  materials  but  management  must  monitor  the  level  of 
discounts  and  be  able  to  report  on  the  level  if  asked. 

ii.  1 8 for  12  sales  are  discounts  and  must  be  reported  in  a similar  manner  to 
multiyear  sales;  in  other  words  only  2/3  of  the  sales  credit  can  be  used  in  the  first 
12  month  period  and  only  that  amount  included  in  orders.  The  revenue  is  spread 
over  the  18month  period. 

b.  CV  Chart  5 - Productivity 

i.  This  report  must  be  redone  to  allow  for  the  outsourcing  of  Cost  of  Sales  effort  to 
SP1  and  others. 

ii.  Rather  than  a CV  per  headcount,  use  a CV  per  $ of  Personnel  Cost  that  would 
then  embrace  both  internal  and  external  costs  without  having  to  use  artificial 
equivalents. 

iii.  President  to  confirm  where  in  the  financial  report  SP1  expenses  are  included  - 
“Cost  of  Services  Operations  Personnel”  or  “Other  Expenses”;  they  should  be  in 
“Personnel”  as  with  any  other  outsourced  labor  costs. 

c.  Detailed  Financial  Report.  President  must  review  this  in  detail  before  the  Board  meeting. 
Several  Board  members  do  examine  it  with  beneficial  results.  ( Chairman  and  President 
to  review  before  the  meeting  in  future) 

d.  Importance  of  Competitive  Switch  information.  August  was  an  unusually  productive 
month  in  terms  of  switches  with  S298K  out  of  $402K  of  new  sales  coming  from  this 
source  (Note  some  switches  may  be  in  Upsell  data  but  no  indication  of  that  was  given  by 
President  or  Gates) 

i.  Switches  in  August  accounted for  approximately  70%  of  New  Sales.  Average 
YTD  is  approximately  40%.  No  data  was  presented  as  to  why  August  was  so 
unusually  high. 

ii.  By  their  average  size  (Approx.  $ 1 5K)  we  deduce  that  these  sales  are  primarily 
Enterprise  or  mid  Market,  possibly  skewed  by  a few  large  switches. 

iii.  The  obverse  of  this  performance  in  August  is  that  other  new  sales  were  very 
small  indeed,  whether  or  not  competitive. 

iv.  This  discussion  led  to  a questioning  of  the  rationale  behind  the  proposed 
reorganization  of  the  sales  force.  President  is  to  investigate  this  further  in  arriving 
at  his  decisions  in  this  area. 
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v.  President  will  provide  analysis  for  the  Board  related  to  all  the  data  on  New  Sales 
including  Competitive  Switches. 

e.  Another  issue  briefly  touched  on  was  the  changing  the  definition  of  “small”  from  $20 
million  to  $10  million.  I question  the  value  in  this  change  but  it  is  up  to  Tim. 

i.  I would  prefer  very  little  human  time  spent  on  this  size  of  company;  the  turn  over 
as  documented  elsewhere  is  very  high.  Is  it  profitable  with  the  sales  and  support 
effort  spent  on  them ? 

ii.  They  could  be  sold  electronically  with  minimal  sales  support  (use  electronic 
marketing  to  drive  them  to  the  Web  site,  and  then  let  them  order  electronically 
provided  they  sign  appropriate  agreements,  etc.). 

f.  Tim  noted  that  we  are  profitable  YTD  though  not  quite  as  profitable  as  last  year;  this  is 
good! 

g.  The  continued  very  high  turnover  in  sales  people  and  the  relatively  poor  performance  of 
the  New  Sales  team  was  noted.  This  has  a high  cost.  President  is  to  investigate  the 
recommendation  made  by  Jed  and  others  to  emphasize  the  good  performers,  increase 
retention,  improve  training  and  reduce  turnover  costs. 

h.  We  did  not  examine  the  Web  usage  by  members;  this  should  be  reported  and  moved  up  in 
priority.  True  Web  based  companies  examine  this  information  in  detail. 

i.  Note  the  decrease  in  the  S&L  activity  but  the  significant  increase  in  Federal 
Opportunities  and  associated  data. 

ii.  Industry  Analysis  continues  to  languish  and  decline  significantly.  Obviously 
Operations  is  not  doing  enough  to  attract  usage. 

Hi.  Shared  Teaming  profiles  continue  to  grow  and  are  37%  up  over  last  year.  Why 
are  we  not  taking  advantage  of  this? 

B.  President  Report 

a.  New  Sales  Organization 

i.  The  Board  questioned  the  rationale  of  the  proposed  new  sales  structure  (see 
above).  President  to  respond. 

ii.  The  conclusion  on  replacing  Cockerham  was  accepted.  (I question  this).  Nothing 
specific  happened  that  has  caused  this  conclusion  to  be  reached  other  than  closer 
observation  by  President. 

iii.  President  Confirmed  that  Upsell  responsibility  would  remain  in  MS  and 
electronic  sales  in  Marketing 

b.  Product  Development 

i.  The  5 Stage  Conceptualize  through  Launch  process  is  not  yet  being  followed. 
(Note;  it  has  only  been  “ Established  ” when  Practices  have  been  put  in  place, 
staff  trained  and  reporting  and  controls  working.  President  to  report  status.) 

ii.  Product  Development  reporting  must  be  developed  for  the  Board.  (Chairman  will 
work  with  President  on  this.) 

iii.  Possible  two  new,  small  products  will  be  launched  in  4,h  Qtr 

c.  Executive  Staffing 

i.  SVP  Marketing  to  start  next  week,  hopefully. 

ii.  Search  for  Sales  (SVP?)  started  - Dinte  engaged.  (President  to  send  JD  to  Peter 
Chairman  for  review) 

iii.  SVP  Technology  search  also  starting;  President  to  call  candidate  referred  to  us 
immediately. 
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C.  Compensation  Committee 

a.  Composition  Peter  Chairman,  Maryann  Hirsch  and  Rachel  Parrineilo 

b.  Remit; 

i.  Structure  of  overall  cash  bonus  and  equity  pools  and  awards  therefrom.  Include 
401 K bonus  option  in  cash  pool  and  award  considerations. 

ii.  CEO’S  Compensation, 

iii.  Compensation  for  individuals  reporting  to  CEO  individually, 

iv.  Structure  of  compensation  plans  for  other  levels  of  employee  especially  bonus 
considerations. 

v.  Sales  and  Member  Services  Compensation  Plans. 

vi.  Compensation  to  include  Salary/Bonus  (Incentive)  Plans/Equity  Plans 

c.  Compensation  - additional  $ 1 OK  annually.  / recommend  we  pay  Maryann  and  Rachel 
$5,000 for  2008,  $2,500  October  1 for  3rd  Qtr  work  and  $2,500  December  31  for  4th  Qtr 
work. 

D.  Planning  Schedule  (10  Minutes) 

a.  2009 

i.  President  to  ensure  Employee  Satisfaction  survey  done  in  time  for  results  to  be 
distributed  prior  to  November  Board  meeting;  they  will  be  considered  in  Staff 
Review  at  that  meeting. 

ii.  President  to  consider  appropriate  Member  Satisfaction  timing  for  results  to  be 
available  for  November  Board  meeting.  (I  believe  this  is  a quarterly  activity 
according  to  the  Practice.  Where  are  last  quarter ’s  results?) 

iii.  President  to  provide  a schedule  of  activities  to  develop  the  2009  plan  between 
now  and  November. 

iv.  President  to  present  a high  level  forecast  (Sales,  Revenues  and  NI  plus  staffing 
levels)  at  the  October  Board  Review.  This  is  so  we  can  agree  the  rough 
parameters  for  2009  financials 

b.  Strategic  Plan;  all  to  review  the  schedule  for  2009.  We  agreed  the  established  rhythm  will 
be  maintained  although  we  have  deviated  in  2008. 

E.  Board  Meeting  Schedule  (5  Minutes) 

a.  We  discussed  changing  the  Board  Review  Schedule  to  only  have  one  Review  meeting 
between  Board  meetings.  We  decided  to  keep  the  schedule  we  have  at  present  at  least 
until  the  middle  of  2009. 

b.  However,  we  decided  to  only  consider  the  Financial  and  President’s  reports  in  the  Board 
Review  meeting  and  thereby  possibly  reduce  the  time  taken  to  an  hour.  {I  will  schedule  1 
Zi  hours  for  the  next  Review  as  I felt  this  one  was  rushed  and  we  did  not  get  into  several 
important  areas.  If  we  can  finish  early,  we  can  reduce  the  time  scheduled  in  future 
meetings.  I presume  the  next  meeting  we  will  have  at  least  one  new  senior  executive  to 
introduce  to  the  Board. ) 

F.  Board  Contract  Approval  Levels 

a.  We  agreed  that  the  Board  approves  all  contracts  and  commitments  over  $100,000 

b.  President  to  provide  detail  on  the  existing  contracts  over  this  amount  (CW  and  SPI)  as 
requested. 

G.  Any  Other  Business.  Formats  for  financial  reports  will  be  sent  to  the  Board  for  review  before  the 

next  meeting.  President  to  provide  the  3 formats  other  than  current  to  Chairman. 
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Agreement 


Purpose 


Term | 

Monthly 


$ Commitment 

Over  Term  Annualized 


(1) 

ConnellyWorks 

Events  Management  Services 

Jul  1 '08  - Dec  31  '08  (A) 

$ 

15,500 

$ 

93,000 

$ 

186,000 

(2) 

SPI  Technologies,  Inc. 

Master  Services  Agreement  ("MSA"): 
Content  Production 

Jul  7 '07  -Jul  6 '09 
Signed  by  D Heinemann 

See  Statements  of  Work  (SOW) 

SOW 

Bid  Alert  & News  Article  Processing 

See  MSA;  SOW  dtd.  9/4/07 

$ 

8,360 

$ 

183,920 

$ 

100,320 

SOW 

Bid  Alert  addendum 

See  MSA;  SOW  dtd.  6/2/08 
Start  6/1 5/08 

$ 

14,320 

$ 

179,000 

$ 

171,840 

SOW 

Federal  Contact  Validation 

See  MSA;  SOW  dtd.  8/31/07 
Start  9/17/07 

$ 

15,860 

(B) 

$ 

340,990 

$ 

190,320 

SOW 

Contact  Validation  addendum 

See  MSA;  SOW  dtd.  6/13/08 
Start  5/05/08 

$ 

2,450 

$ 

34,300 

$ 

29,400 

SOW 

Federal  Labor  Pricing  Data 
Extraction 

See  MSA;  SOW  dtd.  Jan  2008 

$ 

1,560 

$ 

28,080 

$ 

18,720 

Total  SPI  relationship 

$ 

42,550 

$ 

766,290 

$ 

510,600 

(3) 

McLean  Hilton 

2008  Member  Holiday  Party,  Dec.  2008 

$ 

97,000 

(A)  Typo  in  ConnellyWorks  agreement  says  term  runs  thru  Jun  30  '09,  but  Agreement  is  called  a "six  month  plan"  and  monthly  pmts  are  for  6 mo 

(B)  Pricing  estimate  in  original  SOW  for  Contact  Validation  is  $15,860,  but  current  actual  run  rate  is  $1 5k. 
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Printed:  September  1 1,  2008 


INPUT  - The  Authority  on  Government  Business 
Proposed  November  Agenda 

Monday,  November  1 0th  2008  Review  & Stage  Setting  for  2009 


8:00-9:00 

Board  Meeting: 

Minutes 

October  & YTD  Financial  Performance 
Share  Option  Plan 
Other  Board  business 

9:00-9:30 

2008  Performance 

What  went  right? 
What  went  wrong? 
Lessons  Learned 

9:30-9:45 

Break 

9:45-10:30 

Market  Data  (Set  the  Stage) 
Member  Satisfaction 
Market  Research 
Market  Trends 
Competition 

10:30-12:00 

Target  Markets  (Where  business  comes  from  2009  - 201 1): 

Type/size  of  organization  (Government,  Software  Product 
vendor,  etc.) 

Function  (Capture  manager,  market  research,  etc.) 

Market  Type  (advertizing,  data  base,  market  research,  etc.) 

12:00-1:00 

Lunch 

1:00-3:00 

Strategic  Plan  (Updates  on  prior  plan;  set  Business  Direction) 
Strategic  Plan  Summary  (Including  BHAG) 

Blue  Ocean/Red  Ocean  Considerations 
Strategic  Canvas 

3:00-3:15 

Break 

3:15-5:00 

Strategic  Initiatives  Selected  (What  to  do  to  get  the  business) 
Market/Product  Descriptions 
Timeline  2009  - 201 1 

6:00 

Dinner 

AG  November  BOD  Meeting  2008  (4)081408  PAC.doc 
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Printed:  September  11,  2008 


Tuesday,  November  1 1th  2009 


8:00-9:30 

2009  New  Market/Product  Plans 
Selected  Markets/Products 
Development  Schedules/Costs 
Business  Plans 

9:30-9:45 

Break 

9:45-10:30 

2009  New  Market/Product  Plans  (Cont.) 

10:30-12:00 

2009  Existing  Market/Product  Plans 
Development  Schedules/Costs 
Business  Plans 

12:00-1:00 

Lunch 

1:00-2:00 

Functional  Plans 

Finance  & Administration 

Productivity  Initiatives 
Systems  Initiatives 
Issues  and  Opportunities 
Marketing 
Member  Services 
Operations 
Sales 

Technology 

2:00-2:30 

2009  Plan 

Financials  (preliminary  budget) 
Organizational  and  Staffing  Summary 

2:30-2:45 

Break 

2:45-3:45 

2009  Plan  (Cont.) 

3:45-4:30 

Staff  Review 

4:30 

Conclusion  Next  Steps 
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INPUT  - 2009  Meeting  Schedule 


9/11/2008 


Quarterly  Planning 

Tues:  Jan.  13 

8:00a.m.  - 5:00  p.m. 

Offsite 

Exec  Dinner 

6:00  p.m. 

Quarterly  Planning  (Cont.) 

Wed:  Jan.  14 

8:00  a.m.  - 5:00  p.m. 

Exec/BOD  Dinner: 

6.30  p.m. 

Exec/BOD  Meeting: 

Thurs:  Jan.  15 

9.00  a.m.  - 12.00  p.m.* 

INPUT 

Board  2009  Budget  Approval: 

1.00  p.m.  - 4.00  p.m. 

Executive  Review 

Thurs.:  Feb.  19 

8:00  a.m.  - 10:50  a.m. 

INPUT 

Board  Review: 

11.00  a.m.  - 12.30  p.m.* 

Phone 

Executive  Review: 

Thurs:  Mar.  19 

8:00  a.m.  - 5:00  p.m. 

INPUT 

Board  Review: 

11.00  a.m.-  12.30  p.m.* 

Phone 

Quarterly  Planning 

Tues:  April  14 

8:00  a.m.  -5:00  p.m. 

Offsite 

Exec  Dinner 

6:00  p.m. 

Quarterly  Planning  (Cont.) 

Wed:  Apr.  15 

8:00  a.m.  - 4:00  p.m. 

Executive  Review 

4:00  p.m.  -6:00  p.m. 

Exec/BOD  Dinner: 

6.30  p.m. 

Board  of  Directors  Meeting: 

Thurs.:  Apr  16 

9.00  a.m.  - 12.00  p.m.* 

INPUT 

Innovation  2009 

Tues:  May  12 

4:00  p.m.  - 8:00  p.m. 

Offsite 

Executive  Review 

Thurs.:  May  21 

8:00  a.m.-  10:50  a.m. 

INPUT 

Board  Review: 

11.00  a.m.-  12.30  p.m.* 

Phone 

Strategic  Planning 

Tues:  June  16 

8:00  a.m.  - 5:00  p.m. 

Offsite 

Exec  Dinner 

6:00  p.m. 

Strategic  Planning  (Cont.) 

Wed:  June  17 

8:00  p.m.  - 5:00  p.m. 

Executive  Review 

Thurs:  June  18 

8:00  a.m.  - 10:50  a.m. 

INPUT 

Board  Review: 

1 1 .00  a.m.  - 12.30  p.m.* 

Phone 

Quarterly  Planning 

Tues:  July  14 

8:00  a.m.  - 5:00  p.m. 

Offsite 

Exec  Dinner 

6:00  p.m. 

Quarterly  Planning  (Cont.) 

Wed:  July  15 

8:00  a.m.  - 4:00  p.m. 

Executive  Review 

4:00  p.m.  - 6:00  p.m. 

Exec/BOD  Dinner: 

6.30  p.m. 

Board  of  Directors  Meeting: 

Thurs:  July  16 

9.00  a.m.  - 1 1.30  a.m. 

INPUT 

Stockholders  Meeting: 

11.30  a.m.-  12.00  p.m.* 

BOD  Strategic  Plan  Review: 

1.30  p.m.-  4.30  p.m. 
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INPUT  - 2009  Meeting  Schedule 


9/11/2008 


Executive  Review 

Thu:  Aug  20 

8:00  a.m.  - 10:50  a.m. 

INPUT 

Board  Review: 

1 1.00  a.m.-  12.30  p.m. 

Phone 

Executive  Planning,  2010  Plan 

Tues:  Sept  15 

8:00  a.m.  - 5:00  a.m. 

Offsite 

Executive  Dinner 

6:00  p.m. 

Executive  Planning  (Cont.) 

Wed:  Sept  16 

8:00  a.m.  — 5:00  p.m. 

Executive  Review: 

Thu:  Sept  17 

8:00  a.m.  - 9:00  a.m. 

INPUT 

Board  Review: 

9:00  a.m.-  10.30  p.m. 

Phone 

Quarterly  Planning 

Tues:  Oct  13 

8:00  a.m.  — 5:00  p.m. 

Offsite 

Exec  Dinner 

6:00  p.m. 

Quarterly  Planning  (Cont.) 

Wed:  Oct  14 

8:00  a.m.  — 4:00  p.m. 

Executive  Review 

4:00  p.m.  - 6:00  p.m. 

2010  Budget  Review: 

Wed  - Sun:  Nov.  4-8 

Times  TBD 

Offsite 

Executive  Review: 

Thu:  Nov  5 

8:00  a.m.  — 1 1 :50  a.m. 

Board  Review: 

1 1 :00  a.m.  - 12:30  p.m.* 

Executive  Review: 

Wed:  Dec  16 

4:00  p.m.  - 6:00  p.m. 

INPUT 

Exec/BOD  Dinner: 

6.30  p.m. 

Board  of  Directors  Meeting 

Thu:  Dec  1 7 

9.00  a.m.  - 12:00  p.m.  * 

Board  2010  Budget  Approval: 

1:30  p.m.  -4:30  p.m. 

2010  Budget  Release 

Mon:  Dec  21 

Staff  - 2010  Kick-off  Meeting 

4:00  p.m. 

Offsite 

*Lunch  will  be  served  following  the  meeting. 


**Does  not  reflect  any  pending  changes  to  Budget  and  Strategy  Planning  process.** 
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2008  SCHEDULE  OF  BOD,  EXEC  & PLANNING  MEETINGS 


Printed:  September  1 1 2008 


Quarterly  Planning 

Tue:  January  8 

8:00  a.m.  - 5:00  p.m. 

Off- Site 

Exec  Dinner 

6.00  p.m. 

Quarterly  Planning  (Cont.) 

Wed:  January  9 

8:00  a.m.  - 5:00  p.m. 

Exec/BOD  Dinner: 

Wed:  January  9 

6:30  p.m. 

Exec/BOD  Meeting: 

Thu:  January  10 

800  a.m.-  12.00  p.m.* 

INPUT 

Board  2008  Budget  Approval: 

1:00  p.m.  - 4:00  p.m. 

Executive  Review: 

Thu:  February  21 

8.00  a.m.  - 10.50  a.m. 

INPUT 

Board  Review: 

1 1.00  a.m.-  12.30  p.m.* 

Phone 

Executive  Review: 

Thu:  March  13 

8.00  a.m.  - 10.50  a.m. 

INPUT 

Board  Review: 

11.00  a.m.  - 12.30  p.m.* 

Phone 

Quarterly  Planning 

Tue:  April  8 

8:00  a.m.  - 5:00  p.m. 

Off- Site 

Exec  Dinner 

6.00  p.m. 

Quarterly  Planning  (Cont.) 

Wed:  April  9 

8:00  a.m.  — 4:00  p.m. 

Executive  Review: 

4:00  p.m.  - 6:00  p.m. 

Exec/BOD  Dinner: 

6:30  p.m. 

Board  of  Directors  Meeting: 

Thu:  April  10 

9.00  a.m.  - 12.00  p.m.* 

INPUT 

INPUT  Innovation  Meeting: 

Tue:  May  13 

5.00  p.m.  - 10.00  p.m. 

Off- Site 

Executive  Review: 

Thu:  May  22 

8.00  a.m.  - 10.50  a.m. 

INPUT 

Board  Review: 

11.00  a.m.-  12.30  p.m.* 

Phone 

Strategic  Planning 

Tue:  June  10 

8:00  a.m.  - 5:00  p.m. 

Off-  Site 

Executive  Dinner 

6.00  p.m. 

Strategic  Planning  - Cont’d: 

Wed:  June  1 1 

8:00  a.m.  - 5:00  p.m. 

Executive  Review: 

Thu: June  12 

8.00  a.m.  - 9:00  a.m. 

INPUT 

Board  Review: 

9.00  a.m.  - 10.30  a.m. 

Phone 

Quarterly  Planning 

Tue:  July  15 

8:00  a.m.  - 5:00  p.m. 

Off- Site 

Exec  Dinner 

6.00  p.m. 

Quarterly  Planning  (Cont.) 

Wed:  July  16 

8:00  a.m.  - 4:00  p.m. 

Executive  Review: 

4:00  p.m.  - 6:00  p.m. 

Exec/BOD  Dinner: 

6.30  p.m. 

Board  of  Directors  Meeting: 

Thurs:  July  17 

9.00  a.m.  - 11.30  a.m. 

INPUT 

Stockholder  Meeting: 

11.30  a.m.-  12.00  p.m.* 

BOD  Strategic  Plan  Review: 

1.30  p.m.-  4.30  p.m. 

Executive  Review: 

Thu:  August  14 

8.00  a.m.  - 10.50  a.m. 

INPUT 

Board  Review: 

11.00  a.m.-  12.30  p.m.* 

Phone 

Executive  Planning:  2009  Plan: 

Tue:  September  9 

8.00  a.m.  - 5.00  p.m. 

Off-  Site 

Executive  Dinner: 

6.00  p.m. 

Executive  Planning -Cont’d: 

Wed:  September  10 

8.00  a.m.  - 5.00  p.m. 

INPUT 

Executive  Review: 

Thu:  September  1 1 

8.00  a.m.  - 9.00  a.m. 

Board  Review: 

9.00  a.m.-  10.30  a.m. 

Phone 

Quarterly  Planning 

Tue:  October  14 

8:00  a.m.  - 5:00  p.m. 

Off- Site 

Exec  Dinner 

6.00  p.m. 

Quarterly  Planning  (Cont.) 

Wed:  October  1 5 

8:00  a.m. -4:00  p.m. 

Executive  Review: 

4:00  p.m.  - 6:00  p.m. 

Exec/BOD  Dinner: 

6.30  p.m. 

INPUT 

Board  of  Directors  Meeting: 

Thu:  October  16 

9.00  a.m.  - 12.00  p.m.  * 

BOD  Planning  (2009  Plan): 

1.30  p.m.  - 4.30  p.m. 
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2008  SCHEDULE  OF  BOD,  EXEC  & PLANNING  MEETINGS 


Printed:  September  1 1 2008 


2009  Budget  Review: 
Executive  Review: 
Board  Review: 

Wed  - Sun:  Nov.  12-16 
Thu:  November  13 

Times  TBD 

8.00  a.m.  - 10.50  a.m. 

11.00  a.m.  - 12.30  p.m.  * 

Off-  Site 

Executive  Review: 

Wed:  December  1 7 

4:00  - 6:00  p.m. 

INPUT 

Exec/BOD  Dinner: 

6.30  p.m. 

Board  of  Directors  Meeting 

Thu:  December  18 

9.00  a.m.  - 12:00  p.m.  * 

Board  2009  Budget  Approval: 

1:30  p.m.  - 4:30  p.m. 

2009  Budget  Release: 

Mon:  December  22 

Staff- 2009  Kick-off  Meeting: 

4.00  p.m. 

Off-site 

* Lunch  will  be  served  following  the  meeting. 
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Printed:  9/11/2008 


INPUT  - MONTHLY  REPORT 


For  the  Period  Ending  August  31,  2008 


Prepared  September  4,  2008 
PROPRIETARY  & CONFIDENTIAL 

INPUT 

Reston,  VA  20190 
(703)  707-3500 
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INPUT  - STATEMENT  OF  INCOME 
IS  suggestion  2 


© 

Printed  9/11/2008 


2008  ACTUAL  / REFORECAST  ($000s) 

_ 

Jan-08 

Feb-08 

Mar-08 

Apr-08 

May-08 

Jun-08 

Jul-08 

Aug-08 

Sep-08 

Oct-08 

Nov-08 

Dec-08 

Year 

Annual 

Reforecast 

Variance  to 
Reforecast 

Actual 

Actual  Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Re-cast 

Re-cast 

Re-cast 

Orders 

Renewal  Base 

1,750 

1,670 

1,810 

T063 

1.338 

1.657 

1.189 

1.665 

1,414 

1.700 

1.510 

3,616 

20,582 

20,582 

7 

Subscriptions  - Renewal 

1,276 

1,172 

1,487 

811 

957 

1,187 

987 

1,421 

1,025 

[ U33 

1,095 

2,622 

15,273 

14,934 

339~ 

Renewal  rate 

72.9% 

62.7% 

82.2% 

76.3% 

71.5% 

71.6% 

83.0% 

85.4% 

72.5 % 

I 72.5% 

72.5% 

72.5% 

74.2% 

72.6% 

1 6% 

Subscriptions  - New 

602 

700 

595 

653 

536 

574 

549 

628" 

655 

627 

674 

963 

7,754 

7,788 

(34) 

Sales  Teams 

450 

577 

448 

588 

481 

444 

424 

397 

520 

482 

517 

759 

6,087 

6,228 

(141) 

Up  sell 

152 

123 

146 

63 

56 

127 

125 

226 

125 

125 

130 

166 

1,563 

1,456 

108 

_ 

Electronic/Web  Sales 

1_ 

L_ 

IL 

L 

- 

2 

. (V 

5 

10 

20 

27 

38 

103 

104 

<D 

Events 

41 

70 

79 

59 

71 

58 

74 

79 

83 

99 

82 

~37~ 

831 

758 

73 

■ Other 

Total  Orders 

12 

17 

12 

14 

5 

23 

8 

25 

16 

16 

16 

16 

179 

170 

10 

1,930 

1,959 

2,173 

1,538 

1,569 

1,842 

1,618 

2,153 

1,778 

1,974 

1,866 

3,637 

24,037 

23,649 

388 

Total  Orders  - 2007 

1.632 

2.143 

2,271 

1,533 

1,672 

1,757 

1,312 

1.943 

1566 

1,786 

1,369 

3,424 

22,407 

22,407 

Revenue 

Subscriptions 

1,791 

1,792 

1,789 

1,779 

1,804 

1,802 

1,799 

1,845 

1,842 

1,864 

1,877 

1,898 

21,880 

21,870 

10 

Events 

15 

14 

78 

136 

11 

98 

40 

13 

90 

64 

141 

54 

753 

732 

21 

Other 

15 

19 

17 

22 

9 

17 

11 

28 

24 

24 

24 

24 

235 

236 

(1) 

_ 

Total  Net  Revenue 

1,820 

1,825 

1,883 

1,937 

1,825 

1,917 

1,850 

1,886 

1,955 

1,952 

2,042 

1,977 

22,869 

22,838 

30 

Cost 

of  Services 

Operations  - Personnel I 

433 

412 

413 

407 

391 

406 

426 

430 

407 

414 

404 

402 

4,946 

4,919 

J27) 

Mbr  Svcs  - Personnel 
Other  Ops/MS  Expense 
R&D  Personnel 

281 

258 

76 

134 

289 

100 

135 

287 

154 

125 

283 

84 

123 

300 

66 

107 

291 

76 

105 

263 

268 

268 

268 

268 

3,325 

3,316 

0) 

112 

101 

116 

133 

131 

130 

994 

1,452 

983 

1,479 

(HI 

27 

Other  R&D  Expense 

19 

J1L 

4 

25 

3 

7 

13 

4 

64 

4 

4 

148 

142 

(6) 

Total  Cost  of  Services 

904 

879 

941 

999 

881 

881 

905 

858 

885 

960 

906 

866 

10,865 

10,839 

(26) 

% of  Revenue 

50% 

48% 

50% 

52% 

48% 

46% 

49% 

45% 

45% 

49% 

44% 

44% 

48% 

47% 

Gross  Income  / (Lose) 1 

917 

946 

942 

939 

943 

1,035 

945 

1,028 

1,071 

992 

1,136 

i.m 

12,004 

11,999 

5 

Gross  Profit  % 

50% 

52% 

50% 

48% 

52% 

54% 

51% 

55% 

55% 

51% 

56% 

56% 

52% 

53% 

Sales  & Marketing 

... 

.... 

— 

- — 

Personnel 1 

Other  Expense  ] 

al  Sales  & Marketing 

411 

421 

423 

420 

414 

402 

385 

397 

432 

443 

437 

435 

5F 

5,018 

5,117 

100 

To 

465 

491 

486 

485 

510 

467 

472 

460 

527 

538 

532 

530 

5,952 

985 

6,102 

51 

150 

% of  Revenue 

25% 

27% 

26% 

25% 

28% 

24% 

26% 

24% 

27% 

28% 

26% 

27% 

26% 

27% 

General  & Administrative 

1 

— 

— 

Personnel  (1)  [ 

108 

85 

94 

98 

117 

121 

133 

162 

129 

129 

128 

128 

1,432 

1,400 

(32) 

Other  Expense  (1) 

265 

228 

275 

257 

262 

271 

250 

239 

239 

239 

239 

239 

3,003 

2,993 

(10) 

Total  General  & Administrative 

373 

313 

369 

355 

379 

392 

383 

400 

368 

368 

368 

368 

4.435 

4,393 

<4 

% of  Revenue |_ 

20% 

17% 

20% 

18% 

~ 21% 

20% 

21% 

21% 

19% 

19% 

18% 

19% 

19% 

19% 

Total  Expenses 

1731 

1,683 

1,796 

1,838 

1,771 

1,740 

1,760 

1,718 

1,780 

1,865 

1,805 

1,763 

21,252 

21,334 

83 

Loss  on  Product  Sunset  (IEP) 

- 

68 

- 

. 

_ 

. 

68 

68 

7 

Provision  for  General  Bonuses 

12 

12 

— 

12 

12 

12 

12 

12 

12 

12 

12 

. 12 

12 

139 

139 

EBITDA 

78 

131 

76 

20~ 

42~ 

165 

78 

156 

164 

75 

225 

202 

1,410 

1,297 

Tl3~ 

% of  Revenue 

4% 

7% 

4% 

1% 

2% 

9% 

4% 

8% 

8% 

4% 

11% 

10% 

6% 

6% 

Op 

Depreciation  & Amortization 

35 

30 

33 

30 

31 

34 

34 

35~ 

36 

36~ 

36~ 

"37 

407" 

408 

r 

erating  Income  / (Loss) 

43 

101 

42 

m 

11 

131_ 

43 

122 

128 

39 

188 

165 

1,003 

889 

114 

Corpc 

>rate  Expenses  [ 



— 

— 

Personnel 

34 

_ 34 

33 

33 

34 

33 

35 

34 

33 

33 

33 

33 

403 

400 

(2) 

Other  Expense 

86 

57 

46 

24 

28 

26 

25 

13 

20 

20 

20 

20 

386 

387 

2 

Total  Corporate  Expenses 

120 

91 

80 

- 67 . 

62 

60 

60 

47 

53 

53 

53 

53 

789 

788 

(1) 

j % of  Revenue 

7% 

5% 

4% 

3% 

3% 

3% 

3% 

2% 

3% 

" 3X1 

3% 

3% 

3% 

3% 

Other  Revenues  / (Expenses) 

46 

12 

14 

13  j 

12 

10 

11  i 

11 1 

15  I 

15" 

15" 

189 

199 

(10) 

Income  / (Loss)  Before  Taxes 

(32), 

_ 22_ 

(23) 

(55) 

(m 

81 

m 

86 

90  ] 

i ; 

150 

128 

403 

301 

103 

Provision  for  Income  Taxes 

- 

- 

- 

-J 

- 

r1 

T| 

r 

7 

. 

Net  Income  / (Loss) 

% of  Revenue 

(32)! 

22 

££2L 

IF), 

(40)' 

81 

(6)1 

86~| 

90 

150 

128 

403 

~ 301 

103" 

1 .-2«| 

1% 

-1% 

-3%  , 

-2% 

4% 

0% 

5% 

5% 

0% 

7% 

6% 

2% 

1% 

Prior  Year 

65 

194 

(26), 

(44L 

_ _I?51 

(11)1 

(20) 

T73jj 

(100) 

(79) 

(23) 

(182) 

1 L 

1 

NOTES:  (1)  Facilities  costs  are  included  in  General  & Administrative  Expenses 
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2008  Performance  Report 
Net  Contract  Value  - by  Product 


Printed:  9/11/2008 


Product 

As  of  January  1st  2008 

As  of  September  1st  2008 

Variance 

NCV  ($)  (1) 

# Member 
Companies  (2) 

NCV  ($)(1) 

# Member 
Companies  (2) 

NCV  ($) 

NCV  (%) 

# Member 
Companies 
(%) 

Subscription  Products 

Federal  IS  Products 

Total  Federal 

16,883,292 

1,508 

17,293,828 

1,465 

410,536 

2.4% 

Total  Unduplicated  Members  Federal 

1313 

1380 

5.1% 

S&L  IS  Products 

Total  S&L 

2,751,134 

354 

3,366,262 

445 

615,128 

22.4% 

Total  Unduplicated  Members  S&L 

288 

419 

45.5% 

Industry  Analysis  Products 

Total  Industry  Analysis 

1,144,147 

77 

1,157,479 

79 

13,332 

1.2% 

Total  Unduplicated  Members  Industry  Analysis 

61 

60 

-1.6% 

New  Products 

Federal  Org  Charts  & Contacts  (3) 

46,284 

10 

102,809 

37 

56,525 

122.1% 

270.0% 

GovEdge 

- 

- 

16,671 

20 

16,671 

- 

- 

Federal  Trend  Advisor 

- 

- 

67,392 

8 

67,392 

. 

Total  New  Products 

46,284 

10 

186,872 

65 

140,588 

303.8% 

Total  Undupllcated  Members  New  Products 

10 

62 

520.0% 

Total  Subscriptions 

20,824,857 

1949 

22,004,441 

2054 

1,179,584 

5.7% 

Total  Unduplicated  Members  Subscriptions 

1396 

1502 

7.6% 

Average  Subs/Mbr 

1.40 

1.37 

-2.1% 

Software 

Total  Software 

26,404 

74 

72,736 

135 

46,332 

175.5% 

Total  Undupllcated  Members  Software 

...  .. 

72 

133 

84.7% 

Subtotal  Software  and  Subscriptions 

20,851,261 

22,077,177 

1,225,916 

5.9% 

Retired  Products 

Federal  Info  Sec  Analysis 

247,543 

27 

- 

- 

(247,543) 

INPUT  Executive  Program 

144,867 

11 

- 

- 

(144,867) 

CMS 

92,282 

16 

- 

- 

(92,282) 

Total  Retired  Products 

484,692 

- 

- 

(484,692) 

Total 

21,335,953 

22,077,177 

741,224 

3.5% 

1 

Notes: 

I 

1)  Net  Contract  Value  (NCV)  is  equal  to  the  annualized  contract  value  of  active  subscriptions  as  of  the  date  specified.  NCV  for  non-subscription  products  is  the  contract  value  sold  for 
the  last  12  months. 


2)  Member  Companies  is  equal  to  the  total  number  of  active  subscriptions  at  the  product  level.  Total  Member  Companies  is  equal  to  the  the  number  of  Member  Companies  with  at 
least  one  active  subscription. 

3)  Orq  Charts  launched  Q4  07  I I I I j I ~ 
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2008  Performance  Report 
Orders  YTD  and  MTD 


Printed:  9/1 1/2008 


YEAR-TO-DATE 

CURRENT  MONTH 

Actual 

$(000) 

Plan 

$(000) 

Variance 
to  Plan  (%) 

Reforecast 

$(000) 

Variance  to 
Reforecast 
<%) 

Prior  Yr. 
$(000) 

Change 
2008  / 2007 
<%> 

Actual 

$(000) 

Plan 

$(000) 

Variance 
to  Plan  (%) 

Reforecast 

$(000) 

Variance  to 
Reforecast 

<%) 

Prior 

Yr. 

$(000) 

Change 
2008  / 2007 
<%) 

TOTAL  SALES  ORDERS 

1 

14,781 

16,033 

-8% 

14,394 

3% 

14,263 

4% 

2,153 

2,176 

-1% 

1,917 

12% 

1,943 

11% 

SUBSCRIPTIONS 

Total  Subscription  Sales 

14,134 

15,276 

-7% 

13,829 

2% 

13,247 

7% 

2,049 

2,128 

-4% 

1,846 

11% 

1,764 

16% 

New  Business: 

Sales  Teams 

3,817 

4,602 

-17% 

3,958 

-4% 

4,000 

-5% 

402 

628 

-36% 

512 

-22% 

430 

-7% 

Outsourced  Sales 

1 

870 

-100% 

2 

-42% 

- 

0% 

- 

168 

-100% 

-100% 

- 

0% 

Upsell  (Mbr  Svcs) 

(A) 

1,018 

1,047 

-3% 

910 

12% 

658 

55% 

226 

150 

51% 

122 

85% 

129 

76% 

Total 

4,835 

6,519 

-26% 

4,870 

-1% 

4,658 

4% 

628 

946 

-34% 

639 

-2% 

559 

12% 

Renewals: 

Renewal  Sales 

9,298 

8,757 

6% 

8,959 

4% 

8,589 

8% 

1,421 

1,182 

20% 

1,207 

18% 

1,205 

18% 

Renewal  Rate 

75% 

71% 

4% 

73% 

3% 

69% 

6% 

85% 

71% 

14% 

73% 

13% 

72% 

14% 

EVENTS 

Attendance 

385 

398 

-3% 

360 

7% 

387 

-1% 

56 

9 

544% 

55 

3% 

51 

10% 

Sponsorship 

147 

126 

17% 

98 

50% 

69 

113% 

23 

10 

125% 

- 

0% 

4 

491% 

Market  Training 

<B) 

- 

- 

0% 

- 

0% 

54 

-100% 

- 

- 

0% 

0% 

9 

-100% 

531 

523 

2% 

458 

16% 

510 

4% 

79 

19 

321% 

55 

43% 

64 

23% 

OTHER 

e-Commerce  Document 

Sales 

98 

233 

-58% 

89 

11% 

46 

114% 

25 

29 

-14% 

16 

58% 

23 

9% 

e-Letter  Advertising 

2 

- 

0% 

2 

0% 

0% 

- 

- 

0% 

- 

0% 

- 

0% 

Consulting 

16 

- 

0% 

16 

0% 

460 

-96% 

- 

- 

0% 

- 

0% 

92 

-100% 

NOTES: 

(A)  Upsell  includes  Strategic  and  IEP  (2007)  teams 

(B)  Market  Training  discontinued  in  2007 
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2008  Performance  Report 
Orders  bv  LOB  bv  Month 


Printed:  9/11/2008 


Orders  by  Month  - 2008  Actual  ($000 

Jan 

Feb 

Mar 

1st  Qtr 

Apr 

May 

Jun 

2nd  Qtr 

Jul 

Aug 

Sep 

3rd  Qtr 

Oct 

Nov 

Dec 

4th  Qtr 

Year 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

actual 

re-cast 

act/re-cast 

re-cast 

re-cast 

re-cast 

re-cast 

SUBSCRIPTIONS 

- 

! 

•1  1-1 

Renewal  Subscription  Orde 

1 ,276 

1,172 

1,487 

3,935 

811 

957 

1,187 

2,955 

987 

1,421 

1,025 

3,433 

1,233 

1,095 

2,622 

4,949 

15,273 

New  Subscription  Orders 

602 

700 

595 

1,896 

653 

536 

574 

1,763 

549 

628 

655 

1,831 

627 

674 

963 

2,264 

7,754 

Sales  Teams 

450 

577 

448 

1,476 

588 

481 

447 

1,515 

/424 

. 402 

530 

1,356 

502 

544 

797 

1,843 

6,190 

Upsell  (Mbr  Svcsj 

152 

123 

146 

420 

63 

56 

127 

246 

f 125 

( 226 

125 

476 

125 

130 

166 

421 

1, 563 

Outsourced  Sales 

- 

- 

- 

- 

2 

- 

- 

2 

/ (D 

/ - 

- 

(1) 

. 

. 

- 

1 

Other 

- 

- 

- 

- 

- 

- 

- 

I 

- 

. 

_ 

_ 

_ 

T 

otal  Subscriptions 

1,877 

1,872 

2,082 

5,831 

1,464 

1,493 

1,761 

4,718 

|l ,536 

1 2,049 

1,680 

5,264 

1,859 

1,769 

3,585 

7,213 

23,026 

“i 

w 

If  0 

c 

EVENTS 

Attendance 

18 

63 

56 

137 

56 

54 

40 

150 

41 

56 

55 

152 

74 

66 

11 

151 

591 

Sponsorships 

22 

7 

23 

53 

3 

17 

18 

38 

34 

23 

27 

84 

24 

16 

26 

66 

240 

Market  Training 

- 

- 

- 

. 

Total  Events 

41 

70 

79 

190 

59 

71 

58 

188 

74 

79 

83 

236 

99 

82 

37 

217 

831 

OTHER 

e-Commerce  Document  Sa 

7 

12 

12 

31 

14 

5 

15 

35 

8 

25 

16 

49 

16 

16 

16 

48 

162 

e-Letter  Advertising 

“ 

- 

- 

- 

- 

- 

2 

2 

- 

- 

- 

- 

- 

- 

. 

. 

2 

Consulting 

5 

5 

- 

10 

- 

- 

6 

6 

- 

- 

- 

- 

. 

. 

. 

. 

16 

Total  Other 

12 

17 

12 

41 

14 

5 

23 

42 

8 

25 

16 

49 

16 

16 

16 

48 

179 

Total  Orders 

1,930 

1,959 

2,173 

6,062 

1,538 

1,569 

1,842 

4,949 

1,618 

2,153 

1,778 

5,549 

1,974 

1,866 

3,637 

7,477 

24,037 

Total  Orders  - 2007 

1,632 

2,143 

2,271 

6,047 

1,533 

1,672 

1,757 

4,962 

1,312 

1,943 

1,566 

4,820 

1,786 

1,369 

3,424 

6,578 

22,407 

CASH  EXPENDITURES 

projected 

Operating  expenses  (1) 

(1,915) 

(1,926) 

(1,804) 

(5,645) 

(1.891) 

(1,688) 

(1,632) 

(5,211) 

(1,698) 

(1,730) 

(1,725) 

(5,153) 

(2,063) 

(1,844) 

(1 ,789) 

(5,696) 

(21,704) 

— 

Capital  expenditures  (2) 

(102) 

(29) 

(49) 

(181) 

. (24) 

(40) 

(182) 

(246) 

..  (53) 

(24) 

(50) 

1127) 

(45) 

(15) 

(15) 

(75) 

(629) 

Financing  expenditures  (3) 

(2) 

(2) 

W 

(8) 

(2) 

12 

(2) 

8 

(2) 

(2) 

(55) 

(59) 

(59) 

(2,019) 

,-(1,957), 

. (1,?57) 

(5,833) 

d»917) 

(1,715) 

(1,816) 

(5,448) 

(1,753) 

(1,756) 

(1,830) 

(5,339) 

(2,108) 

(1.859) 

(1.804) 

(5,771) 

(22,392) 

MTHLY  SALES  NET  OF 

CASH  EXPENDITURES 

(89) 

2 

316 

229 

(379) 

(146) 

26 

(500) 

(135) 

397 

(52) 

210 

(134) 

7 

1.833 

1,706 

1,645 

YTD  SALES  NET  OF 

_ 

CASH  EXPENDITURES 

(§9L 

(iZL 

529" 

229 

(150) 

(296) 

(271) 

(271 ) 

(406) 

(9) 

(8TT 

(61) 

(195) 

(T88T 

1,645 

TimT 

1,645 

Notes 

: 

(1)  All  cash  disbursements  (excludes  customer  refunds) 

(2)  & (3)  Per  the  Cash  Flow  Statement 
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2008  Performance  Report 
Competitive  Won  Lost  Trend 


Printed:  9/11/2008 


Competitive  Won  Lost  - Rolling  13  Months 


$600,000 

$500,000 

$400,000 

12 

■O  $300,000 

o 

$200,000 

$100,000 

$0 


T 35 


Aug-07  Sep-07  Oct-07  Nov-07  Dec -07  Jan-08  Feb-08  Mar-08  Apr-08  May-08  Jun-08  Jul-08  Aug-08 


□ Wins$  i i Losses$ 

Wins# Losses# 


For  the  Period  Ending  August  31 , 2008 


Won 

Lost 

Won 

Rates 

Competitors 

# of 

Amount 

# of 

Amount 

by  # 

by  $ 

BidNet.com 

1 

$ 6,250 

0 

$ 

100% 

100% 

Center  for  Digital  Government 

2 

$ 68,015 

0 

$ 

100% 

100% 

Centurion 

2 

$ 12,267 

2 

1 $ 39,670" 

50% 

24% 

E-Pipeline 

2 

$ 19,950 

3 

$ 32,650 

40% 

38% 

Onvia 

4 

$ 23,333 

1 

$ 14,800 

80% 

61% 

FSI 

15 

$ 343,180 

4 

T $ 54,997 

79% 

86% 

Grand  Total 

26 

$ 472,995 

10 

$ 142,117 

72% 

77% 
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# Orders 


2008  Performance  Report 
Competitive  Switches  Trend 


Printed:  9/11/2008 


Competitive  Switch  Won  Lost  Trend  - Rolling  13  Months 


$300,000  t 
$250,000 

$200,000 

e 

.§  $150,000 

6 

VY 

$100,000  -- 
$50,000  -- 
$0 


Aug-07  Sep-07  Oct-07  Nov-07  Dec-07  Jan-08  Feb-08  Mar-08  Apr-08  May-08  Jun-08  Jul-08  Aug-08 


i 1 $ Won  i i $ Lost  #Won  #Lost 


For  the  Period  Ending  August  31,  2008 

V 

Von 

Lost 

Won 

Rates 

Competitors 

# of 

Amount 

# of 

Amount 

by  # 

by  $ 

Center  for  Digital  Government 

2 

$ 68,015 

0 

$ 

100% 

100% 

Centurion 

0 

$ 

1 

$ 22,770 

0% 

0% 

E-Pipeline 

1 

$ 15,000 

0 

$ 

100% 

100% 

Onvia 

1 

$ 1 1 ,645 

0 

$ 

100% 

100% 

FSI 

7 

$ 190,457 

2 

$ 14,857 

78% 

93% 

Grand  Total 

11 

$ 285,117 

3 

$ 37,627 

79% 

88% 

. 
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Printed:  9/11/2008 


2008  Performance  Report 
MTD  Competitive  Analysis 


Break-down  of  summary  W/L  Analysis: 

1 

Wins 

CV  Value 

Losses 

CV  Value 

All  competitive  26 

$ 472,995 

10 

$ 142,117 

New  Business  19 

$ 197,302 

7 

$ 104,490 

Renewals  7 

$ 275,693 

3 

$ 37,627 

Switches 

11 

$ 285,117 

3 

$ 37,627 

Whv  are  we  losina? 

Company  Size 

Reason  For  Loss 

# of  companies 

Value  $ 

% of  Total 

Enterprise 

Price 

2 

$38,400 

20.00% 

Dropped  Requirement,  Price 

1 

$14,800 

10.00% 

Product  Quantity 

1 

$16,900 

10.00% 

Small 

Price 

2 

$21,890 

20.00% 

Customer  Service 

1 

$7,590 

10.00% 

Product  Quality 

1 

$7,267 

10.00% 

Lack  of  Budget 

1 

$12,500 

10.00% 

Other 

1 

$22,770 

10.00% 

Grand  Total 

10 

$142,117 

100.00% 

Whv  are  we  winnina? 

Company  Size 

Reason  For  Loss 

# of  companies 

Value  $ 

% of  Total 

Enterprise 

Interface  Quality 

1 

$15,000 

3.85% 

Content  Quality 

1 

$30,302 

3.85% 

Mid  Market 

Content  Quality 

2 

$19,200 

7.69% 

Key  Information 

2 

$4,363 

7.69% 

Customer  Service 

1 

$6,250 

3.85% 

Small 

Content  Quality 

10 

$103,721 

38.46% 

Key  Information 

2 

$11,850 

7.69% 

Customer  Service 

1 

$6,000 

3.85% 

Price 

1 

$8,334 

3.85% 

New  Business/Strateqy 

1 

$11,645 

3.85% 

Strategic 

Key  Information 

3 

$155,945 

11.54% 

Content  Quality 

1 

$100,385 

3.85% 

Grand  Total 

26 

$472,995 

100.00% 

What  are  we  seeing  in  the  marketplace? 

1 . Some  losses  still  attributed  to  price 

2.  Only  1 loss  attributed  to  lack  of  coverage  in  opportunity  scope 

3.  1 win  assisted  by  Salesforce  connector 
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2008  Performance  Report 
Income  Stmt  - Monthly 


Date  Pmit«d:»/1 1/2008 


CURRENT  MONTH 

Actual  ($) 

Prior  Yr.  ($) 

Change  2008 
/ 2007  (%) 

Plan  ($) 

Variance  to 
Plan  (%) 

Reforecast 

<$) 

Variance  to 
Reforecast  (%) 

Revenue 

Subscriptions 

1,844,524 

1,733,319 

6% 

1,933,023 

-5% 

1,826,564 

1% 

Consulting 

- 

121,900 

-100% 

- 

0% 

- 

0% 

Events 

13,236 

23,449 

-44% 

18,750 

-29% 

3,900 

239% 

Other 

28,371 

25,797 

10% 

37,500 

-24% 

24,167 

17% 

Total  Net  Revenue 

1,886.131 

1,904,465 

j-1% 

1,989,273 

-5% 

1,854,631 

2% 

Cost  of  Services 

907,541 

904,898 

0% 

963,757 

6% 

859,368 

-6% 

% of  Revenue 

48% 

48% 

-±% 

48% 

0% 

46% 

-2% 

Gross  Income  / (Loss) 

978,590 

999,567 

-2% 

1,025,516 

-5% 

995,263 

-2% 

Gross  Profit  % 

52% 

52% 

-1% 

52% 

0% 

54% 

-2% 

Sales  & Marketing 

527,339 

635,955 

17% 

631,814 

17% 

600,002 

12% 

% of  Revenue 

28% 

33%_ 

5% 

32% 

4% 

32% 

4% 

Research  & Development 

121,765 

161,882 

25% 

144,259 

16% 

135,522 

10% 

% of  Revenue 

6% 

9% 

2% 

7% 

1% 

7% 

1% 

General  & Administrative 

161,847 

140,118 

-16% 

171,284 

6% 

167,930 

4% 

% of  Revenue 

9% 

7% 

-1% 

9% 

0% 

9% 

0% 

Corporate  Expenses 

46,968 

60,304 

22% 

53,171 

12% 

53,171 

12% 

% of  Revenue 

2% 

3% 

1% 

3% 

0% 

3% 

0% 

Total  Expenses 

1,765,460 

1,903,157 

7% 

1,964,285 

10% 

1,815,992 

3% 

Loss  on  Product  Sunset  (IEP) 

0% 

0% 

- 

0% 

Provision  for  General  Bonuses 

11,583 

9,128 

-27% 

72,551 

84% 

11,583 

0% 

EBITDA 

109,088 

(7,820) 

1495% 

(47,563) 

329% 

27,056 

303% 

% of  Revenue 

6% 

0% 

6% 

-2% 

8% 

1% 

4 % 

Depreciation  & Amortization 

34,550 

34,785 

1% 

41,904 

18% 

35,193 

2% 

Operating  Income  / (Loss) 

74,538 

(42,605) 

157% 

(89,467) 

220% 

(8,138) 

1016% 

Other  Revenues / (Expenses) 

11,273 

22,416 

-50% 

13,961 

-19% 

15,856 

-29% 

Income  / (Loss)  Before  Taxes 

85,811 

(20,189) 

_525%_ 

(75,506) 

214% 

7,718 

1012% 

Provision  for  Income  Taxes 





0% 



0% 

- 

0% 

Net  Income  / (Loss) 

85,811 

(20,189) 

525% 

(75,506) 

214% 

7,718 

1012% 

% of  Revenue 

5% 

-1% 

6% 

-4% 

8% 

0% 

4% 

NOTE 

S/ INSIGHTS: 

(A) 

Percentages  are  presented  as  positive  for  favorable,  negative  for  unfavorable 

(BV  Favorable  exp  variances  (vs.  Reforecast):  Personnel  $20k,  Marketing  $20k  ($9k  ] 

for  advertising/media  relations  & $1 1 k for  tradeshow  attendance),  Other  Professional  Svcs  $9k 
Unfavorable  exp  variances  (vs.  Reforecast):  Immaterial 


(C)  Cost  of  Svcs  Personnel  variance  is  unfav  $33k,  while  Sales  & Marketing  var.  is  fav.  $38k;  this  is  due  primarily  to  the  Reforecast 
[assumption  that  Org  changesjhat  shifted  Ops  personnejjo  Mktg  would  occur  Jul  1,  but  they  actuajly  occurred  mid-Aug, 

(D) ’ Corporate  Expenses  includes  Board  expenses  (incl.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO 

recruitment  and  the  Delaware  reincorporation,  and  similar  itemsl  I I I I 
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2008  Performance  Report 
Income  Stmt  - YTD 


YEAR-TO-DATE 

Actual  ($) 

Prior  Yr.  ($) 

Change  2008 
/ 2007  (%) 

Plan  ($) 

Variance  to 
Plan  (%) 

Reforecast 

(*) 

Variance  to 
Reforecast 
(%) 

Revenue 

Subscriptions 

14,400,385 

13,583,332 

6% 

14,548,987 

-1% 

14,389,986 

0% 

Consulting 

21,125 

499,874 

-96% 

- 

0% 

21,125 

0% 

Events 

404,580 

487,448 

-17% 

523,000 

-23% 

383,950 

5% 

Other 

117,142 

92,447 

27% 

300,000 

-61% 

117,772 

-i% 

. 

Total  Net  Revenue 

14,943,232 

14,663,101 

2% 

15,371,987 

-3% 

14,912,833 

0% 

— 

Cost  of  Services 

7,334,835 

6,763,575 

-8% 

7,776,959 

6% 

7,236,907 

-1% 

% of  Revenue 

49% 

46% 

■3% 

51% 

2% 

49% 

-1% 

Gross  Income  / (Loss) 

7,608,397 

7,899,526 

-4% 

7,595,028 

0%  “ 

7,675,926 

-1% 

Gross  Profit  % 

51% 

54% 

-3% 

49% 

2% 

51% 

-1% 

Sales  & Marketing 

4,321,825 

4,744,895 

9% 

5,001,441 

14% 

4,469,388 

3% 

% 

of  Revenue 

29% 

32% 

3% 

33% 

4% 

30% 

1% 

Research  & Development 

1,091,207 

1,132,282 

4% 

1 ,090,895 

0% 

1,127,722 

~ 3% 

% of  Revenue 

7% 

8% 

0% 

7% 

0% 

8% 

0% 

General  & Administrative 

1,289,892 

1,234,342 

-5% 

1,226,588 

-5% 

1 ,286,277 

0% 

% of  Revenue 

9%_ 

8% 

0% 

8% 

-1% 

9% 

0% 

Corporate  Expenses 

577,411 

478,378 

-21% 

576,662 

0% 

576,662 

0% 

% of  Revenue 

4% 

3% 

■1% 

4% 

0% 

4% 

0% 

Total  Expenses 

14,615,170 

14,353,472 

-2% 

15,672,544 

7% 

14,696,956 

1% 

Loss  on  Product  Sunset  (IEP) 

67,749 

I 

0% 

- 

0% 

67,749 

0% 

Provision  for  General  Bonuses 

92,664 

73,024 

-27% 

562,815 

84% 

92,664 

0% 

EBITDA 

167,649 

236,605 

-29% 

(863,372) 

119% 

55,464 

202% 

% of  Revenue 

1%_ 

2% 

0% 

-8% 

7% 

0% 

1% 

Depreciation  & Amortization 

262,575 

308,779" 

15% 

311,465 

16% 

263,622 

0% 

Operating  Income  / (Loss) 

(94,926) 

(72.174; 

-24% 

(1,174,837) 

1138% 

(208,159) 

-54% 

Other  Revenues  / (Expenses) 

128,948 

164,869 

-22% 

108,264 

19% 

139,306 

-7% 

Income  / (Loss)  Before  Taxes 

34,022 

92,695 

-63% 

(1,066,573) 

103% 

(68,853) 

149% 

Provision  for  Income  Taxes 

- 

0% 

- 

0% 

- 

0% 

Net  Income  / (Loss) 

34,022 

92,695 

-63% 

(1,066,573) 

103% 

(68,853) 

149% 

% of  Revenue 

0% 

1% 

0% 

-7% 

7% 

0% 

1% 

NOTES  / INSIGHTS: 

(A)  Percentages  are  presented  as  positive  for  favorable,  negative  for  unfavorable 

(SI  Favorable  exp  variances  (vs.  Reforecast):  Personnel  $56k.  Marketing  $35k  ($15k 
for  advertising/media  relations  & $20k  for  tradeshow  attendance),  Recruiting  $9k 
Unfavorable  exp  variances  (vs.  ReforecastV  Other  Professional  Services  $1 2k;  Training  $1 5k 

(C)  Cost  of  Svcs  ("COS")  Personnel  variance  is  unfav  $59k,  while  Sales  & Marketing  var,  is  fav.  $91  k;  the  COS  variance  is  duejDrjmarNyJo  the 
Reforecast  assumption  that  the  Org  changes  which  shifted  Ops  personnel  to  Mktg.  would  occur  Jul  1.  but  they  actually  occurred  mid-Aug, 

(D)  Corporate  Expenses  includes  Board  expenses  (incl.  all  Cunningham  costs),  one-time  corporate  items  such  as  CEO 

recruitment  and  the  Delaware  reincorporation,  and  similar  items  T _ ~ ~T 

(E)  Time  charged  to  Products  under  development  by  individuals  in  Operating/Cost  of  Sale  depts,  has  been 

reclassified  to  R&D;  $1 33k  has  been  reclassified  YTD  (including  external  labor  costs).  | | 


(F)  YTD  Plan  and  Actual  includes  an  expense  reduction  of  approximately  $160k  for  severance  expense  that  was 
jpreviously  included  In  2008,  but  changed  to  a 2007  charge  for  the  audit 


(G|  YTD  2C08  Actuals  and  Reforecast  have  been  revised  to  refect  the  bonus  provision  on  a st-aight-l  ned  oasis 


Date  Printed  9/11/2008 
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2008  Performance  Report  Printed:  9/11/2008 

Income  Statement  - Rolling 


ACTUAL  ($000s) 

Aug-07 

Sep-07 

Oct-07 

Nov-07 

Dec-07 

Jan-08 

Feb-08 

Mar-08 

Apr-08 

May-08 

Jun-08 

\ Jul-08 

Aug-08 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Actual 

Revenue 

Subscriptions 

1,733 

1,713 

1,726 

1,768 

1,774 

1,791 

1,792 

1,789 

1,779 

1,804 

1,802 

1,799 

1,845 

Consulting 

122 

51 

89 

25 

7 

5 

5 

5 

5 

1 

- 

" 

Events 

23 

70 

47 

134 

54 

15 

14 

78 

136 

11 

98 

40 

13 

Other 

26 

13 

25 

11 

4 

10 

14 

12 

17 

8 

17 

11 

28 

Total  Net  Revenue 

1,904 

1,848 

1,887 

1,939 

1,839 

1,820 

1,825 

1,883 

1,937 

1,825 

1,917 

1,850 

1,886 

Cot 

st  of  Services 

905 

906 

958 

1,018 

966 

909 

855 

933 

968 

895 

933 

935 

908 

% of  Revenue 

48% 

49% 

51% 

53% 

53% 

50% 

47% 

50% 

50% 

49% 

49% 

51% 

48% 

Gr 

oss  Income  / (Loss) 

1,000 

941 

928 

921 

873 

911 

970 

951 

970 

930 

984 

915 

979 

Gross  Pro  fit  % 

52% 

51% 

49% 

47% 

47% 

50% 

53% 

50% 

50% 

51% 

51% 

49% 

52% 

Sales  & Marketing 

636 

572 

627 

568 

559 

529 

546 

551 

541 

569 

531 

528 

527 

% of  Revenue 

33% 

31% 

33% 

29% 

30% 

29% 

30% 

29% 

28% 

31% 

28% 

29% 

28% 

Ret 

search  & Development 

162 

193 

135 

119 

113 

145 

143 

152 

163 

130 

118 

118 

122 

% of  Revenue 

— 

9% 

10% 

7% 

6% 

6% 

8% 

8% 

8% 

8% 

7% 

6% 

6% 

6% 

Ge 

- - .I  — — ■ ■ ■ ■ ■ ■ ■ H ■ 

neral  & Administrative 

140 

182 

192 

150 

100 

148 

138 

161 

166 

177 

159 

179 

162 

% of  Revenue 

7% 

10% 

10% 

8% 

5% 

8% 

8% 

9% 

9% 

10% 

8% 

10% 

9% 

Co 

rporate  Expenses 

60 

46 

55 

141 

97 

120 

91 

80 

57 

62 

60 

60 

47 

% of  Revenue 

3% 

3% 

3% 

7% 

5% 

7% 

5% 

4% 

3% 

3% 

3% 

3% 

2% 

Tot 

al  Expenses 

1,903 

1,900 

— 

1,966 

1,996 

1,836 

1,851 

1,774 

1,876 

1,895 

1,833 

1,800 

1,821 

1,765 

Loss  on  Product  Sunset  (IEP) 

- 

- 

- 

- 

- 

- 

- 

- 

68 

- 

- 

- 

- 

Provision  for  General  Bonuses 

9 

9 

9 

9 

9 

12 

12 

12 

12 

12 

12 

12 

12 

EB 

TDA 

(8) 

(62) 

(89) 

(66) 

(6) 

(42) 

40 

(4) 

(37) 

(20) 

105 

18 

109 

% of  Revenue 

0% 

-3% 

-5% 

-3% 

0% 

-2% 

2% 

0% 

-2% 

-1% 

5% 

1% 

6% 

Depreciation  & Amortization 

35 

32 

32 

30 

43 

35 

30 

33 

30 

31 

34 

34 

35 

Op 

erating  Income  / (Loss) 

(43) 

(93) 

(121) 

(96) 

(49) 

(77) 

10 

(37) 

(68) 

(52) 

71 

(17) 

75 

Other  Revenues  / (Expenses) 

22 

21 

17  18 

28 

46 

12 

14 

13 

12 

10 

11 

11 

Inc 

ome  / (Loss)  Before  Taxes 

(20) 

(73) 

(104) 

(79) 

(21) 

(32) 

22 

(23) 

(55) 

(40) 

81 

(6) 

86 

Provision  for  Income  Taxes 

- 

. 

(3) 

2 

- 

- 

- 

“ 

— 

- 

- 

Nel 

Income  / (Loss) 

(20) 

(73) 

(100) 

(79) 

(23) 

(32) 

22 

(23) 

(55) 

(40) 

81 

(§) 

86 

% of  Revenue 

-1% 

-4% 

-5% 

-4% 

-1% 

-2% 

1% 

-1% 

-3% 

-2% 

4% 

0%\  5% 
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2008  Performance  Report 
Balance  Sheet 


Printed:  9/11/2008 


Actual  ($) 

Prior  Yr.  ($) 

Change 
2008/2007  (%> 

Plan  ($) 

Variance  to 
Plan  (%) 

Variance  to 
Plan  f$) 

Reforecast 

($) 

Variance  to 

Variance  to 

Assets 

i i 

Current  Assets 

Cash  and  Cash  Equivalents 

(A) 

$ 5,024,033 

$ 5,338,604 

-6% 

$ 4,299,378 

17% 

$ 724,655 

$ 4,646,154 

8% 

$ 377,879 

Accounts  Receivable,  net 

(A) 

2,102,157 

1,582,999 

33% 

3,097,481 

-32% 

(995,324) 

2,349,990 

-11% 

(247,833) 

Other  Current  Assets 

(B) 

1,434,244 

1,343,074 

7% 

1,172,337 

22% 

261,907 

1,283,166 

12% 

151,078 

Total  Current  Assets 

8,560,434 

8,264,677 

4% 

8,569,196 

0% 

(8,762) 

8,279,310 

3% 

281,124 

Fixed  Assets 



Fixed  Assets 

3,016,889 

2,543,227 

19% 

3,368,977 

-10% 

(352,088) 

3,096,538 

-3% 

(79,649) 

jLess  Depreciation  & Amort. 

(2,129,217) 

(2,046,273) 

4% 

(2,177,543) 

-2% 

48,326 

(2,130,265) 

0% 

1,048 

Net  Fixed  Assets 

887,672 

496,954 

79% 

1,191,434 

-25% 

(303,762) 

966,273 

-8% 

(78,601) 

Other  Assets 

466,179 

326,290 

43% 

366,632  27% 

99,547 

465,314 

0% 

865 

Total  Assets 

$ 9,914.285 

$ 9,087,921 

9% 

$ 10,127,262  -2% 

$ (212.977) 

$ 9,710,896 

2% 

$ 203.389 

Liabilities 

Accounts  Payable 

(C) 

$ 74,829 

$ 55,520 

35% 

$ 299,694  -75% 

$ (224,865) 

$ 209,832 

-64% 

$ (135,003) 

Other  Accrued  Liabilities 

1,088,754 

1,144,898 

-5% 

1,273,793  -15% 

(185,039) 

942,831 

15% 

145,923 

Capital  lease,  current 

58,488 

7,214 

711% 

19,964  193% 

38,524 

60,461 

-3% 

(1,973) 

Deferred  Revenue  (Net  of  Unbilled) 

9,802,478 

9,351,503 

5% 

10,698,671  -8% 

(896,193) 

9,730,912 

1% 

71,566 

Total  Current  Liabilities 

11,024,549 

10,559,135 

4% 

12,292,121  -10% 

(1,267,572) 

10,944,036 

1% 

80,513 

Nor 

-Current  Liabilities 

Deferred  Rent 

772,293 

- 

0% 

772,293  0% 

- 

772,293 

0% 

- 

Total  Liabilities 

11,796,842 

10,559,135 

12% 

13,064,414  -10% 

(1,267,572) 

11,716,328 

1% 

80,514 

Shareholders'  Equity 

Common  and  Treasury  Stock 

(244,312) 

(101,153) 

142% 

(277,237)  12% 

32,925 

(264,312) 

8% 

20,000 

Currency  gain  (loss) 

(262) 

(262) 

0% 

(262)  0% 

- 

(262) 

0% 

_ 

Retained  Earnings  - Accumulated 

(1,672,005) 

(1,462,494) 

14% 

(1,593,081)  -5% 

(78,924) 

(1,672,005) 

0% 

_ 

Retained  Earnings  - Current  Year 

34,022 

92,695 

-63% 

(1,066,573)  103% 

1,100,595 

(68,853) 

149% 

102,875 

Total  Shareholders'  Equity 

(1,882,557) 

(1,471,214) 

28% 

(2,937,152)  36% 

1,054,595 

(2,005,432) 

6% 

122,875 

Total  Liabilities  & Shareholders'  Equity 

$ 9,914,285 

$ 9,087,921 

9% 

$ 10.127.262  -2% 

$ (212.977) 

$ 9,710,896 

2% 

$ 203,389 

Cash  Pledged  as  Collateral  for  Personal 

Loan  to  Principal  Stockholders 

$ 1,794,118 

$ 1,514,266 

18% 

NOTES /INSIGHTS 

ted  Asset  spend,  & Net  Income  £ 

Iso  favorable. 

(A) 

Favorable  cash  impacts  to  Reforecast:  DSO  better  than  Reforecast  (40  days  actual  vs.  45  Reforecast  vs.  42  prior  vr);  Billinas  (see  Def  Rev),  Fi> 

Receivables  lower  than  Reforecast  due  to  favorable  DSOs 

(B) 

Other  Current  Assets  include  recruiting  retainer  for  SVP  of  Technology  (to  be  amortized)  and  prepayment  of  September  office  rent  (check  mailec 

before  1st  of  next  mo.) 

(C) 

Combined  Accounts  Payable  and  Other  Accrued  variance  of  $1 1 k - immaterial 
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2008  Performance  Report  Printed:  9/1 1/2008 

Staffing 


€ 

As  of  September  1,  2008 

NUMBER  OF  STAFF 

1/1/08 

9/1/08 

Plan 

Reforecast 

Aug 

Flires 

Aug 

Terms 

T ransfers 

Flires 
2008  YTD 

Terms 
2008  YTD 

SALES 

Executive  Management-  Sales 

1 

1 

1 

1 

- 

- 

- 

- 

- 

Sales  Support 

6 

3 

2 

3 

- 

- 

(2) 

- 

1 

- 

New  Business  Sales 

- 

Sales  Managers 

3 

3 

3 

3 

- 

- 

- 

- 

- 

Strategic 

2 

1 

1 

1 

- 

- 

(1) 

- 

- 

Account  Managers 

29 

24 

31 

27 

4 

1 

6 

12 

Sales  Lead  Analyst 

- 

- 

- 

2 

Associate  Account  Managers 

- 

2 

- 

2 

1 

- 

3 

1 

Industry  Analysis  Sales 

- 

1 

- 

1 

- 

1 

Subtotal 

34 

31 

35 

36 

1 

4 

1 

9 

13 

Member  Services 

Executive  Management  MS 

1 

1 

1 

1 

- 

- 

- 

- 

Member  Services  Managers 

4 

3 

5 

3 

- 

- 

(1) 

- 

- 

Strategic  Advisors 

4 

5 

5 

5 

- 

- 

1 

- 

- 

Advisors 

18 

18 

20 

21 

- 

2 

(2) 

6 

4 

c 

Support  & FOIA 

4 

8 

8 

8 

- 

- 

3 

1 

Subtotal 

31 

35 

39 

38 

- 

2 

1 

7 

4 

Marketing 

3 

6 

7 

6 

- 

- 

1 

3 

1 

Events 

i 

2 

2 

2 

- 

1 

- 

Subtotal 

4 

8 

9 

8 

- 

- 

2 

3 

1 

Total  Sales 

75 

78 

86 

86 

1 

6 

2 

19 

19 

1 

OPERATIONS 

Executive  Management  Operations 

1 

1 

1 

1 

- 

- 

- 

- 

- 

Federal  IT 

30 

32 

32 

32 

1 

1 

- 

7 

5 

S&L  IT 

16 

16 

18 

16 

- 

. 

(3) 

4 

1 

Org  Charts 

- 

2 

3 

2 

1 

1 

3 

1 

Data  Acquisition 

- 

2 

2 

2 

2 

- 

Industry  Analysis  & Executive  Program 

6 

4 

7 

4 

- 

- 

(1) 

- 

1 

Subtotal 

51 

55 

61 

55 

2 

2 

(2) 

14 

8 

Research  & Development 

R&D  Management 

1 

1 

1 

1 

Business  Analysis 

2 

2 

2 

2 

Developers 

6 

6 

9 

7 

1 

- 

2 

2 

Subtotal 

9 

9 

12 

10 

- 

1 

- 

2 

2 

Total  Operations 

61 

65 

74 

66 

2 

3 

(2) 

16 

10 

CORPORATE/CENTRAL 

Office  of  the  Chairman 

1 

1 

1 

1 

- 

_ 

- 

- 

Executive  Management  Corporate 

- 

1 

- 

1 

- 

- 

- 

1 

- 

Finance,  FIR  & Admin 

10 

12 

13 

13 

- 

4 

2 

IT/Intemal  Development 

5 

5 

5 

5 

- 

- 

- 

- 

- 

16 

19 

19 

20 

- 

- 

- 

5 

2 

TOTAL 

152 

161 

178 

172 

3 

9 

- 

40 

31 

_ 

Voluntary 

21 

NOTES: 

(A)  Analysis  does  not  include  temporary  employees  or  Pat  Cunningham 

Involuntary 

10 

(B)  Table  includes  terminated  employees  that  continue  to  receive  severance  payments. 

Actual 

(C)  Temporary  (replacement)  staff,  full-time  equivalent: 

August 

Sales  Support 

- 

Support  / FOIA 

2.00 

S&L  IT 

0.75 



Org  Charts 

- 

Industry  Analysis 

- 

Admin 

1 00 

3.75 
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2008  Performance  Report 
#Users  per  Service 


Printed:  9/11/2008 


Monthly  Unique  Product  Visitors 

Var  (%)  vs. 

Product 

Aug-07 

Sep-07 

Oct-07 

Nov-07 

Dec-07 

Jan-08 

Feb-08 

Mar-08 

Apr-08 

May-08 

Jun-08 

Jul-08 

Prior  Year 

Aug-08 

Business  Days  in  Month 

23 

19 

23 

20 

19 

22 

20 

21 

22 

21 

21 

22 

21 

Federal  Products 

Opportunities 

7,673 

7,603 

7,241 

7,828 

7,315 

8,986 

8,919 

9,044 

9,374 

9,129 

9,108 

9,428 

20% 

9,203 

Contacts 

838 

790 

961 

909 

795 

1,139 

1,087 

1,035 

1,069 

1,043 

1,163 

1,103 

61% 

1,350 

Organization  Charts 

673 

604 

909 

549 

651 

968 

899 

867 

995 

852 

934 

875 

44% 

968 

Agency  Profiles 

1,628 

1,576 

1,543 

1,777 

1,659 

1,961 

1,890 

1,962 

2,140 

1,826 

1,926 

1,771 

5% 

1,706 

Account  Planners  (1) 

490 

354 

638 

405 

495 

Vendor  Performance  Profiles 

680 

652 

570 

771 

562 

821 

825 

777 

880 

754 

774 

843 

18% 

803 

Teaming  Profiles 

2,125 

2,187 

1,924 

2,139 

1,616 

2,384 

2,281 

2,172 

2,261 

2,154 

2,072 

2,118 

-7% 

1,979 

Labor  Pricing 

250 

238 

219 

249 

288 

291 

274 

272 

269 

232 

287 

236 

7% 

267 

Task  Orders 

231 

257 

212 

245 

174 

266 

270 

253 

268 

230 

286 

266 

40% 

323 

S&L  Products 

Opportunities 

1,529 

1,462 

1,409 

1,564 

1,368 

1,767 

1,672 

1,690 

1,844 

1,644 

1,655 

1,621 

1% 

1,537 

Profiles 

310 

285 

245 

252 

228 

352 

292 

325 

160 

239 

315 

311 

-7% 

286 

Grants 

16 

30 

22 

15 

16 

11 

15 

15 

21 

19 

25 

26 

88% 

30 

Vertical  Profiles 

105 

121 

165 

102 

99 

140 

129 

157 

366 

153 

149 

150 

25% 

131 

Analysis  Products 

Federal  Industry  Analysis 

454 

738 

353 

759 

833 

786 

1.072 

540 

308 

367 

505 

221 

-18% 

374 

S&L  Industry  Analysis 

223 

381 

259 

138 

304 

917 

818 

411 

198 

121 

143 

112 

-32% 

151 

Var  (%)  vs. 

Product 

Aug-07 

Sep-07 

Oct-07 

Nov-07 

Dec-07 

Jan-08 

Feb-08 

Mar-08 

Apr-08 

May-08 

Jun-08 

Jul-08 

Prior  Year 

Aug-08 

Active  User  Account  Turnover 

User  Accounts  Beginning  of  Month 

15.523 

15,309 

15,514 

14,785 

14,541 

14,092 

14,735 

15,173 

15,440 

15,863 

16,102 

16,815 

8% 

16,817 

User  Accounts  Added 

1,546 

1,321 

1,632 

1.522 

1,326 

2,153 

2.075 

1,977 

2,040 

1,988 

2,009 

2,212 

35% 

2.094 

User  Accounts  Deactivated 

1,760 

1.116 

2.361 

1,766 

1,775 

1,510 

1.637 

1,710 

1,617 

1,749 

1,296 

2,210 

32% 

2,316 

User  Accounts  End  of  Month 

15,309 

15,514 

14,785 

14,541 

14,092 

14,735 

15,173 

15,440 

15,863 

16,102 

16,815 

16,817 

8% 

16,595 

Account  Utilization 

# of  Accounts  Utilized 

10,257 

9,631 

10,302 

9,957 

9,537 

11,558 

11,541 

11,691 

12,159 

11,886 

12,175 

12,326 

22% 

12.472 

Accounts  Used  Per  Member  Company 

7.5 

7.0 

7.4 

7.1 

6.8 

8.3 

8.2 

8.3 

8.4 

8.2 

8.3 

8.4 

11% 

8.3 

# of  Visits  (2)  (3) 

59,910 

51,468 

66,043 

57,851 

50,606 

77.341 

65,714 

67,433 

76,293 

81,505 

87,261 

106,514 

77% 

106,137 

Visits  Per  Member  Company 

43.9 

37.3 

47.7 

41.5 

36.3 

55.5 

46.9 

47.7 

53.0 

55.9 

59.6 

72.2 

61% 

70.7 

Avg  Visit  Duration  (mins)  (2)  (3) 

15:33 

15:40 

17:04 

15:56 

15:49 

16:17 

16:28 

16:27 

16:18 

14:18 

13:55 

12:32 

-15% 

13:14 

Shared  Teaming  Profiles 

17.447 

17.820 

19,048 

19,526 

19,833 

20.475 

21,074 

21,597 

22,127 

22,545 

23,018 

23,501 

37% 

23.958 

Opportunity  Interest  Advertisements 

1,907 

1.806 

2,262 

CO 

1,562 

2,418 

1,824 

1,961 

1,748 

1,899 

1,678 

1,476 

-3% 

1.857 

Note  1 - Account  Planners  were  introduced  as  a feature  of  Agency  Profiles  in  April  2008 

Note  2 - Implemented  refinement  to  usage  tracking  method  in  May  08  that  affects  # of  Visits,  Visit  Duration  and  Page  Views 

Note  3 - Added  member  usage  of  corporate  content  to  total  visit  and  page  view  data  starting  June  2008.  This  contributes  to  increase  in  page  views  and  visits  and  decrease  in  Visit  Duration. 
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The  authority  on  government  business 


RMnamw 


September  2008  Board  of  Directors  Monthly  Review 
(Conference  Call) 


Timothy  Dowd 
President  and  CEO 


sSIri 


Notes: 
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9/11/2008 


Agenda/Content 


® August  Monthly  Review 
® President’s  Report 

• Sales  Update 

• Product  Development  Update 


INPUT 
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9/11/2008 


INPUT 


® Member  Services  - Exceeded  August  Reforecast  by  $214K...this 
includes  $11  OK  in  late  renewals.  YTD  Renewal  rate  at  75% 

® Up-sell  @ $226K  - ahead  of  Plan  and  Reforecast  by  $76K  and  $104K 
respectively.  Strategic  up-sell  of  $105k  was  far  above  the  Jan-Jul 
monthly  avg.  of  $47k.  MS  performance  of  $1 21  k was  $49k  above  the 
Jan-Jul  avg. 

® New  Sales  of  $402k  missed  Reforecast  by  $1 10k.  Per  rep  productivity  of 
$16k  was  equal  to  Jan-Jul  average. 

® Membership  exceeded  1 ,500  members  for  the  first  time 
® Events  @ $79K  - beat  Reforecast  by  $24K  due  to  sponsorship  sales 
® August  earnings  of  $86K  was  ahead  of  Reforecast  by  $78K 
® Cash  balance  at  Aug.  31  of  $5.0M  exceeded  Forecast  by  $400K; 

combination  of  favorable  collections,  higher  billings  due  to  higher  orders 
than  Reforecast,  and  lower  expenses. 


iKirii  i-r-  ...  , , iiiuci  uim  o i-iup iciai 
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^Contract  Value 


$22,800,000 

$22,600,000 

$22,400,000 

$22,200,000 

$22,000,000 

$21,800,000 

$21,600,000 

$21,400,000 

$21,200,000 

$21,000,000 

$20,800,000 

$20,600,000 

Change  thru  9/1/08  ($000s): 


INPUT 


Contract  Value 


*13.332  *46.332 


Existing  Products 

$ 1.085 

New  Products  (1): 

Org  Charts 

57 

GovEdge 

17 

Trend  Advisor 

67 

Total  New 
Total  New/Existing 
Retired  Products 
Total  Change 


Jan  1 . 08  Fed  S&L  IA  Software  New  Products  Retired  Sep  1 . 08 

(D 


• FED  IS  experienced  largest  monthly  increase  of  the  year  $1 27K 

•Fed  Complete  CV  increased  $107k,  reversing  the  flat  performance  of  the  prior  3 months.  Approx. 
25%  of  the  Fed  Complete  orders  sold  by  New  Sales  teams  YTD  are  18-for-12  deals 
•S&L  IS  added  $83k,  with  $54k  coming  from  S&L  Complete.  131  S&L  members  have  been  added 
since  Jan  1 ; total  unduplicated  mbr.  count  stands  at  419,  vs.  Federal's  1380.  Avg.  CV  per  S&L  mbr. 
of  $8k  is  well  below  Federal's  $12.5k. 


1.226 

(485) 
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Contract  Value  per  Headcount 


INPUT 


CV  per  Headcount 


$600  $574 


8/1  = 
5298 
12.4% 


180 
160 
140 
120 
100 
80 
60 

$137  $137  40 

20 


$- 

1/1/2008 

Fedei 

| 9/1/2008 
ral  (1) 

1/1/2008 

S&L 

| 9/1/2008 
.(2, 

1/1/2008  | 
Sales  & f 
(' 

9/1/2008 
rtbr  Svcs 
») 

1/1/2008  | 
All  Empl< 

1 9/1/2008 
>yees  (4) 

CV/Headcount 

$574 

$519 

$177 

1 $217 

$289 

$335 

$137 

. $137 

—•—Headcount 

29.50 

33.50 

15.50 

| 15.50 

68.00 

62.00 

152.05 

161.40 

KEY  (1)  Fed  CV/  Fed  Headcount;  (2)  S&L  CV  / S&L  Headcount;  (3)  Fed  & S&L  CV  / Sales  & MS  Headcount;  (4)  Total  CV/ Total  Headcount 

Note  1>  1/1/08  CV  excludes  $485k  in  retired  products;  Fed  and  S&L  Headcount  include  Ops  staff  only;  S&L  CV  & Headcount  excludes  GovEdge 
Note  2>  Sales  headcount  was  41  at  1/1/08  and  35  at  9/1/08;  Mbr  Svcs  headcount  was  27  at  1/1/08  and  27  at  9/1/08 
Note  3>  Sales  headcount  includes  Managers  and  Sales  Support;  Mbr  Svcs  headcount  excludes  Support/FOIA 
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Headcount 


Orders  August  and  YTD 


INPUT 


$18,000 
$16,000 
$14,000 
$12,000 
$10,000 
■S  $8,000 

I $6,000 

o 

H $4,000 
$2,000 
$0 


Orders 

■ Renewal  □ New  - Upsell  o New  - New  Customers 


$1.943  $2.1$3  $1.917 


Aug  '07  Aug  '01 


Aug  Aug  Plan 
Refcast 


YTD  '07  YTD  ’08  YTD  YTD  Plan 
Refcast 


$(000) 

New  Business: 

Aug  *07 

Aug  ‘08 

Aug  Refcast 

Aug  Plan 

YTD  '07 

YTD ‘08 

YTD  Refcast 

YTD  Plan 

Sales  Teams 

430 

402 

517 

628 

4.000 

3.817 

3,958 

4,602 

Outsourced 

- 

168 

1 

2 

870 

Up-sell  (Mbr  Svcs) 

129 

226 

122 

150 

658 

1.018 

910 

1,047 

Total 

559 

628 

639 

946 

4.658 

4,835 

4.870 

6.519 

Renewals 

1.205 

1,421 

1,207 

1,182 

8.589 

9.298 

8.959 

8.757 

Events  (incl  Mkt  Trng) 

64 

79 

55 

19 

510 

531 

458 

523 

Ecommerce 

23 

25 

16 

29 

46 

98 

89 

233 

Other  (primarily 
Consulting) 

92 

- 

- 

- 

460 

18 

18 

- 

Tofe* 

1,943 

2,153 

1.917 

2,176 

14,263 

14,781 

14,394 

16.033 
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New  Business 

• August:  New  sales  continues  to  be 
dominated  by  Small  business 
•Up-Sell  success  46%  strategic; 
24%  small  business 

Renewals 

•August:  $2 14k  better  than  the 
Reforecast — total  includes  $11 0k  in 
late  renewals. 


Renewal  Rate 

•August:  85%.  vs.  72%  PY.  71%  Plan, 
and  73%  Reforecast... 6 of  10 
members  renewing 

• YTD:  75%.  vs.  69%  PY.  71%  Plan, 
and  73%  Reforecast 


Notes: 
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Thousands 


Revenue  and  Net  lncome/(Loss) 


INPUT 


Revenue  ($M) 


$16.0 

$14.0 

$12.0 

$10.0 

$8.0 

$6.0 

540  $1.90  $1.89  $1.85  $1.99 

m i i n n 


-$1,200 


-$1,067 
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Revenues: 

•YTD  Revenue  equal  to  Reforecast 


Net  Income: 

•YTD  Actuals  and  Reforecast  have  been 
revised  to  reflect  straight-lining  of  the  bonus 
provision.  YTD  favorable  variance  is  approx, 
one-half  "permanent”  and  one-half  “timing" 

Favorable  expense  variance  vs  Reforecast: 
•August:  Personnel  $20k;  Marketing  $20k; 
Other  Professional  Services  $9k 
• YTD:  Personnel  $56k;  Marketing  $35k; 
Recruiting  $9k 

Unfavorable  expense  variance  vs.  Reforecast: 
•August:  Immaterial  variances 
•YTD:  Other  Professional  Services  $12k; 
Training  $15k 


Notes: 
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9/11/2008 


® Get  SVP  of  Marketing  in  the  game  and  recruit  additional  marketing  talent 
per  the  reorganization 
® Increase  CEO  involvement  with  sales 
® Recruit  SVP  Technology  Development  leader 
September  Forecast: 

® New  Sales  Teams  (Cockerham): 

• $480k  projected  vs.  $520k  Reforecast 

• $20k  per  rep,  vs.  $16k/rep  run  rate  for  Jan-Aug  (Enterprise  deals  make  this  a 
possibility) 

® Up-sell  (Haney): 

• $100k  projected  vs.  $125k  Reforecast 

• August  included  some  quicker-than-expected  wins,  thus  Sept,  projection  is  on  the  light 
side  of  Reforecast 

® Renewals  (Haney): 

• $1.05M  projected  vs.  $1.025M  Reforecast 

• 74.2%  projected  renewal  rate  vs.  72.5%  Reforecast 
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Notes: 
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Stales  Conclusions 


INPUT 


® Need  new  offering  targeting  Small  Business 
® Develop  Value/Benefit  Selling  Skills 
® Need  New  Territory  Mobilization  strategy 
® Implement  Market  specific  channel  strategy 
® Improve  Sales  IT  Infrastructure 

® Need  to  Upgrade  senior  and  team  Sales 
Leadership 


INPUT  - Ihe  authority  on  government  business 
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• Selling  predominantly  in  small  markets  with  product 
designed  for  larger  entities  with  significant  support. 
Need  a modularized  approach  to  create  right 
service/ price  combination 

• Too  much  focus  on  features  versus  value,  sellers  miss 
opportunities  to  understand  prospect  business  to 
demonstrate  value.  Need  to  be  more  conversational, 
training  has  focused  on  technical  aspects  of  selling 

• Expansion  out  side  of  DC  market  not  well  supported  by 
marketing  activities 

• Targeting-  minimal  guidelines  on  types  of  prospects  to 
pursue. . .more  opportunistic  than  scientific 

• Sales  management  tools  lack  capabilities  impacting 
usefulness 

• 3 out  of  the  4 leaders  are  inexperienced  for  this  type  of 
selling 


©2006 
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Actions  to  be  Taken 
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® Reorganize  sales  into  2 teams 

• Trumpet  and  Cockerham 

• Target  Date  First  week  of  October 

® Begin  search  for  multi-channel  sales 
leader 

® Develop  small  business  offering  and  test 
via  true  telesales  approach 

• October/November 
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• Roth  and  Dana  become  sales  executives  and  low 
performers  continue  to  be  pruned.  From  these  2 teams 
we  need  to  form  the  Mid  - Market  and  Enterprise  sales 
teams.  Target  team  size  10-12  associates. 

• Critical  Q4  sales  raise  some  concern  regarding  major 
overhaul.  A strong  September  performance  could 
influence  timing 
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Sales  Organizational  Vision 

Mnpvt\ 



• ••  • 

Small  Business 
<$10mn 

Mid-Market  $10- 
50mn 

Enterprise 

>$50mn 

Strategic 

Responsible 

Organization 

Sales-Inside  Sales 

Sales- Account 
Managers 

Sales-  Enterprise 
sales 

Member  Services- 
Strategic  MAs 

Product 

Modules  with  low 
base  prices  with 
additional  cost 
upgrades 

Predominately  current 
offering  with 
enhancements 

Predominately 
current  offering  with 
enhancements 

Need  new  Up-sell 
offerings 

Price 

To  Be  Determined 

To  Be  Determined 

To  Be  Determined 

To  Be  Determined 

Staffing 

7-9  Inside  sales 
representatives 

10-12  Account 
managers 

4-6  Enterprise  Sales 
Executives 

4-6  Strategic 
Member  Advisors 

Next  Steps 

Create  offering  and 
test  channel  with  3- 
5 reps  - Q4 

SLAs  -October 

Enhanced  Training  - September 
Implement  Lead  management  system  - 
September 

New  Up  sell 
products  - Q4 
Strategic  selling 
training  - Q4 

I INPUT  - The  authority  on  . 

government  business 
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Notes: 

• Multi  channel  approach  with  more  targeted  offering  and 
distribution  method 

• Actual  team  size  will  be  adjusted  based  on  additional 
analysis  and  actual  experience,  however  still  targeting 
the  approximately  same  level  of  investment  in  sales  in 
2008 

• Still  need  to  resolve  our  alternate  channel  strategy  and 
the  opportunity  and  support  levels  required 
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9/11/2008 


® 5 stage  Conceptualize  thru  Launch  process  established 
® 4 Products  in  Assess  (stage  2)  and  1 in  Build  (stage  4) 

® Vertical  Expansion  and  MS  Connector  likely  launched  in 
late  Q4 

• Vertical  Expansion  potential  2009  revenue  impact  $1MM 

• MS  Connector  potential  2009  revenue  impact 

® GovEdge  in  remediation  process-  need  to  get  to 
$50K/month  run  rate 

® Research  project  currently  underway  key  to  new  product 
development 
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New  Product  Status 
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Product  Overview-  Vertical  Expa 


INPUT 


Market  Opportuni 


Federal  IS  coverage  of  Professional  Service  market  including 
opportunities,  vendors  and  agency  overviews 
Voice  of  Customer/Member  (VOC/M) 

- 1st  Half  Lost  Renewals  from  Prof  Svcs  companies  is 
$340k 

• 200+  requests  from  members  to  track  Prof  Svcs 
opportunities  in  1 H 2008 

$3.3M  achievable  in  the  first  full  three  years 

• 48%  IT  overlap  in  prospects 

• 1,712  new  prime  vendor  prospects  (FPDS  2007) 
Competition:  ePipeline.  Centurion.  FSI 

© At  least  50%  of  market  currently  fulfilling  need  with 
internal  networking/relationships  (without  tools) 


Product  Description 


Add-on  vertical  coverage  to  current  Federal  IS 
package  focusing  on  professional  services  and 
large  O&M  requirements 

• Pipeline  building  for  increased  markets 

• Efficiency  gains  in  BD/Sales  force  resources  and  a one-stop 
shop  for  larger  market  participants  operating  across  verticals 

Expansion  of  current  offering 


Kev  Milestones 


® Conceptualize 
® Assess 
a Design 
® Build 
® Launch 


05/29/2008 

09/22/2008 

4 weeks  (4QCY08)1 

6 weeks  at  2 FTEs 

4 weeks  from  build 
completion 
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Branding  and  messaging  estimated  at  4 months,  and  thus  should  begin  at  this  stage 


Product  Financials 


Current  pricing/packaging  remains  but  applied  to  larger  prospect 
pool 

• Additional  prospects  in  mid-tier  and  below 
Estimated  Financial  Projections  as  part  of  current  Federal 
Packages 

Current  Year  - Incremental 

Approximately  30%  of  current  sales  are  attempts 
in  the  professional  services  space 
Full  Year  annualized:  $1.2  M TOTAL 

• $1 .2  M (new  business)  1 0%  total  Addressable 
Year  2:  $2.4  M TOTAL 

• 720  K (renewals)  60%  renewal  rate 

• $1 .7  M (new  business)  1 5%  remaining 
Addressable 

- Year  3:  $3. 3M  TOTAL 

$1  4 M (renewals)  60%  renewal  rate 
$1 .9  M (new  business)  20%  remaining 
Addressable 
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• Milestones  are  timeframe  are  being  revistied  due  to  repriortization 

• This  is  a market  driven  need  to  move  into  an  adjacent  coverage  area  as 
technology  is  more  commonly  fulfilled  as  a service. 

• Sales  is  already  moving  into  this  space,  regardless  of  coverage,  and  thus 
estimated  financial  projections  are  a compilation  of: 

- Increased  sales  effectiveness  with  current  prospects 

- Increased  pool  of  mid-tier  and  small  business  prospects 

- Increased  renewals  based  on  higher  product  satisfaction  of  current  member-base 
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BOARD  OF  DIRECTORS  MEETING 
July  17,  2008  9:30  a.m. 
AGENDA 


8:30  — 9:00  Board  Plus  Kevin  Gates  as  necessary 

• Minutes  of  previous  Meeting  held  April  10th,  2008 

• Election  of  Statutory  Officers:  Chair , Secretary  and  Treasurer 

• HR  Activities: 

o 40 1 (k)  Retirement  Plan  Change 
o Key-Man  Insurance 

• Bank  Accounts 

• Incorporation  in  Delaware. 

• Stock  issues: 

o Stock  Price. 

o Stock  Option  Awards  and  Repurchases. 

• Business  Development. 

• Legal  Issues. 

• Any  Other  Business 

9:00  - 9:25  Stockholders’  Meeting 
9:25  - 9:30  Board  Only 
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• Grant  Thornton  LLP  - Commentary  on  2007  Audit 
9:30-10:15 


PT4ooir  L-»™ 

pAJLj-of  i*1-  -C+WHiCr  MtAj  CM. 

First  Half  2008  Financial  Results.  (Kevin  Gates  will  attend)  Detailed  Agenda  from  Tim  Dowd 

Ctf w.  n-c. 


10:15-11:00 

• 2008  Plan  and  Budget  (Revised)  (Kevin  Gates  will  attend)  Detailed  Agenda  from  Tim  Dowd 

1 1:00  — Noon 

T|  r<  - U©<3  k,  A -r 


• Organization  Changes 

• Hiring  Issues:  Marketing,  Product  Development,  Technology,  etc 

Noon  to  1:00  p.m.  Lunch 

• Review  Tim  Dowd's  Objectives 

1:00  p.m.  to  4:00  p.m. 
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• Strategic  Plan  (Separate  Agenda)  Executives  will  attend.  Detailed  Agenda  from  Tim  Dowd 

to  Artu  Pl4*ir£, 


2009  Calendar 


Kf  cry,  H.cruT-j*JC,t 


The  Next  Board  of  Directors ' Meeting  will  be  Held  on  OCTOBER  16th,  2008  /V 
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MEMORANDUM 


DATE:  July  18,2008 

T0:  pat  Cunningham,  Tom  Hewitt,  Maryann  Hirsch,  Jed  Laird,  Rachel  Parrinello 

FROM:  Peter  Cunningham 

SUBJECT:  Communications  with  Tim  Dowd  on  Expectations 

CC: 


Schedule  and  Expectations 


1. 

2. 


3. 


4. 

5. 


6. 

7. 

8. 

9. 


We  appreciate  the  effort  and  approach  that  resulted  in  the  presentations  to  the  Board  on  the  2008  plan  and 
the  Strategic  Plan  status. 


To  reiterate  our  expectations  for  the  July  meeting: 

a.  Organization  plan 

b.  Financial  plan  for  2008 

c.  Preliminary  Strategic  Plan 

We  recognize  that  neither  the  2008  financial  or  organization  plans  have  been  finalized  and  that  there  are 
significant  decisions  still  to  be  made  by  you  in  the  short  term,  including: 

a.  Determining  the  Operations  organization  structure  and  compensation  plan  changes. 

b.  Determining  the  IT  and  Marketing  organization  structures  and  compensation  plan  changes 

c.  Finalizing  any  Sales  and  Member  Services  compensation  plan  changes 

d.  Selecting  products  for  development 

With  regard  to  compensation  changes  for  the  executive  team,  the  Board  has  established  a Compensation 
Committee  headed  by  Maryann  Hirsch.  Maryann  will  be  in  touch  with  you  next  week  to  discuss  how  you 
will  operate  with  the  Committee. 

Your  plan  is  to  introduce  the  new  organization  August  12.  Before  that  the  Board  would  like  to  see: 

a.  Completed  organization  charts  down  to  the  level  below  your  direct  reports.  These  charts  should 
have  titles  and  indication  of  responsibilities  but  are  without  names.  (A  suggestion  is  that  these 
charts  be  available  to  your  senior  staff). 

b.  Following  receipt  of  the  charts  the  Board  will  hold  a telephone  session  with  you  to  discuss  the 
changes  and  the  specific  names  in  each  box 

c.  At  that  time,  you  should  present  any  executive  compensation  plan  changes  that  have  been 
approved  by  the  Comp  Committee.. 

d.  As  we  discussed  we  have  three  options  with  regard  to  executive  compensation: 

i.  Retain  the  current  salary  and  bonus  structure 


Retain  the  current  base  salary  and  introduce  a new  financial  results  based  bonus  plan 
Change  their  base  compensation  and  bonus  plans  now;  you  indicated  that  you  would 
want  to  change  their  comp  plans  for  2009  in  any  event  to  increase  the  performance  based 
component  and  reduce  the  base.  The  ideal  time  to  make  this  change  may  be  as  you 
change  the  organization  rather  than  keep  it  under  the  new  organization  and  then  change  it 
in  5 months. 

You  should  review  with  the  Comp  Committee. 

The  Cornerstone  information  should  be  helpful  in  making  organizational  changes  and  perhaps  it  might  be 
worth  reviewing  the  characteristics  of  individuals  with  them  before  making  final  decisions. 

The  Board  expects  by  the  August  meeting  a final  2008  plan  that  takes  into  account  all  the  organizational 
changes  and  other  changes  you  will  have  made  or  plan  to  make  including  those  in  the  Marketing,  Product 
Development  and  IT  functions. 


iv. 


We  have  decided  to  make  the  October  meeting  a Review  not  a full  Board  meeting. 

The  next  full  Board  meeting  will  be  the  November  meeting  which  will  be  in  VA  not  Jupiter: 
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a.  At  this  meeting  the  Board  expects  a full  2009  plan  (the  2009  budget  is  due  with  compensation 
plans  in  December)  and  the  Strategic  Plan. 

b.  Please  set  the  Agenda  for  delivery  of  these  Plans.  Please  make  sure  we  have  the  plan  material  in 
advance  ot  the  meeting;  if  we  use  PowerPoint,  please  put  add  qualifying  information  in  the  Notes 
that  make  the  charts  more  directly  useful  and  understandable. 

1 0.  With  regard  to  your  Personal  Objectives: 

a.  As  we  discussed  at  the  Board  meeting,  please  revise  the  annual  objectives  to  replace  the  “Fix  it” 
two  objectives  in  Marketing  and  Product  Development  with  positive  statements  that  reflect  the 
same  objectives 

b.  Complete  the  3rd  quarter  objectives  section  by  including  your  planned  items  from  your 
presentation 

c.  Hiring  a specific  person  can  only  be  an  objective  in  the  “organization”  objective.  Even  if  we  did 
not  hire  anybody  the  problems  must  be  fixed;  so  the  Qtr  objectives  should  define  what  will  be 
done  in  that  quarter.  Obviously  these  will  become  objectives  for  anybody  hired. 

d.  Submit  your  3 Quarter  and  revised  annual  Objectives  to  the  Compensation  Committee  next  week 
so  that  the  Board  can  approve  by  the  end  of  the  week. 

11.  2009  Bonus  Plans: 

a.  Please  review  the  CRI  report  and  provide  a copy  to  the  Compensation  Committee  with  your 
comments. 

b.  Please  review  with  the  Compensation  Committee  the  structural  compensation  and  bonus  plan 
changes  you  recommend  for  yourself  and  your  executives.  These  possibly  could  be  different  for 
you  and  for  the  execs. 

c.  The  Comp.  Committee  will  then  make  their  recommendations  to  the  Board. 

d.  The  Board  will  consider  them  and  deliver  back  to  you  their  decision  through  the  Comp  Committee 
in  enough  time  for  you  to  plan  your  2009  comp  plans  for  each  person. 
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The  authority  on  government  business 


Organizational  and  Staffing  Plan 


Confidential  & Proprietary 
For  Internal  Use  Only 


© Forward  looking,  externally  focused  strategic 
thought  leadership  with  solid  execution  skills 

© Critical  thinking  and  analytical  skills  to  leverage  data 
and  drive  continuous  improvement  practices 

© More  focused  functional  responsibilities,  reduce 
current  responsibility  span  for  key  leaders 

© More  emphasis  on  associate  development 

© Elevate  the  importance  of  technology 


INPUT  - 'Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


2 


Organizational  Assessment  7 


( 
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Team 


Strength  Comments 


Member  Services 

Sales 

Operations 

Finance 

Marketing 
IT/  Development 


0 

0 

0 

0 

0 

0 


Solid  leadership  team,  embraces  change, 
drives  performance,  self  confidence  building- 
Energized 

Increasing  effort,  leader  feeling  the  pressure. 
Team  lacks  analytical  thinking  and  continuous 
improvement  focus-  Scrambling 

Top  heavy,  needs  stronger  efficiency  focus. 
Leader  exhibiting  desire  to  change.  S&L 
seems  Energized  and  Protective-  Fed  Ops- 
Defensive 

Solid  controllership,  lacks  FP&A  skills,  Leader 
feeling  strain  of  analytical  requests- 
Steady/Supportive 

Tactical  Execution  of  low  value  activities-  new 
hire  shows  great  promise-  Leaderless 

Need  to  assess  productivity.  Leader  appears 
guarded  and  defensive  - Protective 
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® Director  level  talent  seems  very  good 

® Highly  Compensated  2nd  tier  management  seems 
overvalued  and  under  tasked,  marginally  better 
than  their  direct  reports  but  significantly  higher 
compensation 

® Critical  forward  looking  thinking  just  not  presenting  it 


® Domain  knowledge  and  “True  Doers”  too  few 
® Analytical  requests  strains  organization 


self. 
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Updated  Game  Plan  7-17- 
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© Recruit  and  Hire  VP  Market  Development  and  begin  recruiting  for  VP  Technology 
Development 

Dowd  to  act  in  VP  Technology  Development  and  VP  Market  development  roles 
until  filled 


© Delayer  Federal  and  S&L  operations  eliminating  a management  layer 
Displaced  personnel  nged-to-be  re-purposed  or  released. 


• S.  Dagutis 

• C.Webster 

• A.Higgs 

• Megan  Gamse 

• Richard  Colven 


$171 K 
$82.5 
$1 15K 
$92.5 
$229K 


© Other  non  de-layered  personnel  that  are  under  or  mis-tasked  and  subsequently 
over  compensated: 

• Deepak  Bhat  ( $125K  I 

• Bill  Young- Sales  Operations  $103K 
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Options  for  Displaced  Perso 


© Eliminate  positions  and  terminate  employment 
© Redeploy  and  reduce  headcount  downstream 
© Reduce  pay  and  redeploy 

© Redeploy  and  reduce  base  and  increase  variable  compensation 


INPUT* 


Recommendation 

© Dowd  to  act  in  VP  Technology  Development  and  VP  Market  development  roles 
until  filled 

© Redeploy  de-layered  and  under  tasked  personnel 


n 


S.  Dagutis 

C. Webster 

A. Higgs 

Megan  Gamse 

Richard  Colven 

Deepak  Bhat 

Bill  Young-  Sales  Ops 


Small  business  growth  initiative 

Leader  within  reorganized  Ops  or  position  eliminated 

Lead  Q3  company  wide  research  efforts  or  Sales  Operations 

Leader  within  reorganized  Ops  or  position  eliminated 

Position  Eliminated 

Position  eliminated  unless  growth  redeployment  option  identified  -?  . 

Position  eliminated  unless  growth  redeployment  option  identified 


© Potentially  $500K  an  annual  salary  eliminated 

Redeployed  associates  if  successful  remain  to  continue  to  lead  efforts  at  lower 
base  and  higher  variable  upside 

, Confidential  & Proprietary 
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Candidate 

Source 

Education 

Years  of 
Exp. 

Top  Jobs 

Tenure 

Salary  Req. 

Other 

Comp. 

Avail 

Team 

Interview 

IS. 

Yes 

Melissa 

Hamilton 

Dowd  AOL 
Exec. 

BA,  Political  Science  & 
US  History,  Roanoke 
College 

17 

1.  Director  of  Product  Marketing,  CA,  Inc. 

2.  Vice  President  of  Marketing,  Bluefire  Security 

3.  Director  of  Global  Marketing,  Mercator 
Software 

2004  - Present 

2 Years 
1 Year 

$147,000 

25% 

Bonus 

Mid- 

August  to 
Sept.  1 

Dan  Vinh 

R Colven; 
Dowd  AOL 
Exec. 

MBA,  Northwestern;  BS, 
Marketing  & MIS,  UVA 

21 

1.  Executive  Vice  President,  Marketing  & Media, 
International  Travel  Media  Partners,  Inc. 

2.  Vice  President,  Customer  Management,  AOL, 
LLC. 

3.  Marketing  Director,  1-800  Flowers.com 

2007  - Present 

2 Years,  VP;  6 
Years  Total 

1 Year 

$185,000 

35% 

Bonus 

? 

Yes 

Mike 

Rombach 

M.  Vallo; 
Dowd  AOL 
Exec. 

MBA,  Harvard;  BS 
Economics  & English, 
JMU 

21 

1 President,  Insights  Consulting 

2.  Chief  Marketing  Officer,  NHC  Systems,  Inc. 

3.  Vice  President,  Product  Marketing,  AOL,  LLC. 

2008  - Present 

10  Months 
8 Years 

$240-$246,000 

50% 
Bonus  & 
Stock; 
Indicated 
Flexibilitv 

? 

Yes 

Scot  Edwards 

T.  Hewitt 

BS,  Industrial 

Management/Marketing, 

Purdue 

29 

1.  CSO,  Spadac,  Inc 

2.  Senior  Vice  President  & CMO,  GTSI  Corp. 

3.  Executive  Vice  President,  ReturnBuy/Jabil 
Global  Services,  Inc. 

1 Year 

3 Years 
1 Year 

$21 0-$235,000 

25-50% 
Bonus  & 
Stock 

Immediate 

Yes 

Scott  Hoyt 

Member 

Referral 

BS,  Marketing,  ASU 

31 

1.  Senior  Vice  President  & CMO,  Stratos  Global 
Corp. 

2 Vice  President,  Worldwide  Marketing,  Indusry 
Solutions,  IBM  Corp. 

3 Senior  Vice  President,  Marketing,  Software 
AG,  Inc. 

2002  - Present 

2 Years 
1 Year 

$175-195,000 

Standard 

Team; 

Indicated 

Flexibility 

Early  Aug 

Yes 
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® Current  Bonus  plan  has  minimal  motivational  impact.  Team  expects  not 
to  receive  bonus  based  on  past  performance... Bonus  plan  viewed  as  a 
lottery  ticket 

® Key  personnel  lack  understanding  of  bonus  plan 

® Leverage  at  the  executive  level  has  been  reduced 

® Recent  bonuses  have  been  minimal  due  to  sub  par  plan  performance 

® Little  noise  on  variable  compensation  plans. ..makes  me  concerned  they 
are  too  rich 

Actions 

© Need  to  create  real  upside  for  2nd  Half  2008 

® Need  to  re-introduce  leverage  into  compensation  for  2009  structure  to 
drive  performance 
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® Announce  reorganization  Tuesday  August  12 

© Extend  offer  to  Marketing  candidate  week  of  July 
28th  - If  final  interviews  can  be  accommodated 

© Redeployed  personnel  begin  new  assignments 
August  18th 

© Any  job  eliminations  effective  August  1 5th  or  30th  to 
coincide  with  payroll  dates 

© Introduced  2nd  Half  Bonus  plan  and  other  reward 
and  recognition  practices  - August  1 
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© Organizational  reorganization  aimed  at  reducing 
layers,  complexity  and  increasing 
performance... getting  “best”  closer  to  the  action 

© President/CEO  increases  involvement/exposure  to 
key  functions  - IT  & • 

© High  $$  personnel  are  freed  up  to  pursue  real 
growth  initiatives 

© Research  gets  much  needed  leadership, 
consistency  and  analytical  horsepower 
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July  2008  Board  of  Directors  Meeting 
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© New  Leader  Game  Plan 
© Review  of  Q2  and  First  Half  2008  Performance 
© What  We  Know 

• Members/Market 

• Member  Services 

• Sales 

• Industry  Analysis 

• Events  and  Reports 

• 2008  Strategic  Initiatives  Update 

© Second  Half  Financial  Projections 

• CV,  Orders,  Revenue,  EBITDA 

• Cash  Flow  Review 

• Cost  Actions 

• Actions/Timeline 

• Summary 
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New  Leader  Game  Plan 


INPUT 


• Face  Reality 
® Financials 

© Execution  Performance 
© Organizational  Capability 

• Business  Simplification 
© Focus/Clear  Priorities 
© Accountability 

© Processes 

• Energize  Organization 
© Engage/Include 

© Motivate/Challenge 
© Results/Reward  performance 
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© Member  services  continued  their  strong  performance  with  exceeding  Q2 
renewal  objectives  and  improvement  in  up  sells  May  $90K-  June  $127K 

© Sales  continued  its  unpredictability  with  decent  April/May  following  by  a 
much  weaker  than  expected  June-  down  $185K  from  plan  and  $105  PY 

© New  Products  continue  to  underperform  $92K  Actual  vs.  $632  YTD  Plan 

© Earnings  continue  to  run  ahead  of  plan  at  the  expense  of  effective  growth 
investments  -390K  Actual  vs.  -$852K  Plan 

© Q2  Sales  net  of  cash  Actual  -$500K  vs.  plan -190K,  YTD  Actual  -271 K 
vs.  Plan  -$89K 
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• C V on  continuing  products  has  increased  by  $771  k since  Jan  1 ($246k  from  Fed  IS, 
$477k  from  S&L  IS,  $1 6k  from  IA,  $32k  from  Software) 

• S&L  IS  CV  is  up  17.3% 

•Fed  IS  is  below  Plan  by  $1.3M,  S&L  IS  is  above  Plan  by  $243k 
•4  GovEdge  orders  were  closed  in  June 
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Orders  QTD  and  YTD 


Orders 


$14,000,000 

$12,000,000 

$10,000,000 

$8,000,000 

$6,000,000 

$4,000,000 

$2,000,000 

$0 

Q2  07 


Q2  08  Q2  Plan 


YTD  07  YTD  08  YTD  Plan 


□ New  - New  Customers  □ New  - Upsell  ■ Renewal  ■ Events/Other 


$(000) 

New  Business: 

Q2  07 

Q2  08 

Q2  Plan 

YTD  07 

YTD  08 

YTD  Plan 

Sales  Teams 

1,460 

1,513 

1,658 

3,208 

2,988 

3,316 

Outsourced 

- 

4 

504 

- 

4 

566 

Upsell  (Mbr  Svcs) 

251 

246 

362 

464 

666 

747 

Total 

1,711 

1,763 

2,523 

3,672 

3,659 

4,629 

Renewals 

2,904 

2,955 

2,879 

6,627 

6,890 

6,732 

Events/Other 

347 

230 

448 

709 

461 

652 

Total 

4,962 

4,949 

5,850 

11,009 

11,011 

12,013 

New  Business 
• 02:  Slight  uptick  over  prior 
year  from  Sales  Teams;  Upsell 
flat  vs.  PY;  combined  New  was 
well  below  Plan  due  to  shortfall 
of  Org  Chart  & GovEdge  sales- 
primarily  outsourced  channel 

♦YTD:  Flat  overall  vs.  PY,  with 
Sales  Teams’  shortfall  offset  by 
Upsell  increases.  All 
categories  below  Plan 

Renewals 

•Renewal  rate  YTD  is  72.6%, 
vs.  71%  Plan  and  70.5%  PY 

Other 

•Events  and  eCommerce  both 
approx.  $100k  below  Plan  YTD 
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Revenue  and  Net  lncome/(Loss) 


INPUT 


Revenue  ($M) 


Revenues: 

•Relatively  flat  performance  vs.  prior  yr.  reflects 
Sales  Orders,  see  Orders  tab 
•YTD  Revenue  $226k  short  of  Plan  due  to  Events 
and  eCommerce  shortfalls 

Net  Income: 

•QTD  2008  actual  was  -$1 93k,  vs.  -$403k  Plan 
•YTD  2008  actual  was  -$390k,  vs.  -$852k  Plan 
•2008  actual  & Plan  includes  general  bonus 
accrual  of  approx.  $41 5k  YTD 


Net  Income  / (Loss) 


$1,000,000 


YTD  Favorable  expense  variance: 

•vs.  Plan:  Personnel  $545k;  Marketing  $1 29k; 
Training  $79k 

•vs.  Prior  YTD:  Training  $66k;  Info/FOIA  costs 
$65k;  Travel  $52k 

YTD  Unfavorable  expense  variance: 

•vs.  Plan:  Recruiting  $1 28k;  Events  $53k;  Loss  on 
Product  Sunset  $68k 

•vs.  Prior  YTD:  Bonus  $356k;  Rent  $327k; 
Recruiting  $94k;  Personnel  $92k;  Loss  on  Product 
Sunset  $68k;  Computer  supplies  $45k 
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Amount  $ 


Competitive  Summary 


INPUT0 


Company  Size 


Q1  AMT  Q2  AMT  Q1  Q2 


® Competitive  Landscape 

• 57  competitive  losses  in  Q1 , 
totaling  $905K,  vs.  49 
competitive  losses  in  Q2, 
$824K. 

• Enterprise  losses  up  in  Q2, 
with  primary  reason  for  loss 
being  price  (63%. ) FSI 
appears  to  have  abandoned 
this  pricing  tier  in  competitive 
situations. 
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% of  Federal  IT  Prime  Obligations 


G ro wi n g concentrationin  large 
dilution  for  smallest  ilV 


INPUT 


$1B+ 


FY03  to  FY07:  11,500  to  21,000  companies 
(18,500  with  <$1M;  caution:  higher  than 
average  concentration  of  product  companies 


$250M-$1B  $100M-250M  $10M-100M 


<$10M 


Company  Prime  Obligation  Range 
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Slowing  growth  rates  — - 

INPUT  Revenue  and  Federal  Mai 


<y 

*-> 

ro 
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80.00% 

70.00%, 

60.00% 

50.00% 

40.00% 

30.00% 

20.00% 

10.00% 

0.00% 

2003  2004  2005 


1 

2006  2007 


INPUT  - Calendar  Year 
FPDSand  Budget  - Fiscal  Year 


N PUT  Revenue 


-PDS  tf  of 

Companies 


-PDS Total  $ 


-PDSttof  IT 

Companies 

”cd  IT  Budget 


INPUT  - I he  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


11 


Contract  Value  ($K) 


INPUT 


CV  by  Type  of  Co.  by  Tier 


$12,000 


Strategic 
Enterprise 
Mid  Market 
Small 


! ■ 1 1 1 1 ■ 


✓V  S°  ^ //  V * 


SS.S  ° 


s* 


>?• 


N.*»®  «jp 

,/  0 

fp 


<#-  <s 


,c° 
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tt  of  Companies 


Market  Penetration  and  CV-t 


0.8% 


Strategic 


Enterprise 


Mid  Market 


Mid  Market 


Small 


INPUT' 


■ Market  Opportunity:  LPL)$  l-YO/  II 
Primes  (Level  by  total  reported  II 
prime  contract  obligations) 

INPUT  Members  (Level  by  total 
corporate  revenue) 


— Ratio  of  Subscription  Value  (CV)  to 
Member  Revenue 


© Multiple  entries  in  MPS  database  skews  comparison  with  FPDS 
© Product  most  expensive  for  smaller  entities 
© Opportunity  appears  to  be  in  small  business 
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Average  Contract  Value  (CV)  Thousands 


Cost  Per  Seat 


INPUT 


$120 


$1,200 

$1,000 

$800 

$600 

$400 

$200 

$- 


Strategic 


INPUT  -'Ihe 


authority  on  government  business 


Enterprise  Mid  Market 

INPUT  Customer  Segments 

Ksui  iiiugi  mai  o t n ufji  ivicii  y 

For  Internal  Use  Only 


Small  Business 


Effective  Cost  per  Seat 
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What  We  Know  - Market  Conclusions  J INPUT 


® Clearly  Operating  in  Small  Business  Segment 

• Price  Sensitivity  Obvious 

© Dominance  of  Professional  Services 

© Suitability  of  Product  and  Distribution  needs  to 
be  re-evaluated 

© Large  Members  getting  larger 
© General  slower  revenue  growth  for  Members 
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What  We  Know-  Sales 


INPUT' 


YTD  2008  Sales  Performance 


Wadhwa,  Brown, 

Chamoun, 

Heisman, 


a 

a> 

“ 3 
o 

tt 


Bagshaw,  Alston,  Zeller,  Lyr  :h, 

Guinan,  Hannah,  Solis,  Akir  s 

McDermott,  Mohgarbel, 

Gun 


Patterson,  Hamblin, 
Dolgas,  Stanula 


Ellison,  Kerr, 
Bhatia 


Woodward, 

Khan, 

Naunheim 


Baglietto,  VanAlstyne, 
ich  Hesse  _r 


110+  100-109  90-99  80-89 


60-69 


50-59 


40-49 


0-39 


Ramp 


luota  through  June  2008 

Note:  Boldface  indicates  relative  new  hirel  diamond  in  the  rough 


Observations 


© 


© 


© 


© 


© 


© 


62%  of  reps  greater  than 
80%  YTD  quota 

YOY  productivity  flat  per 
representative  ($  102/rep) 

# of  deals  down  2007  over 
2008  (365  vs.  319,  down 
12.6%) 

Average  CV/deal  up 
($8788  in  07  vs.  $9368  in 
08,  up  7%) 

Average  rep  productivity  , 
1H2008  is  1.9  deals/month 
(compared  with  2.1  in  07) 

High  performer  rep 
productivity  2.6 
deals/month,  1H  2008. 
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INPUT 


What  We  Know-Sales 


Performance  Metrics 


® Overall  lead/close  is  34%.  High  performer  45.5% 

® Sales  mix 

• June  08  83.2%  Fed  16.8%  S&L 

• YTD  82.6%  Fed  17.3%  S&L 

• 2007  86.9%  Fed  13%  S&L 

® No  “stand  alone”  S&L  sold  in  June;  3 units  in  May. 

® Profile  of  MPS  prospect  pool  remained  steady,  2005-2008 


2005 

2008 

Enterprise 

8% 

10% 

Medium 

8% 

8% 

Small 

84% 

82% 
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What  We  Know-  Sales 


INPUT 


Activity  Metrics 

• Meetings  up  11%  (combination  web  and  face  to  face) 

• 28%  of  all  meetings  are  face  to  face. 

® High  performers  meet  face  to  face  26% 

® Low  performers  meet  face  to  face  1 7% 

• High  performers  averaging  4.5  conversations/day,  compared  to 
bottom  performers  at  4.93. 

• High  performers  completed  an  average  of  77  meetings,  1H2008;  low 
performers  61.5. 

• Phone  conversations  up  26% 

• Interface  to  decision  makers  (1 H2008): 

• 49.3%  VP/Exec 

• 24.3%  Director  Level 

• 26.2%  Other  (marketing,  manager,  individual,  etc.) 
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What  We  Know  - Sales  Contusions ^^^^^HlNPUT 


® Activity  up-  Results  flat  YOY 

® Distribution  of  High  performers  versus  Low  relatively 
same  YOY 

® Pipeline  distribution  the  same  - Pipeline  quality 
needs  to  be  evaluated 

® Meeting  type  does  not  appear  to  be  an  indicator  of 
success 

• In  general,  sales  activity  indicates  telesales  profile 

® Sales  Team  still  reliant  on  Federal  Database 
Offerings 
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Renewal  Rates  - 2007  vs. 


2007  Jan  Feb  Mar  Apr  May  Jun  2008 
Total  YTD 

>Strong  first-half  renewals  running  1 .5%  above  plan  rate 
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Up-Sell  ($) 


INPUT 


Up-Sell  Performance  - 200 


■ 


3 


$160,000 

$140,000 

$120,000 

$100,000 

$80,000 

$60,000 

$40,000 

$20,000 

$- 


Jan 

Feb 

Mar 

April 

May 

June 

■MPla 

$14,049 

$34,297 

$24,901 

$12,788 

$14,844 

$19,816 

Pierce 

$83,343 

$16,365 

$49,625 

$6,100 

$21,140 

$28,898 

Hulvey 

$- 

$9,106 

$19,540 

$28,104 

$26,392 

$37,735 

Sung 

$54,219 

$62,790 

$52,096 

$16,400 

$(6,738) 

$40,642 

—♦—Total  Plan 

$109,900 

$133,451 

$141,300 

$102,049 

$119,997 

$139,997 

**  NOTE:  May  numbers  include  IEP  charge-back 
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Up-Sell  Breakdown  - 


INPUT 


YTD  New  Business:  Product  vs.  Price  Increase 

$180,000  — 

^ $160,000  — m — 

^ $140,000 

$120,000 

$100,000  ■■■  __ 

0) 

~ $80,000 

in 

do  $60,000 

| $40,000 


$20,000 


$- 

- 

$$ 

January 



$$ 

February 

— 

$$ 

March 

$$ 

April 

$$ 

May 

$$ 

June 

■ Product 

$120,092 

$72,703 

$91,634 

$47,433 

$71,416 

$92,897 

Price  Increase 

$44,704 

$30,694 

$57,851 

$16,474 

$24,942 

$21,996 

❖January’s  number  includes  $12.2K  of  IEP  revenue  that  was  actually  de-booked 
❖June’s  number  does  not  include  $12.2K  of  credited  IEP  revenue 

>Total  due  to  price  increase:  28%  ($197K);  2008  plan  is  22%. 

>Total  due  to  product:  72%  ($496K);  2008  plan  is  78%  --  need  more  back-half 
product  up-sell  focus. 
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Up-Sell  by  Product/Solutio 


INPUT 


* 

2 

o 
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$120 

$100 

$80 

$60 

$40 

$20 

$- 


$21 
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$84 


*$> 


$27 


$20 


■J? 


„6® 


& 
C / 


<<® 


\V* 


$23 

$40 

$1 

$15 


$29 


\V- 


$26 


$70 


$11 


$23 


$24 


$15 


$37 


4 


$14 


& 


vP 

,v 


$3 


& 

/ 


1 st  Quarter  ■ 2nd  Quarter 


>Due  to  focus,  improvements  noted  in  I A,  Org  Charts,  and  Software  in  Q2 
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Total  Sales  ($) 


Total  MS  Performance  - 2008  YTD  m INPUT 


$1,800,000 

$1,600,000 

$1,400,000 

$1,200,000 

$1,000,000 

$800,000 

$600,000 

$400,000 

$200,000 


$- 

Jan 

Feb 

Mar 

April 

May 

June 

■BiPla 

$270,220 

$401,734 

$414,394 

$219,018 

$203,711 

$226,838 

Pierce 

$587,706 

$289,771 

$330,002 

$148,758 

$291,670 

$323,088 

^■Hulvey 

$- 

$183,631 

$342,120 

$277,391 

$246,517 

$238,025 

Sung 

$569,381 

$420,487 

$546,977 

$229,499 

$270,850 

$526,028 

—♦—Total  Plan 

$1,352,458 

$1,461,463 

$1,426,151 

$856,492 

$1,070,015 

$1,316,160 
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18  for  12  Renewal  Breakdo 


# of  Accounts  Total  CV  in  June  Renewal  $ 


18  $168,700.00  $88,008.00 

>10  members  renewed  out  of  18 

>4  of  the  10  renewed  standard  (12  for  12) 

>4  of  the  10  needed  NSO’s  for  bridge 
subscription  (15  for  12) 

>2  of  the  10  renewed  for  2 years 

<?  - 

> Promotion  helped  to  grow  overall  new  business 
revenue 

> Renewal  success  is  too  soon  to  tell  but  trending 
favorably 
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Non-Renewal  $ I Rene^^^^^l 


$71 ,700  52% 

18  for  12  Renewals  Remaining 


Jul-Dec  08 


# of  Accounts  83 

Total  $841,632 

Renewable 

CV 
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Activity  Metrics  - Monthly  Aver 


INPUT 


60 
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10 


In-Person  Meetings 


4.5  4.7 


Web  Meetings 


51 


i Plan 
i May 
June 


Phone  Conversations 


>New  metrics  established  in  Q2 

> Expectations  are  currently  being  met  but  need  to  determine  effectiveness 
■Increase  externality  - in-person  meetings  to  be  raised  to  8/month? 

> End-goal  is  to  drive  up-sell  pipeline  and  have  out-of-cycle  revenue  impact 
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What  We  Know  - MS  Conclusions  m INPUT 


® MS  is  continuing  positive  trend 

® Need  “effectiveness”  metrics  to  understand  optimal 
performance 

• What  is  optimal  renewal  and  up-sell  performance 

• Lots  of  untapped  data  to  help  drive  performance 

® Need  to  understand  pricing  success  with  renewal 
activity 
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What  We  Know  - Industry  Ar 


INPUT 


■ 1H  2007  ■ 1H  2008  Actual  1H  2008  Plan 


Federal  Federal  S&L  S&L  Report  Total 

Industry  Trend  Industry  Trend  Sales 

Analysis  Advisor  Analysis  Advisor 


© 


© 


Vs.  Prior  Year 

• Orders  up  $36k  (6%  increase) 

• Increase  driven  by  report  sales  - up 
$67k  vs.  PY  (200%+  increase) 

• Subscription  orders  down  $31  k (4% 
decrease) 

© Avg  order  size  down  10%  due  to 
bundling  discount 

© Lack  of  new  sales 

Vs.  Plan 

• Short  of  plan  by  $247k  (70%  of  plan) 

© New  unit  sales  well  below  plan  (7 
actual  vs.  16  plan) 

• Most  sales  occurred  in  Q2 

© Report  sales  off  plan  by  $72k  (59%  of 
plan) 

® Renewal  rate  81  % vs.  plan  of  75% 

© 4 accounts  lost  - IFS,  First  Data,  Merrill 
Lynch,  Goldman  Sachs 
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Orders  ($K) 


? S emit  ly£oM  - 


What  We  Know  - EventSj^gA  .^llNP^T 


1H  2007  1H  2008  1H  2008  Plan 


* Excludes  2007  orders  from  Market  Training  which 
were  discontinued  in  2008. 


® Versus  Prior  Year 

• Sponsorships  up  49%  vs.  PY 

® Hired  add’l  headcount  to  free  Events 
Analyst  to  sell  more 

® Greater  focus  on  sponsorship  sales 
and  packaging 

• Attendance  $$  down  10%  vs.  PY 

® Total  people  attendance  up  3% 

® Avg.  fee  slightly  lower  due  to  paid 
webinars  replacing  some  breakfasts 

® Versus  1H  Plan 

• Sponsorships  $1 6k  below  plan 

® Delay  in  new  hire  and  inability  to  draw 
sponsors  for  some  events 

• Attendance  23%  below  plan 

® Attendance  fee  off  markedly  vs.  plan 
due  to: 

Improper  event  fee  assumption  in 
plan  for  Seminars  & Conferences 

Greater  mix  of  members  vs. 
prospects  (members  get 
discounted  fees) 

30 
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Orders  ($K) 


Ecommerce  Report/Doc  Sale 

Ill— 


INPUT 


■ Industry  Reports 

■ Individual  Org  Charts 
Total 


■ Industry  Insight  Briefs 
Contract  & lask  Order  does 


200 

180 

160 

140 

120 

100 

80 

60 

40 

20 


D D 


175 


Vs.  Prior  Year 

• Up  $62k  (1500%  increase) 

• Due  to  greater  marketing 
emphasis 

Vs.  Plan 

• Short  $1 09k  due  to: 

® Shortage  of  Web  marketing 
staff  and  leadership 

© No  formal  method  to 

determine  attractiveness  of 
offer(s) 


1H  2007  1H  2C08  Actual  1H  2008  Plan 
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What  we  Know  -Events,  IA,Reports|E^HlNPUT 


© Performance  across  the  offering  below  plan 

© Need  to  re-evalute  “go  to  market”  approach  for 
IA 

© Limited  strategic  thinking  regarding  Events 
business-  no  focused  resource 

• Need  to  revisit  pricing 

© eCommerce  up  YOY  but  down  versus  plan 
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Number  (000s) 


INPUT 


WhatWe  Know  -Page  Views  & Visits  by 
Size  - June  2008 


Page  Views  him  Visits  -*-Page  Views/Member 


Strategic  Enterprise  Mid  Market  Small  Business 
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Page  Views  Per  Member 


.What  We  Know  Page  Views  & Visits  by  C< 
Type  - June  2008 


INPUT* 
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Page  Views  by  Type  of  Company 


INPUT 
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Avg.  Page  Views  Per  User 


■■at  We  Know  Visit  Frequen 
Month  - June  2008 


INPUT 
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_ at  We  Know 
June  2008 


INPUT 
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What  We  Know  - Web  Conclusions  M INPUT 


© Usage  Frequency/Time  Spent 

• 73%  of  users  are  infrequent  (1  visit  per  month) 

• 15%  of  users  are  regular  users  (5  or  more  visits/mo.) 

• Somewhat  driven  by  our  targeted  emails 

© Usage  by  Company  Size/Type 

• High  Strategic  Accounts  usage  due  to  high  user  numbers 

• Usage  variations  by  Company  Type  more  to  do  with 
company  size  characteristics  than  type 

© Usage  by  Role  of  User 

• Market  Research  are  ‘power  users’  as  hypothesized 

• But  Sales/BD  function  is  dominant  user 
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Strategic  Initiatives  Update  - Contents  jlNPUT 


® Organization  Charts  & Contacts 
© GovEdge  (FKA  S&L  Leads) 

© Sales  Acceleration  System 
© Open  Web  Initiative 
© Vendor  Ratings  (JD  Power) 
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2008  Strategic  Initiative 
Organization  Information  Service 


INPUT 


Description  of  the  Initiative 
Business  Rationale 

Provide  government  contacts  + org  charts 
information  service  that: 

•Saves  people  calling  into  government  agencies 
time  in  finding  their  targets. 

•Increases  productivity  by  shortening  research 
time  and  increasing  sales  time  (or  other 
functions  they  may  serve). 

$15-30m  market  opportunity 


Go  Forward  Plan/lssues/Opportunities 

• Well  short  of  plan  for  ’08 

Direct  CV  YTD  is  $11 5k  vs.  plan  of  $389k 

• FedComplete  bundling  appears  effective. 

Fed  Complete  CV  up  29%  ($2. 2m)  since  Org 
Charts  added  in  12/07* 

• Need  to  implement  Web  marketing  campaign 
and  Web  sales  team  to  accelerate  sales 

• Factors  in  CV  for  Task  Orders  & Labor  Pricing  sold  under  old 
a la  carte  pricing  to  prevent  distortion  due  to  CV  shifting. 


Actions/Decisions  to  Date 

• 10/07  - Deployed  initial  software  and  200  org 
charts.  200+  more  added  in  01/08 

• 12/07  - Added  Org  Charts  to  Fed  Complete 
package  to  drive  Fed  Complete  sales 

• 05/08  - Revised  pricing 

• 05/08  - Ended  outsourced  sales  engagement 

• 06/08  - Implemented  eCommerce  sales 
capability  and  began  Web  promotions 

• 06/08  - Cut  2H  2008  investment  plan  $100k 
based  on  sales  performance 

Actions:  (Who,  what,  when) 

• 07/08  - Invigorate  Web  marketing  campaign 
to  drive  eCommerce  sales.  (KP) 

• 08/08  - Release  Dynamic  Ora  Charts  (KP) 

• 07/08-08/08  - Test  effectiveness  of  Web  sales 
team  in  selling  OIS  to  non-members.  (MC) 

• 08/08-10/08  - Evaluate  in-house  contract 
telesales  effectiveness  (MC) 
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2008  Strategic  initiative 


INPUT 


Description  of  the  Initiative 
Business  Rationale 

Provide  information  service  targeting  small  cos 
and  work  groups  in  large  cos  doing  business 
with  government  to: 

•Arm  them  with  govt  sales  leads 

•Save  them  time  searching  so  they  may  focus  on 

selling  to  their  best  targets 

$20-80m  market  opportunity 

Actions/Decisions  to  Date 

• 6/12  - Product  released  for  sale  and  access 

• 6/16  - First  sale  made 

• 6/1 7 - Test  marketing  campaigns  initiated 

^ 3 TftiAtt.  VJt’VJ 

Go  Forward  Plan/lssues/Opportunities 

• Ecommerce  sales  have  not  yet  materialized  in 
any  meaningful  volume 

• No  free  trials  have  converted  to  sales 

Actions:  (Who,  what,  when) 

• 07/08  - Contact  all  free  trials  for  follow-up 
(MB) 

• 07/1 8 - Implement  survey  for  free  trials  (KP) 

• 07/08-09/08  - Continue  ramping  up  email  and 
Web  marketing  (KP) 

• 07/08-09/08  - Explore  channel  relationships 
with  associations  & partners  (KP) 

• 08/08-10/08  - Evaluate  in-house  contract 
telesales  effectiveness  (MC) 
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2008  Strategic  Initiative 
Sales  Acceleration  System 


INPUT 


Description  of  the  Initiative 
Business  Rationale 

•Leverage  existing  CRM  platforms  to  build  a govt 
vertical  oriented  sales  solution  that  supports  best 
practices  sales  processes  found  in  the 
government  contracting  environment. 

•Increase  member  adoption  of  INPUT  and  sales 
automation  systems  by  integrating  content  with 
member  workflow. 


Go  Forward  Plan/Issues/Opportunities 

• Salesforce.com  Connector  has  received 
solid  traction  - Added  55  new  accounts  since 
v2  release  in  Feb  08.  Total  now  129  (10%  of 
member  base). 

• Determined  that  current  SFDC  version  not 
suitable  to  develop  full  SAS  due  to  licensing 
limitations.  Reevaluating  after  release  of 
Summer  08  version  of  SFDC. 


Actions/Decisions  to  Date 

• 02/08-Released  v2  of  Salesforce.com  (SFDC) 
Connector 

• 03/08-06/08-Examined  feasibility  of  building 
app  on  salesforce.com  platform 

• 06/08-Secured  $20k  in  funding  from  Microsoft 
for  MS  CRM  Connector  proof  of  concept. 

h/c  - PrUuLXT. 


Actions:  (Who,  what,  when) 

• Q3  - Reevaluate  SFDC  subsequent  to 
Summer  08  release. 

• Q3  - Release  v3  of  SFDC_Connector  for 
tighter  application  integration  with  INPUT. 

• 07/08  - Complete  MS  funded  POC  for  MS 
CRM  Connector. 

• 08/08  - Determine  next  steps  with  MS  CRM 

• 08/08  - Evaluate  impact  of  expanded 
relationship  with  MS  or  Salesforce.com 
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2008  Strategic  Initiative 
Open  Web  Initiative 


INPUT' 


Description  of  the  Initiative 
Business  Rationale 

•Leverage  information  generated  by  INPUT  and 
collected  from  government  sources,  add  value  to 
it  (formatting,  reporting  tools,  etc.)  and 
disseminate  it  on  the  open  Web  for  the  purpose 
of  generating  sales  leads,  online  ad  revenue  and 
eCommerce  sales 

•Exploit  the  government’s  strength  in  generating 
information  but  inefficiency  in  disseminating  it 


Go  Forward  Plan/lssues/Opportunities 

• Meaningful  revenue  has  not  materialized  from 
activities  to  date  ^ 

do* 

—>•  E-letters  have  108,k  combined  subscribers 

• First  e-letter  sponsorship  sold  to  Google  in 
June 

• Contract  Library  YTD  orders  = $1 1 k - running 
$2k  per  month 

• Govt  Community  growing  slowly  - at  500 
members.  More  marketing  and  retention 
investment  is  required. 


Actions/Decisions  to  Date 

• 02/08  - Exec  team  agreed  on  set  of  initial 
priorities:  E-letters,  Free  FBO,  FOIA  Contract 
Library,  Govt  Community,  Govt  Metasearch. 

• 02/08  - Launched  Fed  & §&L  e-letters 

• 05/08  - Announced  Govt  Community  & 
Contract  Library 


Actions:  (Who,  what,  when) 

• Q3  - Release  free  FBO  integrated  with 
GovEdge  (KP) 

• Q3  - Advertise  Govt  Comm  in  FCW/GCN 
online  to  draw  members  (KP) 

• Q3  - Expand  sales  of  e-letters  sponsorships 

• Q3  - Assess  value  of  Open  Web  initiative 
(TD) 
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2008  Strategic  Initiative  - Vendor  Ratings  INPUT 


Description  of  the  Initiative 
Business  Rationale 

Provide  ratings  of  government  vendors  vis- 
a-vis  JD  Power  Ratings  based  on  primary 
research  of  government  buyers  to  support: 
-Competitive  intelligence/benchmarking 
-Teaming  decisions 
-Source  selection  in  government 

Actions/Decisions  to  Date 

• 12/07-02/08  - Conducted  preliminary 
research  to  test  our  ability  to  secure 
vendors  ratings  from  govt  buyers 

• 02/08  - Dropped  initiative  from  near  term 
priorities 

Go  Forward  Plan/Issues/Opportunities 

• Don’t  believe  it  is  feasible  to  develop 
such  a service  with  our  current 
capabilities  and  brand  awareness  with 
government  buyers 

• Re-evaluate  after  a healthy  Government 
Community  is  captured 

Actions:  (Who,  what,  when) 

• None  at  this  time. 
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® Forecast  based  on  what  we  can  prove 

• Not  relying  on  new  product  to  save  the  day  or  hopeful 
thinking 

® Maintain  current  YTD  renewal  rate... up  from  plan 

© Increasing  monthly  sales/rep/month  from  $17K  to 
$18K 

® Reduced  expense  $1 .2MM  vs  plan  without  affecting 
existing  employee  base... yet 
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Reforecast:  Contract  Value 


Contract  Value 

$23,500,000 


$23,000,000 

$22,500,000 


$22,000,000 

$21,500,000 


$21,000,000 


$20,500,000 


$20,000,000 

Jan  1,  '08  Fed 

S&L  Software 

GovEdge 

($000s) 

Change  thru 

Projected  Change 

© 

6/30/08 

Annual 

Federal  IS 

246 

905 

S&LIS 

474 

801 

Industry  Analysis 

16 

1 

© 

Software 

32 

65 

© 

GovEdge 

3 

100 

Subtotal 

771 

1,872 

Retired  Products 

(485) 

(485) 

Total 

286 

1,387 

INPUT  - 'Ihe  authority  on 
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IA  Retired  Jan  1 , '09 


Federal  IS  needs  to  grow  at  much 
faster  rate 

GovEdge  needs  to  materialize 

IA  should  be  able  to  out  perform  if 
they  maintain  current  run  rate 
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INPUT' 


Orders 


$30,000,000 
$25,000,000 
$20,000,000 
$15,000,000 
$10,000,000 
$5,000,000 
$0 

YTD  '07  YTD  '08  YTD  Plan 


□ New  - New  Customers  □ New  - Upsell 


New  Business 
•Reforecast  assumes  Sales 
Teams  productivity  improve- 
ment of  $1  k/rep/mo  above 
YTD  rate  for  Jul-Dec,  or 
$531  k above  the  2nd  half  of 
FY  ’07. 

•2nd  Half  Reforecast  includes 
$100k  in  GovEdge  sales 
(see  “Outsourced/Web”) 

Renewals 

•Reforecast  renewal  rate  for 
Jul-Dec  is  72.5%.  Renewal 


$(000) 

YTD  '07 

YTD  '08 

YTD  Plan 

FY  '07 

Reforecast  '08 

Plan  '08 

New  Business: 

Sales  Teams 

3,208 

2,988 

3,316 

5,917 

6,228 

7,428 

Outsourced/Web 

- 

4 

566 

- 

104 

1,608 

Up  sell  (Mbr  Svcs) 

464 

666 

747 

1,284 

1,456 

1,867 

Total 

3,672 

3,659 

4,629 

7,201 

7,788 

10,902 

Renewals 

6,627 

6,890 

6,732 

13,876 

14,934 

14,605 

Events/Other 

709 

461 

652 

1,331 

928 

1,404 

Total 

11,009 

11,011 

12,013 

22,407 

23,649 

26,911 

rate  YTD  is  72.6%,  vs.  71% 
Plan  and  70.5%  PY; 

Other 

•Events  Reforecast  is  $758k 
for  the  year,  vs.  Plan  of 
$954k. 
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Reforecast:  Revenue  and  Net  Inco 


INPUT 


$30,000,000 

$25,000,000 

$20,000,000 

$15,000,000 

$10,000,000 

$5,000,000 

$0 


Revenue 


YTD  '07  YTD  '08  YTD  Plan 


FY  '07  FY  '08  YTD  Plan 
Reforecast 


Revenues: 

•Based  primarily  on  lower  Subscription 
Orders  vs.  original  Plan,  the 
Reforecast  YTD  Revenue  is  $22. 8M, 
vs.  Plan  of  $24. 1 M.  Prior  year  was 
$22. 2M.  (All  figures  exclude  Barter 
revenue  & expense). 


Net  Income  / (Loss) 

Reforecast  '08  (with  FY  ’08  Plan  (with 
FY  '07  (with  Bonus  Bonus  Pool  of  Bonus  Pool  of 
Pool  of  $11 0k)  $850k)  $850k) 


Net  Income: 

•Costs  have  been  eliminated  to 
achieve  a breakeven  Reforecast 
before  bonuses  are  applied,  similar  to 
the  original  Plan.  $700K  savings 

•Currently,  cost  savings  have  been 
achieved  by  maintaining  the  run  rate  of 
current  favorable  variances  to  Plan. 
Dramatic  personnel  cuts  are  still 
available. 
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INPUT 


Jul-08 

Aug-08 

Sep-08 

Oct-08 

Nov-08 

Dec-08 

2ND  HALF  '08 

PERSONNEL  - INTERNAL 

$ 1,432,722 

$ 1,374,796 

$ 1,401,872 

$ 1,506,262 

$ 1,404,807 

$1,387,293 

$ 

8,507,752 

OFFICE  & FACILITIES 

$ 

126,191 

$ 

126,191 

$ 

126,191 

$ 

126,191 

$ 

126,191 

$ 

126,191 

$ 

757,144 

ADVERTISING/MARKETING/MBRSHIP  DUES 

$ 

72,789 

$ 

72,800 

$ 

72,804 

$ 

72,804 

$ 

72,804 

$ 

72,804 

$ 

436,803 

TRAVEL/TRAINING/RECRUITING/EE 

RELATIONS 

$ 

51,970 

$ 

54,761 

$ 

52,761 

$ 

52,366 

$ 

52,366 

$ 

52,366 

$ 

316,589 

EXTERNAL  LABOR 

$ 

47,100 

$ 

47,100 

$ 

47,100 

$ 

47,100 

$ 

47,100 

$ 

47,100 

$ 

282,600 

COMPUTER  SOFTWARE  & SUPPLIES 

$ 

32,000 

$ 

20,500 

$ 

75,800 

$ 

140,800 

$ 

4,000 

$ 

4,000 

$ 

277,100 

CAPITAL  EXPENDITURES 

$[  100,000 

IT 

' bV.OflT 

T 

45,000 

$ 

45,000^ 

$ 

15,000 

$ 

15,000 

$ 

277,000 

EVENTS  COSTS 

$ 

27,333 

$ 

“ 16.83T” 

$ 

54,733 

$ 

46,083 

$ 

64,779 

$ 

27,333 

$ 

237,096 

TELECOM 

$ 

22,796 

$ 

22,796 

$ 

22,796 

$ 

22,796 

$ 

22,796 

$ 

22,796 

$ 

136,775 

OTHER  PROF  SVCS  & CREDIT  CARD  FEES 

$ 

18,708 

$ 

28,708 

$ 

28,708 

$ 

18,708 

$ 

18,708 

$ 

18,708 

$ 

132,250 

INFO  COSTS  & FOIA 

$ 

12,350 

$ 

12,350 

$ 

12,350 

S 

12,350 

$ 

12,350 

$ 

12,350 

$ 

74,100 

PROFESSIONAL  & BOARD  SERVICES 

$ 

9,917 

$ 

9,917 

$ 

9,917 

$ 

9,917 

$ 

9,917 

$ 

9,917 

$ 

59,500 

LICENSES  & TAXES 

$ 

7,917 

$ 

7,917 

$ 

7,917 

$ 

7,917 

$ 

7,917 

$ 

7,917 

$ 

47,500 

TOTAL  EXPENDITURES  - CASH  REQUIRED 

$ 

1,961,792 

$ 

1,851,668 

$ 

1 ,957,948 

$ 

2,108,293 

$ 1,858,733 

$1,803,773 

$ 

11,542,208 

SALES  ORDERS  - CASH  SOURCES 

$ 1,487,368 

$ 1,928,005 

$ 1,800,381 

$ 1,995,265 

$ 1,888,112 

$3,659,488 

$ 12,758,619 

CASH  (UNDER)  OVER 

$ (474,424) 

$ 

76,337 

$ (157,567) 

$ (113,027) 

$ 

$1,855,714 

$ 

1,216,411 

TOTAL  UNDER  JUL-NOV  QJ639.303O  (A) 


(A)  MOST  OF  DECEMBER  COLLECTED  IN  Q1  2009  - EXPECT  APPROX  BREAKEVEN  FOR  MONTH  WITH  ACTUAL  COLLECTED 


Expenditures  added  to  Reforecast  above  that  are  not  in  original  Plan: 

•Personnel  - Federal  Product  Extension  $131  k;  Chief  Technology  Officer  $50k; 
Database  Administrator  $21  k 

Expenditures  reduced  in  the  Reforecast  from  the  original  Plan: 

•Travel  $51  k;  Training  $45k;  Info.  Costs  $40k  (was  a placeholder  for  external 
consultants);  Marketing  $40k 
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© Freeze  Headcount  at  July  Levels 

• $350kJul-Dec 

© Eliminate  delayered  personnel  vs.  re-deploy 

• $266k  Jul-Dec,  $800k  annual 

© Operating  improvements  due  to  reorganization  - $50k  annual 
© Other  Miscellaneous  reductions  --  $100k  Jul-Dec,  $200k  annual 
Effect  of  implementing  above  on  cash  under  sales  per  table: 


• Cash  under  sales  ($639,000) 

• Freeze  Headcount  350,000 


• Eliminate  delayered  personnel  266,000  - 


• Operating  improvements/misc  125,000 

• Total  change  in  Cash  +$102,000 
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© Challenge  Organization  to  generate  $250K  revenue 


© Complete  major  research 

• Small  Business 

• Higher  value  services  (larger  members) 

• Web  2.0  Priorities 

© Resolve  Optimal  Sales  Structure 

© Implement  Organization  Adjustments  with  re- 
deployment approach 


and  $1  MM  of  CV 


INPUT  - Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


51 


INPUT  - 'Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


52 


GovEdge  Marketing  Activities 


INPUT 


Reporting  Period:  6.17.08  - 7.15.08 


Click  to  Conv. 

Click  to  Conv.  Rate 

CPA  (Free 

Impressions 

CTR 

Clicks 

Rate  (Free  Trial) 

Free  Trials 

(Subscription) 

Subscriptions 

Costs 

Revenue 

Trial) 

ROI 

Notes 

SEM 

Google 

28,501 

2.82% 

803 

2.0% 

16 

0.2% 

1 $ 

1,816.01 

$ 1,395.00 

$ 

113.50 

77% 

Subs  is  for  kwd  GovEdge 

Yahoo!  Search 

143,451 

1.26% 

1,804 

1.2% 

21 

0% 

S 

1,790.81 

$ 

S 

85.28 

Microsoft  Live  Search 

278 

2.16% 

6 

0.0% 

- 

0% 

- $ 

3.47 

$ 

- 

Total  SEM 

140,8 18 

1.52% 

2,139 

1.7% 

37 

0% 

1 $ 

2,914.97 

$ 1,395.00 

$ 

78.78 

Contextual  Ads 

Industry  Brains 

19 

0% 

0% 

$ 

99.63 

s 

Vendor  does  not  report  impressions 

Quigo 

591,609 

0.015% 

90 

0% 

- 

0% 

- $ 

352.25 

$ 

- 

Campaign  is  suspended 

Total  Contextual  Ads 

591,609 

0.018% 

109 

0% 

* 

0% 

$ 

451.88 

$ 

- 

Email  Campaigns 

Small  Biz  Directory  6.18.08 

720 

10.56% 

76 

0% 

0% 

- $ 

s 

Small  Biz  Directory  6.23.08 

1,140 

7.54% 

86 

1% 

1 

0% 

- $ 

- 

$ 

$ 

Small  Biz  Directory  6.25.08 

932 

6.01% 

56 

0% 

- 

0% 

$ 

- 

$ 

- 

Total  Email  Campaigns 

2,792 

7.81% 

218 

0.5% 

1 

0% 

S 

- 

$ 

$ 

- 

Internal  Promotions 

Public  Site  Home  Page  Banner 

15,586 

1.23% 

191 

0% 

0% 

- $ 

$ 

Free  Trial  not  offered 

Fed  Newsletter  Banner  6.17.08 

3,390 

0.35% 

12 

0% 

- 

0% 

- $ 

- 

$ 

- 

Free  Trial  not  offered 

S&L  Newsletter  Banner  6.17.08 

11,616 

0.61% 

71 

0% 

- 

0% 

- $ 

- 

$ 

- 

Free  Trial  not  offered 

Fed  Newsletter  Banner  6.24.08 

3,553 

0.28% 

10 

0% 

- 

0% 

- $ 

- 

$ 

- 

Free  Trial  not  offered 

S&L  Newsletter  Banner  6.24.08 

10,713 

0.41% 

44 

0% 

- 

0% 

- $ 

- 

5 

- 

Free  Trial  not  offered 

Fed  Newsletter  Banner  7.1.08 

3,980 

0.25% 

10 

0% 

- 

0% 

- $ 

- 

S 

- 

Free  Trial  not  offered 

S&L  Newsletter  Banner  7.1.08 

10,119 

0.44% 

45 

0% 

- 

0% 

- $ 

- 

$ 

- 

Free  Trial  not  offered 

Fed  Newsletter  Banner  7.8.08 

3,408 

0.21% 

7 

0% 

- 

0% 

- $ 

- 

$ 

- 

S&L  Newsletter  Banner  7.8.08 

9,513 

0.27% 

26 

3.8% 

1 

0% 

- $ 

- 

$ 

- 

$ 

- 

Fed  Newsletter  Banner  7.15.08 

3,483 

0.29% 

10 

0% 

- 

0% 

- $ 

- 

$ 

- 

S&L  Newsletter  Banner  7.15.08 

9,026 

0.41% 

37 

16.2% 

6 

0% 

- $ 

- 

$ 

- 

$ 

- 

Total  Internal  Promotions 

84,387 

0.55% 

463 

1.5% 

7 

0% 

- $ 

• 

$ 

“ 

s 

" 

TOTAL 

819,606 

0.36% 

2,929 

1.1% 

45 

0.03% 

1 $ 3,366.85 

$ 1,395.00 

s 

74.82 

41% 
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® Search  engines  are  the  most  effective  online  channel 

• Over  80%  of  free  trials  are  from  search  engines 

• Newsletter  banner  started  to  pick  up  on  7/1 5 

® Offer  Free  Trial  for  all  promotions 

• Both  internal  and  external  promotions 

• Generate  leads  for  Sales  to  follow  up 

® Preliminary  test  results 

• Creative/copy 

® “No-Risk  Free  Trial”  and  “Free  Trial”  lift  CTR  and  conversion  rates 

• Landing  page 

© Limit  clicks  to  other  areas  of  the  website  to  create  a funnel 


INPUT  - 'Ihe  authority  on  government  business 


6 


Confidential  & Proprietary 
For  Internal  Use  Only 


54 


( 


® Need  to  establish  more  value  or  urgency 

• Trial  users  didn’t  find  time  to  use  the  product 

® Need  demo  support/training 

• Trial  users  find  the  product  difficult  to  navigate 

® Competition  - one  trial  user  decided  to  go  with  OnVia 

• More  opportunities  available 
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Appendix  B Vertical 


INPUT  - 'I he  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


Product  Overview 


Market  Opportunit 


® Federal  IS  coverage  of  Professional  Service  market  including 
opportunities,  vendors  and  agency  overviews 
® Voice  of  Customer/Member  (VOC/M) 

• CY  2007  Lost  Business  based  on  coverage 

• New  Business  - Unknown 

• 1QCY08  lost  $396,027  in  Prof  Services  Renewals  (9.31%  under 
IT  average) 

. 90%+  interest  level  in  Prof  Services  Opps  compared  to  average  interest  in 

IT  only  tracked  opportunities 

• 200+  Opportunity  Track  Requests  in  Professional  Services  for  first  half  of 
CY08  (exact  number  Unknown) 

© $3.3M  achievable  in  the  first  full  three  years 

• 48%  IT  overlap  in  prospects 

. 1,712  new  prime  vendor  prospects  (FPDS  2007) 

® Competition:  ePipeline,  Centurion,  FedSources 

® At  least  50%  of  market  currently  fulfilling  need  with  internal 
networking/relationships  (without  tools) 


Product  Description 


© Add-on  vertical  coverage  to  current  Federal  IS 
package  focusing  on  professional  services  and 
large  O&M  requirements 

• Pipeline  building  for  increased  markets 

• Efficiency  gains  in  BD/Sales  force  resources  and  a one-stop 
shop  for  larger  market  participants  operating  across  verticals 

© Expansion  of  current  offering 
© 25  mixed-analyst  staff  and  1 manager  needed 
as  well  as  limited  development  and  marketing 
time 

• 8 Research  Associates,  Federal  Opportunities 

• 1 7 Analysts,  Federal  Opportunities 

• 1 Manager,  Federal  Opportunities  Research 
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Key  Milestones 


© Conceptualize  05/29/2008 


© Assess 

07/09/2008 

© Design 

4 weeks  (3QCY08)* 

© Build 

6 weeks  at  2 FTEs 

© Launch 

4 weeks  from  build 
completion 

Branding  and  messaging  estimated  at  4 months,  and  thus  should  begin  at  this  stage 


Product  Financials 


® Current  pricing/packaging  remains  but  applied  to  larger 
prospect  pool 

• Additional  prospects  in  mid-tier  and  below 

® Estimated  Financial  Projections  as  part  of  current  Federal 
Packages 

• Current  Year  - Incremental 

. Approximately  30%  of  current  sales  are  attempts  in  the 
professional  services  space 

• Full  Year  annualized:  $1.2  M TOTAL 

• $1.2  M (new  business)  10%  total  Addressable 

• Year  1 ROI:  141%  (9  additional  staff  in  launch  year) 

. Year  2:  $2.4  M TOTAL 


• 

720  K (renewals)  60%  renewal  rate 

• 

• 

. Year  3: 

$1.7  M (new  business)  15%  remaining  Addressable 
Year  2 ROI:  139%  (10  additional  staff  in  year  1) 

$3.3M  TOTAL 

$1.4  M (renewals)  60%  renewal  rate 

$1.9  M (new  business)  20%  remaining  Addressable 

Year  3 ROI:  136%  (final  7 additional  staff  in  year  2) 
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Presentation  Title 
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Timothy  Dowd 
President  and  CEO 
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© Develop  framework  for  3 year  growth  plan 
© Establish  macro  financial  metrics  for  growth 
© Engage  Organization  to  instill  company-wide  buy-in 
© Empower  broader  thought  leadership 


Create  rational,  balanced  plan  with  execution  focus  to  build 
momentum  and  results  orientated  culture 
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® Board  review  of  Strategy  process-  June  17th 
® 2 Phased  Approach 

• Research 

• Brainstorming  and  Prioritization 

® Teams  Launched  on  June  19th  - Research  Phase 

Research  Presented  July  10th-  Brainstorming  July  10,11 
© UVA  research  presented  evening  of  July  10 
® Results  compiled  July  14,15 
® Preliminary  results  shared  with  the  BOD  July  17th 
® Refinement  of  Opportunities  August/September 
® Delivery  of  draft-  end  of  September 


INPUT  - Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


3 


Main  Focus  Areas 


® Membership  Renewals 
© Up  sell  to  Existing  Members 
© Existing  Products  to  New  Prospects/Markets 
© New  Products  to  Existing  Members 
© Pricing  Actions 

© New  Products  to  New  Prospects/Markets 


INPUT  - Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


INPUT 


e 


4 


INPUT  - 'Ihe  authority  on  government  business 


Confidential  & Proprietary 
For  Internal  Use  Only 


5 


INPUT 


Research  Summary 


® Significant  effort  by  a few  to  gather  relevant  data 

® Primarily  secondary  research  and  experience 
anecdote 

© Primary  research  was  done  on  Strategic  Canvas 
with  “moderate”  results 

© Served  Market  Research  skills  appear  to  be  limited 

• Knowing  what  “members/prospects”  want 

• Distilling  data  and  transforming  into  actionable  information 

© Confusion  between  “what  I know”  versus  “what  I can 
prove” 
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Federal  Trends 


INPUT 


Trend 


Increase  in 
GWAC/MACs 


Implications 


Lack  of  transparency  into  task  orders;  limits  competition 


Lack  of  transparency 

Increased  competition 

Tight  budget 
environment 

New  administration 
Regulatory  impacts 
Increase  in  protests 

Human  capital  challenge 

Government 

transformation 

Small  business  goals 


Increased  scrutiny  driving  reform 
Mid-size  co.  squeeze;  teaming  more  critical 

Limits  agency  IT  spending;  drives  need  for  cost-saving  tech 

Unclear  spending  priorities;  delayed  budgetary  impact 
Drive  tech  priorities;  could  slow  acquisition  process 
Causes  program  delays;  task  order  protests  now  possible 
Drives  contracting;  shortages  in  key  areas  (IT  & acquisitions) 

Focus  on  modernization/consolidation,  better  performance 

Missed  goals;  subcontracting  plans  key  for  primes 
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Trend 


Implications 


Tight  budgets 

Change  in 
administration 

Lack  of  transparency, 
but  increasing 

Increasing  attention  on 
health  care 

Green  IT 

Wireless  transformation 


• Increased  focus  on  automation,  mobility,  and  outsourcing;  less  vendors 
in  S&L 

• More  interest  in  manageable  deployments  with  guaranteed  ROI 

• Vendors  must  learn  how  to  flip  non-IT  spending  over  to  IT 

• Possible  reallocation  of  already  tight  budgets 

• IT  projects  fighting  “non-IT”  for  budget  dollars 

• Tough  to  uncover  true  budgetary  priorities  until  FY11 

• May  lead  to  SL  FPDS  like  product 

• More  scrutiny  on  budgets/spending,  which  could  impact  strategic 
planning,  risk  perception  and  innovation 

• Growing  population  = big  effect  on  Medicaid 

• Need  to  improve  efficiencies  and  processes  to  drive  cost  down 

• Technology  vendors  are  preparing  divisions  for  a “Green”  era 

• Focus  on  Going  Green  could  provide  publicity/foothold  for  INPUT  to 
enter  new  markets 

• More  distinct  breakout  of  wireless  technologies  for  analysis  and 
forecasting 

• May  lead  to  creation/sale  of  relevant  reports  or  another  vertical  solution 
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Served  Market 

Homeland  Security 

Health  Care  IT 

Green  IT 

Telecommunications 
Outsourcing 
Infrastructure 
IT  Security 
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© Mobile  access 
© Consulting 

• Markets  sizing  and  proposal  development 

© Streamlined,  cross-product  search  capability 

• “Goog/izatiorf  - In  document  keyword  search  capability  (Noted:  Exhibit  300s) 

© Customizable/personalized  interface 

• “Facebook”  - /Allow  members  to  create  individual  dashboards 

© Integrated  content  on  site 

• “ kV/k/ped/d’ - With  hyperlinks,  allow  members  to  jump  into  additional  content  without 
researching 

© Sales  & Support 

• Price  - differentiation  vs.  price,  extremely  volatile 

• Training  and  product  usability 

• Timely  dedicated  research  responses 

• On-going  communication/utilization 
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® Prospects  trying  to  reduce  costs 

• Spending  $$  to  get  the  most  bang  for  the  buck 

• INPUT  helps  that  with  our  services  and  teaming 

® Legislation  always  changing 

• Need  to  keep  up  to  anticipate  market  needs 

® INPUT  helps  our  clients’  procurement  processes 

• Our  services  target  the  main  areas  of  need 

® We  need  better  data  integrity 

• Many  key  data  points  are  missing  or  incorrect 

• Better  analysis  of  why  leads  are  lost 

® Need  to  do  a better  job  pushing  our  value  proposition 
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Technologies:  Immediate  Pr! 
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Technology 

Search 

Collaboration  Tools 
Rich  Internet  Applications 


Ranking  of  Importance 

High 

High 

High  


User  Generated  Content 

Medium-High 

Mobile 

Medium-High 

Decision  Support  Systems  / Bl 

Medium-High 

Knowledgebase 

Medium-High 

Analytics 

Medium-High 

SEO  / Content  Exposure 

Medium-High 

Business  Process  Management 

Medium-High 

RSS  / Web  Services 

Medium-High 

API 

Medium-High 

Personalization 

Medium-High 

Ihe  authority  on  government  business 
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Technologies:  Long  Term 
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INPUT 


Technology 

Social  Networking 
Cloud  Computing 
Mash-ups  / Centralization 
Identity  2.0  / Authentication 

Semantic  Web 
Attention  Economy 


When  We  Should  Pay  Attention 

When  monetization  opportunities  are  proven 

When  hardware  virtualization  is  outgrown 

When  a consistent  business  case  can  be  made 

When  there  are  enough  disparate,  mission- 
critical  systems  that  people  are  using  for  their  job 

When  tools  and  content  are  available 

When  information  and  attention  are  at  a complete 
saturation  point 


Technology 

Virtual  Worlds 
Prediction  Markets 


Unknown  Potential 

The  business  model  is  not  yet  clear 

There  is  not  enough  information  to  determine  if 
this  is  a technology  that  can  be  relied  upon 
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® Better  utilization  of  current  data  sources  in  products 

• Taxonomy 

• Relate  data  across  products 

• More  effective  management  of  current  sources 

® Leverage  usage  metrics/data 

• Audit  of  member  usage 

• Apply  usage  data  to  planning 

• Improve  resource  allocations  - teams  and  applications 

® Analyze  new  data  sources  further 

• Cost-benefit  analysis 

• Consider  data  maintenance  cost  in  addition  to  acquisition  cost 

• Gather  level  of  interest  from  members  - member  data  source  survey 
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We  want  to  survey  our  members  to: 

• Get  confirmation  that  our  Strategy  Canvas  key  attributes  are  valid,  comprehensive 

• Understand  the  relative  importance  of  the  factors 

• How  are  we  doing  in  the  categories  overall  and  vs.  other  companies 

•Note  the  other  companies  may  not  be  companies  we  think  of  as  competitors. 
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Average  Rating  (5=High) 


INPUT 


INPUT  Strategic  Canvas  - Based  on 


‘Importance 


•Satisfaction 
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Brainstorming  Results 
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© Passionate/enthusiastic  support  of  ideas 

© Limited  assessment  capabilities 

© Some  confusion  between  continuous  improvement 
versus  strategic  initiatives 

© Loose  linkage  back  to  research 

© Many  ideas  have  been  presented  in  the  past 

© Potential  for  reliance  on  New/New 
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Strategic  Initiatives  Filter 


INPUT 


i i ■ 


Internally  and  Externally  Focused  Research 


Total  Opportunities: 

All  initiatives  generated  by 
INPUT  strategic  planning 
work  sessions. 


Potential  Opportunities: 

Potential  initiatives  available  to  INPUT  after 
group  discussion  and  selection  of  leading 
initiatives. 

Addressable  Opportunities:  


All  potential  initiatives  available  to 
INPUT  after  feasibility  analysis. 

“Winnable”  Opportunities:  


Initiatives  identified  as  high  priority  for 
implementation. 


Renewals 
Upsell 
New  Sales 
Pricing 

New  Products 
New  Market/ 
New  Products 


62  Initiatives 


of  Cost  Revenue 
Initiatives  2009  2010 

7 $750K  $3.6M  $3.97M 

6 $725K  $1.9M  $2.75M 

9 $2.3M  $8.34M  $9.28M 

5 $150K  $590K  $740K 

21  $3.85M  $6.05M  $9.5M 

14  $8.0M  $3.75M  $10. 8M 

Potential  2-Yr  Revenue 

$$57.5MM 


32  Initiatives 


Potential  2-Yr  Revenue 

$25. 0M  - $28.7 

i ; 


Potential  2008 
Annualized  Revenue 

$10. 7M  - $12.7 


Potential  Revenue 
TBD 


Potential 

Revenue 

TBD 
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Member  Renewals 


I 


1 

2 

3 

4 

5 


High 


◄ 


m 

co 

LU 


Initiative 

2 year 
revenue 
potential 

Knowledge 

Base 

900K 

Targeted 

Resources 

535K 

Member 
Health  Profile 

1 M 

Small  Biz 
Toolkit 

1.2M 

Product 

Usability 

1.8M 

lember 

Health 

Profile 


INPUT 


Payoff 


Low 


Target 
Resources 
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Product 
1 Stakeholder 
Project 

Pipeline  and 
Account 
Review 
Process 

Role-Based 
Member 
Services 
Teams 

Improve 
Prospect 
Analysis 
System 

Marketing/ 
Promotions 


Priceless 


2008  Revenue  Potential 
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Pricing  Actions 


INPUT 


2 year 

Initiative 

revenue 

potential 

Include  I/O 
Reports  in  all 
Subscriptions 

$150k 

Fed  Complete 
Complete 

$550k 

Include  2 
Industry  Insight 
Reports  with 
Sales  Solution 
and  Complete 

$130k 

Sell  On-Demand 

Market 

Webinars 

$200k 

Rebrand  federal 
opportunities  as 
federal  Small 
Business 
Solution 

$150k 

2008  Revenue  Potential 


High 


Payoff 


Low 
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New  Sales  of  Existing  Produc 


Initiative 

Effective  Trial 
Periods 
Raise  Brand 
Awareness 
Sales 

Development 
Integrating 
existing 
external  data 
sources  into 
MPS 

Sales  Force 
Retention 


2 year 
revenue 
potential 

$1.44M 

$1 .44M 

$1.8M 

$3M 


Cost 

savings 


INPUT 


High 


Payoff 


Low 


c 

o 
■ ■■■ 

0 

c 

0 

E 

_0 

Q. 

E 


Effective 

Trial 

Periods 


Sales  Force 
Retention 


T3 

0 


2008  Revenue  Potential 
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New  P rod u cts/Exist i n g Marke 


Initiative 


2 year 
revenue 
potential 


1 Mobile  solution  250K-750K 

2 SLPDS/SL  Opps  >750K 


3 Speed  dating  for 
gov  & vendors 

Reports  as 

4 webinar/ 
podcasts;  ads 

In-person 

5 training  at 
vendor's  facility* 

OLAP:  ad  hoc 
5 reports  from 
INPUT  opps* 
‘Indicates  a tie 


250K-750K 


<250K 


>750K 


<250K 


. 


High 


■■■ 


V 


r 


In-person 

Training 


2008  Revenue  Potential 
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Reports  as  OLAP 
webinars  Ad-hoc 
Reports 


9 
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New  Products/New  Market 


INPUT 


Initiative 


1 RFP  Mgmt. 

2 Training 

3 Legislation 
Bid,  Proposal, 

^ Capture  Tool 
Vendor 

5 Certification* 
Health 

5 Care/Educ* 
•Indicates  a tie 


>750K 

>750K 

<250K 

>750K 

>750K 

>750K 


High 


A 


I 


Training 


2008  Revenue  Potential 
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Sales  Strategy  - Initiatives 


INPUT' 


Prospects 


Members 


• Rebrand  “Opportunities"  as  “Small  Business  Solution" 

• Include  I/O  Reports  in  all  Subscriptions 

• Fed  Complete  + Trend  Advisor  + breakfast/webinar 

• Include  2 Industry  Insight  Reports  with  Sales  Solution  and  Complete 

• Sell  On-Demand  Market  Webinars 

• Effective  Trial  Periods 

• Raise  Brand  Awareness 

• Sales  Development 

• MPS  Quality/Accuracy 

• Integrating  existing  external  data  sources  into  MPS 

• Sales  Force  Retention:  Hire  seasoned  reps 

Potential  Revenue 
2009:  $8.9M 
2010:  $10M 


• Improve  Prospect  Analysis  System 

• Marketing/Promotions 

• Pipeline  and  Account  Review  Process 

• Role-Based  Member  Services  Teams 

• Product  Stakeholder  Project 

• Knowledge  Base 

• Targeted  Resources 

• Member  Health  Profile  / Member  Immersion 

• Product  Usability 

• Small  Business  Toolkit 


• RFP  Mgmt/Federal  DemandStar 

• Training  for  Vendors 

• Legislation 

• Bid  and  Proposal,  Capture  Management 

• Vendor  certification  and  scoring  program 

• Health  Care  and  Education 

• Fundamentals  of  public  sector  - in-person 
training  at  vendor's  facility 

• Speed  dating  for  government  and  vendors 

• Mobile  solution 

• OLAP:  Reports  based  on  ad  hoc  queries  from 
our  data  in  opps 

• Open  Web  for  government  business 

• Best  practices/survey,  consulting  methodology 

• Database  of  S&L  spending  data  (SLPDS/SL 
Opps) 


Potential  Revenue 


2009:  $9.8M 
2010:  $20. 3M 


Potential  Revenue 


2009:  $5.5M 
2010:  $6.7M 


Current  Initiatives 
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Overall  Strategic  Planning  Pro 
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Overall  Strategic  Planning  Process 


I enjoyed  participating  inthisprocessandwoulddo  so  again  if  asked 
I learned  something  new  about  the  company 
I believe  this  processwill  result  in  a better  strategy 
Team  compo  sition  was  sufficient 
My  involvement wasworth  my  time 
This  process  should  improve  overall  teamwork 
Thisprocess  supports  my  development  objectives 
My  thoughts  and  ideaswere  heard  and  included 
My  team  ha  d en  ough  time  to  do  the  research  an  d presentation  pla  nnin  g 


Ratings:  Fi run  Stiongly  Disagiee(l)  to  Stiongly  Agiee-  (5j 
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Overall  Process^ 


Percentage  of  strategic  planning  team  members  who  agree  or 
strongly  agree  that  the  strategic  planning  process: 

© Supports  their  development  objectives:  88% 

© Should  improve  overall  teamwork:  98% 

© Was  worth  their  time:  93% 

© Will  result  in  a better  strategy:  95% 

© Learned  something  new  about  the  company:  81  % 

© Enjoyed  participating  and  would  do  so  again  if  asked:  95% 
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Summary 

® Strategy  process  has  already  accomplished  several  objectives 
® Engagement  and  inclusion 
® Promote  teamwork 
© Encourage  thought 
Next  Steps 

® Commission  Research 
© Small  Business 

® Higher  value  offerings-  Larger  members 
® Web  2.0 

® Assess  2008  potential  Initiatives 
® Review  list  following  completion  of  research 
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INPUT 


Enterprise  Strategic  Briefing 


UVA  Team 

Jeff  Baker 
Stacy  Bergert 
Meredith  Dounias 
Abhi  Gore 
Erika  Jones-Trujillo 


July  10,  2008 


Team  of  Experienced  Consultants  M INPUT 


Jeff  Baker 
Stacy  Bergert 
Meredith  Dounias 
Abhi  Gore 
Erika  Jones-Trujillo 


Senior  Manager  & PMP  Certified 
ICF  International 

President  & Managing  Consultant 
Tesseraic,  LLC 

Data  Management  Consultant 
EDS 

Manager-Product  Integration  and  Senior  Engineer 
Pantheon  Inc. 

Senior  Consultant  & Change  Management  Team  Lead 
IBM  Global  Business  Services 


McINTIRE 

SCHOOL  OF  COMMERCE 

ft 
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Phase  I - Industry  & Strate 


INPUT 


Interviews 

INPUT  Management 
Potential  Customers 

Analysis 

Industry  Analysis 
INPUT  Documents  & Data 
INPUT  Product  Training  & Usage 
Competitor  Research  & Assessments 

Framework  Assessments 

Porter's  Five  Forces 
SWOT  Analysis 

Collaboration  & Brainstorming 

Teamwork 

Consultations/Q&A  with  UVA  Faculty 
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ive  Focused 


INPUT 


Interviews  & Surveys 

INPUT  Customers 
Potential  Customers 

Research 

Industry 

Competitive 

Business  Case 

Rationale 
Financial  Impacts 
Technology  Plan 
Organization  Implications 

Collaboration 

Team  discussions  & brainstorming 
Consultations/Q&A  with  UVA  Faculty 


INPUT  - 'Ihe  aurhority  on  government  business 
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McINTIRE 

SCHOOL  OF  COMMERCE 

fit 

Universiiy?/Virginia 
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Industry  Squeezed  from  All 


INPUT 


Bargaining 
Power  of  | 
Suppliers 

MEDIUM 

L A 


Threat  of  New 
Entry 

HIGH 


Rivalry  Among 
► Competitors  \ 

HIGH  j 


Threat  of 
Substitutes 

HIGH 


3 


Bargaining 
Power  of 
Customers 

HIGH 


A 


ompetitive  Ma 


at  of  "Swarm"  Eroding  Pricing  P| 


Federal 

Opportunities 

State  & Local 
Opportunities 

Contracts  & 
Task  Orders 
(FOIA) 

Organizations 
& Contacts 

Analyst 

Research 

Teaming 

Guidance  on 
Government 
Sales 

INPUT 

V 

y 

y 

y 

y 

y 

y 

Major  Competitors 

FedSources 

y 

y 

y 

y 

y 

— 

>/ 

Onvia 

V 

y 

— 

y 

y 

— 

y 

The  “Swarm” 

BidNet  | 

V 

y 

y 

— 

— 

— 

— 

Carroll  Publishing 

— 

— 

— 

y 

— 

— 

— 

Centurion  Research 

V 

— 

— 

— 

y 

— 

— 

Eagle  Eye  Publishing 

y 

y 

— 

— 

— 

— 

— 

ePipeline  t 

y 

y 

y 

y 

— 

y 

Epylon 

— 

y 

— 

— 

— 
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— 

FBO  Daily 

y 

— 

— 

— 

— 

— 

— 

fedXccel 

y 

— 

— 

— 

— 

— 

— 

GovernmentBids.com  | 

y 

y 

— 

— 

— 

— 

y 

GovContracts 

y 

— 

— 

— 

— 

— 

— 

GovDirections 

y 

y 

— 

— 

— 

— 

— 

Leadership  Directories 

— 

— 

— 

y 

— 

— 

— 

Free  Substitutes 

FedBizOpps 

y 

— 

— 

— 

— 

— 

— 

FPDS-NG 

— 

— 

y 

— 

— 

— 

— 

USAspending.gov 

— 

— 

y 

— 

— 

— 

— 

Subcontracting  Network 

— 

— 

— 

— 

— 

y 

— 

Subcontracting 

y 

Opportunities  Directory 

Business.gov 

— 

— 

— 

— 

— 

— 

y 

f Mediagrif  subsidiary 
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Small  Business  is  Lar 


mm 


Strategic 

Enterprise 

Mid  Market 

Small  Business 

■Contract  Value 

27% 

19% 

18%  * 

36% 

#of  Organizations 

4% 

13% 

18% 

65% 
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Average  Contract  Value  (CV)  Thousands 


But  Small  Business  Pays  Mos 


I 

■ 


INPUT 


$120 

$100 

$80 

$60 

$40 

$20 

$- 


$1,200 

$1,000 

$800 

$600 

$400 

$200 

$- 


Strategic  Enterprise  Mid  Market  Small  Business 

INPUT  Customer  Segments 
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Effective  Cost  per  Seat 


Dollars 


Cost  of  Services  lncre*oi" 


PUT 


2002-2007  CAGR 

INPUT  Historical 

Revenue=  30% 

Cost  of  Services  = 42% 

SG&A  Expenses  = 20% 

SG&A  Expenses 
I Cost  of  Services 
Annual  Revenue 


INPUT 


2002  2003  2004  2005  2006  2007  2008  2009  2010 


Value  Builds  Across  the  Serv 


INPUT 


Free  data, 
Purchased  data 


Aggregated  & 
validated  data, 
Analysis  & trend 
reports, 

Advisor  services 


INPUT  Network, 
Teaming  profiles 


Iraiii 


Saved  queries, 
Saved  searches, 
Profiles, 

Marked  data 


Salesforce.com 

connector, 

Web  Services 


INPUT  - Ihe  authority  on  government  business 


Confident/a/  <£  Proprietary 
For  /nterna/  Use  On/y 


Value  & Differentiation 


Opportunities  Exist  ir  1 


INPUT' 


Internal 


External 


Helpful 


• Known  brand 

• Data  aggregation  & analysis 

• Salesforce.com  integrat  on 

• Innovation 


ir.iHClXf.IKl 


New  or  under-served  government 
procurement  verticals 
Targetmarket  not  being  served 
Product  personalization 
Selling  side  of  procurement 


Harmful 


High  overhead 

No  cohesive  marketing  strategy 
Product  pricing 
Financing  strategy 
Cannibalization  risk  to  core 
Product  i.j.  _ 


Free  substitutes 
Low  barriers  to  entry 
Fast  following  competitor 
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® Mitigate  the  risk  of  substitutes  and  low-cost  competitors 

® Importance  of  revising  the  pricing  model  for  small 
businesses 

® Address  the  needs  of  small  businesses 
® Increase  customer  switching  costs 
® Look  to  Government  procurement  resellers 


INPUT  - Ihe  authority  on  government  business 
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® A "oost-win"  marketplace:  mediate  connections 
between  incumbents  and  potential  subcontractors. 
This  leverages  INPUT'S  knowledge  of  the  market 
and  its  capabilities  in  analysis  and  technology  and 
expands  seller  side  to  vendors. 

® INPUT  certified  categorizations:  to  tie  in  with 
exclusivity  and  encourage  updated  profiles.  Allow 
the  customers  to  choose  in  which  areas  / business  / 
expertise  they  wish  to  be  denoted  as 
"certified."  Once  certified,  the  company  becomes 
available  for  higher  rating  on  team/market  searches. 
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© Methodology 
© Results 

• Overall  strategic  planning  process 

• Meeting  logistics 

• Areas  of  improvement 
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Methodology 


INPUT 


® Online,  anonymous  survey 

® Sent  to  49  team  members 

• 42  responses  total 

• 86%  response  rate 
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Overall  Strategic  Planning  Process  INPUT 

1 


Overall  Strategic  Planning  Process 


I enjoyed  participating  inthisprocessand  would  do  so  again  if  asked 
I learned  something  new  aboutthe  company 
I believe  this  processwill  result  in  a better  strategy 
Teatri  composition  was  sufficient 
My  involvement  wasworth  my  time 
This  proc  ess  should  improve  overall  teamwork 
Thisprocess  supports  my  development  obje  dives 
My  thoughts  and  ideaswere  heard  and  included 
My  team  had  enough  time  to  do  the  research  and  presentation  planning 


0 0-5  1 1.5  2 2.5  3 3.5  4 4.5 

Ratings:  From  Stiongly  Disagreed)  To  Strongly  Agiee  |5) 
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Percentage  of  strategic  planning  team  members  who  agree  or 
strongly  agree  that  the  strategic  planning  process: 

® Supports  their  development  objectives:  88% 

® Should  improve  overall  teamwork:  98% 

® Was  worth  their  time:  93% 

® Will  result  in  a better  strategy:  95% 

® Learned  something  new  about  the  company:  81  % 

® Enjoyed  participating  and  would  do  so  again  if  asked:  95% 
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“I  think  the  value  of  involving  people  is  more  in  brainstorming  and  inclusion  rather  than 
focused  strategic  or  business  planning.  Presentation  of  cash  flow  was  great.  We  need  to 
teach  more  about  the  mechanics  of  our  business  and  ROI  discipline.  ” 

® “I  really  enjoyed  this  process  and  was  very  happy  to  participate.  It  is  always  good  to  work 
with  employees  that  I don't  normally  spend  a time  with.  It  also  helped  give  me  some  more 
externally  focused  perspectives.  ” 

“The  process  made  the  employees  to  think  about  the  best  of  the  company  rather  than  their 
individual  stovepipes.  ” 

® “Need  to  get  more  people  involved.  Many  highly  intelligent  folks  left  out  of  process.  Few 
folks  did  very  little  as  far  as  participation.  ” 

® “Not  enough  ‘research’  during  Phase  1.  Some  but  not  all  of  the  teams  fell  back  into 
brainstorming  vs.  real  research.  Next  time  we  should  focus  on  researching  and 
understanding  market  problems  and  pains  and  forces,  and  much  less  time  on  the  ‘product’ 
perspective.  Many  of  the  people  involved  in  our  Strategic  Planning  are  not  equipped 
(because  of  lack  of  training,  skill  or  research)  to  translate  market  problems  into  solutions 
aka  products.  ” 
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Meeting 


( 


INPUT* 


Meeting  date 
Meeting  location 
Meeting  length 
INPUT  presentations 
UVA  presentation 
Breakout  sessions-  day  1 
Breakout  sessions-  day  2 

0.0  0.5  1.0  1.5  2.0  2.5  3.0  3.5  4.0 

Ratings:  F i om  Pool  (IF  to  Excellent  (51 


Meeting  Logistics 


1 

1 

J 
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INPUT 


Meeting  Logistics  - Sample  < 




/ think  the  breakout  sessions  were  the  most  useful  part  - it  allowed  for  great  brainstorming  and 
great  ideas  to  come  from  it.  ” 

“I  prefer  having  it  in  the  office,  because  you  can  have  some  time  to  check  in  to  ensure  there  are 
no  issues.  Day  one  was  a bit  long,  but  it  seemed  longer  because  many  participants  worked 
many  late  nights  during  the  week  to  complete  planning  tasks  and  regular  job  functions.  ” 

“I  think  12  hours  the  first  day  was  a bit  much.  I noticed  a decline  in  energy  and  focus  after  dinner 
as  people  were  tired  and  wanting  to  get  home  to  their  families.  I think  something  as  important  as 
strategic  planning  should  be  done  with  full  focus,  and  if  the  sessions  were  8 hours  for  2 days  or 
even  shorter  sessions  spread  over  3 days,  I believe  productivity  and  energy  levels  could  have 
been  higher.  ” 

© “Must  coordinate  so  that  we  don't  have  other  sales  meetings  that  will  take  us  away  from  sales 
attainment.  ” 

© “Having  the  research  due  end  of  month,  end  of  quarter  was  not  ideal.  With  coaching  and  more 
direction,  the  presentations  will  be  better  next  year.  It  is  difficult  to  rate  the  merits  of  ideas  you 
don't  understand.  When  so  many  ideas  are  thrown  out,  you  lose  track  of  what  the  ideas  were. 
Each  idea  should  be  ranked  at  the  time  of  presentation.” 
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Team  assignment  & timing 

“ Differentiate  the  breakout  teams  a little  more  so  that  opinions  from  as  many  different  sides  of  the  company  are 
represented  ” 

® “Space  out  the  process  more  to  give  people  more  time  to  prepare.  Try  and  limit  participation  of  each  individual 
to  one  team  versus  multiple  teams.  ” 

® “Limit  presentation  time,  give  more  time  to  research  and  prepare  and  limit  participation  to  one  team  since 

several  people  were  in  two  teams.  We  should  do  a short  session  to  close  the  loop  so  we  can  see  which  ideas 
make  it  to  top  priorities  and  implementation.  Perhaps  even  have  a Project  Manager  on  the  strategic  planning 
project  to  make  sure  that  we  follow  up  on  ideas  and  action  items. 

Presentations 

© “Have  the  research  presentations  shorter.  Might  be  interesting  1 year  to  skip  the  entire  research  session  and 
look  at  previous  year's  ideas  and  vote  on  those.  Why  re-create  the  wheel?” 

Training/coaching/directions 

© “More  direction  on  exactly  what  you  want;  example:  Scoring  the  top  5...  Everyone's  interpretation  was  different 
on  how  to  score.  Would  get  better  results  if  everyone  followed  the  same  rules.  Suggest  giving  each  team  an 
outline/spread  sheet  so  all  we  have  to  do  is  fill  in  the  blanks.  It  would  not  only  give  you  better  results  it  would 

give  an  immediate  picture  vs.  trying  to  figure  it  all  out  later .” 

© “We  may  want  more  insight/structure  into  revenue  forecasting;  most  numbers  were  very  entertaining.” 

Others 

“Expose  key  people  just  below  the  executive  level  to  more  of  the  closed-door  executive  discussions  to  learn 
from  their  thought  process  and  decision-making.  Keep  central  list  of  all  ideas  proposed  in  previous  years  and 
ask  everyone  to  review  them  before  heading  into  the  meeting.  ” 
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Appendix  C Planning 
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Accounting 

2% 


IT/Development 

18% 


Member 

Services 

21% 


Industry  Analysis 
2% 


Executive  Team 

2%^  Marketing 
2% 


Accounting/Fina 


Industry 

Analysis 

5% 


Corporate 

4% 

Executive 


nee 

Marketing  7% 
4% 


IT/Infrastructur 
e 

3% 

IT/Development  | 
6% 


member 

Services 

24% 


Ops 

25% 


Strategic  Planning  Participants  INPUT  Associates  Participants 

# of  Associates  51  Total  INPUT  Associates 
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INPUT 


PRACTICES  & METHODOLOGIES 


SECTION: 

SUBJECT: 

TOPIC: 


Planning 

Planning  Cycle  & Development 


PRACTICE  No:  P-P  110 


DATE: 


June  17,2002 


ANNUAL  & LONG-RANGE  PLAN  DEVELOPMENT 
AND  REVIEW  CYCLE 


SUB-TOPIC:  ANNUAL  & LONG-RANGE  PLAN  DEVELOPMENT 
AND  REVIEW  CYCLE 


Prepared  By:  Doug  Strahan 


Approved  By: 


II. 

A. 


B. 


POLICY 

The  INPUT  Plan  Development  and  Review  Cycle  is  set  out  below  in  Sections  A - E by  Activity. 

Refer  to  Practice  P-1 00  Corporate  Calendar  and  Planning  Acth’ities  and  Exhibit  P-100B  Annual 
Calendar  - Activities  Schedule  for  details  of  current  year's  meeting  and  activity  dates. 

PRACTICE 

Long-Range  Plan  (1-5  Years) 

January: 


March: 

April: 

May: 


LRP  Issues  Reviewed 
LRP  Format  Determined 

Preliminary  LRP  Meetings  (Managers) 

LRP  Meeting  (Executives  & Board) 

LRP  Approved  (Board  Meeting) 


Next  Year’s  Annual  Plan 


March: 

April. 
May  & 
June: 

March: 

April, 
May  & 
June: 

June: 

July: 


Market  Research  Plan  for  Q1  Prepared  & Approved 
Market  Research  Completed 

Customer  Satisfaction  Plan  for  Q2  Prepared  & Approved 

Customer  Satisfaction  Surveys  Completed  Plan  (all  programs) 

Professional  Staff  Meeting  (prepare  for  Annual  Plan) 

Preliminary  Annual  Plan  Meeting  - Define  Objectives  & Strategies 
(Executives  & Board) 


1 ( veles  (draft) 
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Preliminary  Product  Plan  Meeting  (Managers  & Executives) 


August  - 

September:  - Product  Plans  Completed 

October:  - Annual  Product  Plan  & Preliminary  Financial  Plan  Meeting  (Executive  & 

Board) 

November:  - Financial  Plan  & Preliminary  Budget  Meeting  (Executive  & Board) 

December:  - Final  Annual  Plan.  Budget  and  Compensation  Plans  Approved  (Executive  & 

Board) 


C.  Quarterly  Reviews  — Current  Quarter  & Year-To-Date  Results 


April: 


First  Quarter's  Performance 

President  determines  whether  or  not  to  revise  Current  Year  Budget 


July: 


First  Half  Performance 

President  determines  whether  or  not  to  revise  Current  Year  Budget 


October: 


First  Three  Quarters'  Performance 

President  determines  whether  or  not  to  revise  Current  Year  Budget 


January:  - Previous  Year's  Performance 


D.  Monthly  Reviews  - Current  Month  & Year-To-Date  Results 


. Monthly:  - Month/Y-T-D  Performance 

Next  month's  Plan 

E.  Weekly  Reviews  — Current  Week  & month-To-Date  Results 

. Monday’s:  - Sales,  Operations,  Marketing,  IT,  Administration  & Accounting  Status 

ID.  PROCEDURES 

. The  VP/CFO  is  responsible  for  leading  the  Planning  & Review  Cycle.  Each  INPUT  Executive, 
Manager  and  Staff  Member  is  expected  to  contribute  to  the  Planning  & Review  Process. 

IV.  REFERENCES 

A.  RELATED  PRACTICES 

. Practice  P-100  Corporate  Calendar  and  Planning  Activities 

. Exhibit  P-100B  Annual  Calendar  - Activities  Schedule 
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MEMORANDUM 


DATE: 


March  30,  2009 


TO: 


INPUT  Board 


FROM. 


Peter  Cunningham 


SUBJECT: 


Draft  Agenda  April  30,  2009  Board  meeting 
Tom  Knox,  Tom  Fitzgerald  (MoFo),  Kevin  Gates 


CC: 


Tuesday  6:30  p.m.  Dinner  with  Board  members  (Location  to  be  determined) 
Wednesday  April  30  (Location  to  be  determined) 

8:  00  Breakfast 

8:30  - Board  Meeting  (Board  Members  Only) 

8:30  - Introduction  and  Minutes  of  previous  Meeting 

8:40  - Review  1st  Qtr  Results  (Summary  Only) 

8:50  - Review  Company  Valuation  Report 

9:00  - Stock  issues: 

Stock  Price. 

Stock  Option  Awards  and  Repurchases. 

9:15-  Other  Business 

Business  Development 
Legal  Issues 

9:30  - Close 

9:30  ICAP  (Board  only) 

10:00-1015  Break 

10:15  — 10:45  Detailed  Financial  Review  (Board  and  Executives) 

Analysis  of  1st  Qtr 
Projected  2nd  Qtr  and  2009 

1 0:45  - 1 1 :00  Pricing  (Board  and  Executives) 

1 1 :00  -11:15  New  Products 
Opportunity  Advisor 
Other 

12:30  Functional  Review  (Board  and  Executives) 

12:30  Lunch 

1 :30  Strategic  Planning  Meeting  (Separate  Agenda) 


M Draft  BOD  Agenda  April  033009  (2)  P AC. doc 
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PLAN  2009  TO  2013 
Summary  P&L  - Organic  Growth 


printed:  3/30/2009 


2008 

2009 

2010 

2011 

2012 

2013 

Actual 

SALES 

Subscription 

Other 

Total 

$ 

$ 

$ 

$ 

$ 

$ - 

REVENUES: 

Subscription 

Other 

Total 

$ 

$ 

$ 

$ 

$ 

$ - 

REVENUE  ANNUAL  GROWTH  RATE 

Subscription 

#DIV/0! 

#DIV/0! 

#DIV/0! 

#DIV/0! 

#DIV/0! 

Other 

#DIV/0! 

#DIV/0! 

#DIV/0! 

#DIV/0! 

#DIV/0! 

Total 

$ 

#DIV/0! 

#DI  V/0! 

#DIV/0! 

#DIV/0! 

#DIV/0! 

EBITDA 

NET  INCOME 

MARGIN 

CASH  (AS  OF  12/31) 

STOCK  PRICE  VALUATION 

Target  Growth  Rate  25%  and  EBITDA  20% 

R Summary  2008  2013  033009  PAC.xls 
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MEMORANDUM 


DATE: 


March  30,  2009 


TO: 


INPUT  BOD 


FROM: 


Peter  Cunningham 


SUBJECT:  Draft  Agenda  for  April  30/Mayl,  2009  LRP  Issues  Meeting 


1 . Objectives  Of  Meeting 

a.  Identify  preliminary  financial  and  other  targets  for  our  LRP  - 2009  -20 1 3 

b.  Identify  issues  to  research  and  address  for  the  LRP 

c.  What  is  our  BHAG?  What  is  our  Brand  Promise? 

d.  $100  Million  Company,  how  do  we  get  there? 

e.  Build  on  previous  meetings  and  work 

f.  Enjoy  ourselves! 

2.  Review 

a.  Vision  Statement  (to  be  attached) 

b.  Core  Values  and  Purpose  from  the  I -Page  Strategic  Plan  (to  be  attached) 

c.  Strategic  Canvas  (to  be  attached) 

d.  Initiative  Matrix  (to  be  attached) 

3.  Targets  of  1 -Page  Strategic  Plan 

a.  Overall  metrics  - what  do  we  want  to  look  like? 

b.  P&L,  Valuation  and  Balance  Sheet  (see  attached) 

c.  Metrics  for  Comparable  Companies  and  INPUT 

d.  Target  Staffing  & Productivity  levels  2009-2013 

e.  Actions  - what  we  have  to  do  for  the  Strategic  Plan  completion? 

4.  Sandbox 

a.  Markets 

i.  Current 

ii.  New 

b.  Customers  - who  will  be  our  buyers? 

c.  Products  (macro  level) 

d.  Competition 

e.  Actions-  what  we  have  to  do  for  the  Strategic  Plan  completion? 


CC: 


Kevin  Gates 
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5.  Capabilities  and  Issues 

a.  Processes 

i.  Which  are  Core? 

ii.  What  do  we  have  to  do  to  make  world  class? 

b.  Corporate 

c.  Finance  & Administration 

d.  IT 

e.  Marketing 

f.  MS 

g.  Operations 

h.  Product  Development 

i.  Sales 

j.  Other 

6.  Actions-  what  we  have  to  do  for  the  Strategic  Plan  completion? 

7.  Key  Thrusts  - what  do  we  have  to  do? 

8.  Resources  Required-  People,  Organization 

a.  Recruiting  strategies 

b.  Key  Positions  for  2009-20 1 3 

c.  Skill  Voids 

d.  Actions-  what  we  have  to  do  for  the  Strategic  Plan  completion? 

9.  Other  issues 

a.  Remote  Offices 

b.  Acquisitions 

c.  International  Expansion 

d.  Other 

10.  Conclusion 

a.  Framework  for  LRP 

b.  Actions  required 
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c.  Market  Segments  to  Specialize  In 

- profitability 

- client  interests  (market  research) 

- strengths  & weaknesses 

- strategies  to  grow  current  business 

- leverage  from  current  programs  (data  bases,  modularization,  etc.) 

- custom  consulting 

e.  New  Programs  and  Products 

- new  business  in  same/new  industry  areas 

- client  interests  (market  research) 

f.  Report/Product  Characteristics 

- format 

- production 

- depth  & focus 

- survey  methods,  quality  and  size 

g.  Method  of  Work 

- focus  of  what  we  do 

- skills  required 

h.  Customer  Support  Criteria 

i.  Distribution  Channels 

- Sales  Organization 

- Delivery  - Electronics  vs.  Paper 

j.  Pricing  Structure 

k.  Sales  Promotion  - Strategies  and  Methods 

5.  New  Challenges  and  Prospects 

- Client  changes 

- Competitive  changes 

- Market  changes 

- Product/  Service  mix  changes 

- Pricing/distribution  changes 


December  21,  1990 


Policy  PLG220 


Policies  & Procedures 

12/30/90 


EXHIBIT  A 

(PLG220) 


1. 


2. 


3. 


STRATEGIC  & LONG-RANGE  PLANNING  MEETING 
AGENDA  OUTLINE 

Review  of  Prior  Long  Range  Plan  vs.  Current  Position 

a.  Financial  Performance 

b.  Issues  raised  in  prior  meeting  - resolved  & unresolved. 

The  Next  Five  Years  Defined 

Financial  and  Growth  Plan  for  next  five  years: 
Organization/Location/Personnel 
Products  and  Services  Defined 
Markets/Promotion  Plan 

Environmental  Factors 

Internal: 

a.  Financial  Status 

b.  Market  Strategies 

c.  Facilities  & System  (Capital  Expenditures) 

d.  Company  Organization/Staffing 

- facility  location  (s) 

- skills  & resources/staff 

- quality  of  work/training 

External: 

a.  INPUT  Current  Market  Position 

b.  INPUT  Market  Potential/Opportunities 

c.  Client  Characteristics 

• Current  & future  information 

• Client  planning  cycles/subscription  year 

d.  Competitive  Assessment 

- Competitors 

- Sales  (Lost  Business)  Analysis 

e.  Government  Regulations 

f.  Social  & Political  Factors  (Economy) 

Current  Issues  and  Strategies 

a.  What  kind  of  Company  do  we  want  to  be? 

b.  Growth  Rates/Goals 


December  21,1 990 


Policy  PLG220 


EXHIBIT  A 

(P-P  220) 
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STRATEGIC  PLAN  MEETING  AGENDA 

1 . Introduction 

o Review  Vision,  Mission,  Objectives  and  Operating  Principles 
o What  is  our  BHAG? 
o Objectives  of  meeting: 

■ Address  process  issues  necessary  for  us  to  achieve  our  vision 

■ $100  Million  Company,  how  do  we  get  there? 

■ Build  on  previous  meetings  and  work 

2.  Processes 

o Which  are  core? 

o What  do  we  have  to  do  to  make  world  class? 

3.  $100  Million  Company 

o What  does  it  look  like? 
o How  do  we  get  there? 
o What  is  the  time  line? 
o What  skill  sets  do  we  need? 
o Actions 

4.  Markets 

o Markets 

■ Current 

■ New 
o Products 

■ Current 

■ New 
o Customers 

o Competition 
o Processes 

■ Sales 

■ Operations 

■ Other 

o Resources  Required-  People,  Organization 
o Product  Summary  Forecast 
o Actions 

5.  Conclusion 
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EXHIBIT  A 

(P-P  220) 


Printed:  March  30,  2009 


Key  Initiatives  & Objectives 
Roadmap  for  2006  - 20 1 0 

■ Financial 

■ Organization 
Any  Special  Considerations 
Actions 
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One-Page  Strategic  Plan 


Organization  Name 

INPUT 

Your  Name 

Tim  Dowd 

Date 

1/15/2009 

Core  Valijes/Beliefs 

(Should/Shouldn’t) 


Purpose 

(Why) 


Targets  (3-5  yrs.) 

(Where) 


Goals  (1  yr.) 

(What) 


Yr  Ending 

12/31/09 

Revenues 

$25.4m 

Profit  -N.l. 

$ 1,356k 

Mkt  Cap 

$10m 

S & M Costs 

26% 

Cash 

$7.lm 

Sales 

$27. 1 m 

SubC.V. 

$25. 9m 

Rev/Emp. 

$142k 

Innovation  - Constantly 
innovate.  Innovate  or  Die. 
Nimbleness  - be  agile,  fast 
and  decisive 

People  — respect  and  grow 
people 

Understanding  knowledge  + 

action  = Success 

Trust  - Integrity  engenders 

Trust 


BE  the  leading  global 
provider  of  information 
solutions  that  HELP  buyers 
and  sellers  conduct  business 
to  CREATE  value  for  our 
members,  employees, 
partners  and  shareholders 

Actions 


Launch/  communicate 
expanded  analytical 
capabilities  - ‘Breaking 
Views’. 


Expand  coverage 
beyond  IT 


Build  out  marketing 
team. 


Develop  detailed  game 
plan  on  achieving 
foundational 
imperatives. 


Develop  reward 
program  for  speed  & 
nimbleness 


Check  boxes  above  after 
assigning  accountability 

BHAG 

The  essential  source*  for  information, 
intelligence,  and  insight  for  public  and 
private  sector  commerce. 

‘still  need  to  agree 


Future  Date 

12/31/201 1 

Revenues 

$45-50m 

Profit-N.E 

$8- 1 0m 

Mkt  Cap 

$100  m 

Sandbox 

Web-based  information  solutions 
for  public  sector  planning,  sales 
and  procurement  functions 

Key  Thrusts/Capabilities 


3 — 5 Year  Priorities 

1 

Establish  community  of 
750,000  visitors  (govt  & 
industry)  through  Open 
Web. 

2 

Establish  non- 
subscription revenue 
streams  of  $ 10m. 

3 

Expand  outside  of 
traditional  IT  to  other 
govt  purchased  services 

4 

Expand  geographic 
presence. 

5 

Establish  meaningful 
government  relationships 
and  brand. 

KPI/Overt  Benefit 

Contract  Value 
Renewal  Rate 
Web  Audience/Traffic 

Brand  Promise 

Knowledge  Now  - when  and 
where  you  want  it! 


Key  Initiatives 

Annual  Priorities 


1 

Achieve  CV  retention 
rate  of  74.9% 

2 

Implement  5 new  product 
offerings. 

Integrate  into  user 
workflow  through 
software. 

4 

Improve  sales 
productivity  by  1 5%. 

5 

Achieve  employee 
retention  rate  of  80% 

6 

1 or  2 Critical  #s 

Contract  Value 
CV  per  employee 


P OnePaoefstrateoirPlan  fYt  01  1 50Q  TPn  DOfX 


Copyright  © 2005  Gazelles  Publishing,  Inc.  V2.3  01/05 


INPUT 


rriiueu:  j/ju/zuuv 


One-Page  Strategic  Plan 


Opportunities  to  exceed  plan 


Threats  to  making  plan 


Printed:  3/30/2009 


1 

Ability  to  increase  sales  productivity 

2 

Economic  crisis  driving  down  renewal  rate  and  sales 

3 

Ability  to  execute  product  development/launch 

4 

Free  Information  (Google  / Government) 

5 

Inffastructure/resources  to  execute  plan 

1 

Expanded  coverage  (outside  technology) 

2 

Task  Order  Opportunities 

3 

Paid  Teaming 

4 

ICAP/Opportunity  Advisor 

5 

Actions  (Qtr) 

(How) 


Theme  (Qtr/Annual) 


Your  Accountability 

(Who/When) 


Qtr.# 

Q1  2009 

Revenues 

$5.9m 

Profit  -N.I. 

$1  lk 

Mkt  Cap 

$ 1 Om 

S&M  Costs 

$l.7m 

Cash 

$6.0m 

Sales 

$6. 2m 

CV 

$2  3 m 

Rev  / Emp. 

$ 1 39k  (annual) 

Prioritize  your  Rocks. 


1 or  2 Critical  #s 

New  Sales  & Upsell 
Renewal  rate 


Deadline 


3/30/09 


Measurable  Target/Critical  # 
Sales  of  $TBD 


Theme  Name 

Speed  and  Nimbleness 


Rocks 

Quarterly  Priorities 

1 

Staffing  (executives  IT,  ICAP  and 
PD)  Marketing  (Events,  PR,  Product 

TD/ 

MR 

2 

Launch  expanded  coverage  and 
Mobile. 

MR 

3 

Establish  Marketing  rhythm  from 
lead  gen  thru  closing 

TO 

MR 

KP 

r 

4 

Develop  IT  development  roadmap  to 
support  current  infrastructure  and 

TD- 

SVP 

Tech 

5 

Complete  ICAP 

TD 

Scoreboard  Design 

Describe  and/or  sketch  your 
design  in  this  space. 

TBD 


Celebration/Reward 

TBD 


Your  Quarterly  Priorities 


Due 


1 Accountability 

Wt£nT~^>Z— . AS  <CWIhE8  I 
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Rockefeller  Habits 

Checklist 


Name Company Date 

1)  Everyone  aligned  with  #1  thing  that  needs  to  be  accomplished  this  quarter  to  move  company  forward 

□ 5 priorities  (Rocks)  are  identified  and  ranked  for  the  quarter 

□ A Critical  Number  is  identified  and  aligns  with  the  #1  priority 

□ A Quarterly  Theme  is  established  that  brings  the  key  priority/Critical  Number  alive 

□ A scoreboard  for  the  Critical  Number  is  posted  and  Theme  announced 

□ All  employees  know  what  the  Celebration/Reward  will  be 

2)  Communication  rhythm  is  established.  Information  moves  through  organization  accurately  and  quickly 

□ All  employees  are  in  some  kind  of  a daily  and  weekly  huddle 

□ Huddles  cascade  from  senior  management  to  frontline  or  visa  versa 

3)  Every  facet  of  the  organization  has  a person  assigned  with  accountability  for  ensuring  goals  are  met 

□ Income  (P&L),  Cash  Flow,  & Balance  Sheet  statements  have  persons  assigned  to  each  line  item 

□ An  accountability  chart  has  been  created 

4)  Ongoing  employee  feedback  and  input  is  systematized  to  remove  obstacles  and  identify  opportunities 

□ Employee  hassles/ideas/suggestions/issues  are  being  collected  weekly 

□ There  is  a systematic  process  for  addressing  issues  and  opportunities 

□ Thank  You  cards  are  being  written  every  week  by  senior  management 

5)  Reporting  and  analysis  of  Customer  Feedback  data  is  as  frequent  and  accurate  as  financial  data 

□ All  employees  are  involved  in  collecting  customer  data 

□ There  is  a person  assigned  accountability  for  customer  feedback 

□ All  senior  leaders  communicate  with  at  least  one  customer  weekly 

6)  Core  ideologies  are  "alive"  in  the  organization 

□ Core  ideologies  are  discovered  and  defined 

□ Stories  are  being  shared  of  employees  who  represent  the  ideologies 

□ Core  ideologies  are  included  in  appraisal  and  recognition  processes 

7)  Clear  understanding  of  the  firm's  market  position  drives  strategic  planning  and  sales  and  marketing 

□ Brand  Promise  and  market  (Sandbox)  are  clearly  defined 

□ The  organization  is  aligned  around  5 key  strategies  (Thrusts/Capabilities)  for  growth 

8)  All  employees  can  report  at  any  time  what  their  productivity  is  and  how  it  compares  against  goals 

□ Smart  Numbers  (key  performance  indicators)  are  identified  for  the  organization 

□ Weekly  measures  for  each  individual/team  are  clearly  displayed  and  reviewed 

9)  A "situation  room"  is  established  for  the  weekly  executive  team  meeting 

a Smart  Numbers  and  Critical  Numbers  are  posted  bigger  than  life  with  goals  clearly  shown 

□ Data  is  presented  graphically  to  help  visualize  trends 

□ Core  ideologies,  priorities,  and  market  maps  posted 

10)  As  goes  the  Executive  Team  goes  the  rest  of  the  firm 

□ Team  members  understand  each  other's  differences,  priorities,  and  styles 

□ The  team  meets  offsite  every  few  months  for  strategic  thinking  and  renewal 

□ The  team  is  having  fun  together 
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PRACTICIES&  METHODOLOGIES 


SECTION:  Planning  POLICY  No:  P 110 

SUBJECT:  Planning  Cycle  & Development  DATE:  March  22,  2002 

TOPIC:  ANNUAL  & LONG-RANGE  PLAN  DEVELOPMENT 

AND  REVIEW  CYCLE 


Prepared  By:  Douglas  Strahan 


Approved  By: 


I.  POLICY 

The  INPUT  Plan  Development  and  Review  Cycle  is  set  out  below  in  Sections  A - E by 
Activity. 

Refer  to  Policy  PI00,  Exhibit  B,  Corporate  Calendar,  Activities  Schedule  for  details  of 
current  y ear's  meeting  and  activity  dates  where  available. 

II.  PRACTICE 


A. 


LONG-RANGE  PLAN  (1  - 5 Years) 


* January: 

* March: 

* April: 


LRP  Issues  Reviewed 
LRP  Format  Determined 

Preliminary  LRP  Meetings  (Managers) 

LRP  Meeting  (Executives  & Board) 


* May:  - LRP  Approved  (Board  Meeting) 


B.  NEXT  YEAR'S  ANNUAL  PLAN 


* December:  - Market  Research  Plan  for  Q 1 Prepared  & Approved 

* January/ 

February:  - Market  Research  Completed 

* March:  - Customer  Satisfaction  Plan  for  Q2  Prepared  & Approved 


* April, 

May  & 

June:  - Customer  Satisfaction  Surveys  Completed  Plan  (all  programs) 

* June:  - Professional  Staff  Meeting  (prepare  for  Annual  Plan) 


* July- 


Preliminary  Annual  Plan  Meeting  - Define  Objectives  & Strategies 
(Executives  & Board) 

Preliminary  Product  Plan  Meeting  (Managers  & Executives) 
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* August  - 

September:  - Product  Plans  Completed 

* October:  - Annual  Product  Plan  & Preliminary  Financial  Plan  Meeting  (Executive 

& Board) 

* November:  - Financial  Plan  & Preliminary  Budget  Meeting  (Executive  & Board) 


* December:  - Final  Annual  Plan.  Budget  and  Compensation  Plans  Approved 
(Executive  & Board) 


C.  QUARTERLY  REVIEWS  - CURRENT  QUARTER  & YEAR-TO-DATE  RESULTS 


* April: 


Review  First  Quarter's  Performance 

President  determines  whether  or  not  to  revise  Current  Year  Budget 


* July: 


Review  First  Half  Performance 

President  determines  whether  or  not  to  revise  Current  Year  Budget 


* October. 


Review  First  Three  Quarters'  Performance 

President  determines  whether  or  not  to  revise  Current  Year  Budget 


* January  . - Review  Previous  Year's  Performance 

D.  MONTHLY  REVIEWS  - CURRENT  MONTH  & YEAR-TO-DATE  RESULTS 


* Monthly:  - Review  Month/Y-T-D  Performance 

Review  next  month's  Plan 


E.  WEEKLY  REVIEWS  - CURRENT  WEEK  & MONTH-TO-DATE  RESULTS 


* Monday’s:  - Sales  Orders  Review 

Operations,  Marketing,  IT,  Administration  & Accounting  Status  Report 


III.  PROCEDURES 

The  CFO  is  responsible  for  leading  the  Planning  & Review  Cycle.  Each  INPUT  Executive, 
Manager  and  Staff  Member  is  expected  to  contribute  to  the  Planning  & Review  Process. 

IV.  RELATED  PRACTICES 

A.  Referenced  in  this  Practice:  (TBD) 

B.  Practices  that  reference  this  Practice:  (TBD) 


*** 
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INPUT  PRACTICES  & METHODOLOGIES 


SECTION: 

Corporate  Planning 

POLICY  No:  P220 

SUBJECT: 

Corporate  Planning  Meetings 

DATE:  June  26,  2001 

TOPIC: 

STRATEGIC  & LONG-RANGE  PLAN  MEETING  FORMAT 

Prepared  By: 

PEC 

Approved  By: 

1 POLICY 


A DESCRIPTION  & TIME 

A review  of  the  Strategic  and  Long  Range  Plan  for  each  INPUT  Unit  is  normally  prepared  and 
presented  each  year. 

The  Agenda  content  of  the  meeting  will  address  the  broader  issues,  for  the  the  unit  itself,  and  the 
programs  and  products  within  the  unit.  The  issues  may  change  from  meeting  to  meeting. 
However,  the  Agenda  will  typically  consist  of  two  parts: 

1 . A review  of  the  prior  Long  Range  Plan  vs.  current  position  for  the  Unit  and  each 
program/product  within  the  unit 

2.  The  unit's  and  each  program's  objectives  over  the  next  5 years,  to 
include: 

a.  New  directions  and  business  plans. 

b.  The  unit's  current  business  expanded  over  the  next  five  years. 

The  Schedule  is  normally  as  follows: 


Planning 

Meeting 

Activity 

January: 

Preliminary  Issues  defined 
(Market  Research  Plan  established) 

April: 

Format  Established 

(Customer  Satisfaction  Plan  established) 

June: 

Input  from  Professional  Staff  Meeting 

July: 

Final  Plan  presented  and  approved 

RESPONSIBILITIES 
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1 . Agenda 

It  is  the  responsibility  of  each  unit  senior  executive  to  prepare  an  Agenda  A guideline  of 
suggested  topics  is  described  in  attached  EXHIBIT  A 

2.  Records 

The  unit  executive  must  ensure  that  minutes  are  taken  of  the  meeting  to  include  any 
action  items  to  be  accomplished. 

The  Agenda  along  with  the  minutes  of  the  meeting  are  to  filed  in  the  Marketing  Files. 
Copies  are  distributed  to  the  unit's  executive  staff  and  to: 

The  President 

The  Vice  President  Finance  and  Administration  for  filing  in  the 
Corporate  Planning  Meeting  Files. 

The  Controller  — the  final  Long-Range  Financial  Plan  developed  for  the  unit  is 
consolidated  with  other  units'  plans  for  the  Consolidated  Long  Range  Financial 
Plan. 


C ATTENDEES 

Attendees  to  the  meeting  normally  include  the  President,  the  unit's  senior  executives  and 
managers,  and  may  include  corporate  and/or  other  staff  as  decided  by  the  executive  group  from 
time  to  time. 

STRATEGIC  & LONG-RANGE  PLANNING  MEETING 
AGENDA  OUTLINE 


1 . Review  of  Prior  Long  Range  Plan  vs.  Current  Position 

a.  Financial  Performance 

b.  Issues  raised  in  prior  meeting  - resolved  & unresolved. 

2.  The  Next  Five  Years  Defined 

Financial  and  Growth  Plan  for  next  five  years: 
Organization/Location/Personnel 
Products  and  Services  Defined 
Markets/Promotion  Plan 

3.  Environmental  Factors 
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Internal: 

a.  Financial  Status 

b.  Market  Strategies 

c.  Facilities  & Systems  (Capital  Expenditures) 

d.  Company  Organization/Staffing 

facility  location(s) 
skills  & resources/staff 
quality  of  work/training 


External: 

a.  INPUT  Current  Market  Position 

b.  INPUT  Market  Potential/Opportunities 

c Client  Characteristics 

Products  to  meet  clients'  needs 
. current  & future  information 
. client  planning  cycles/subscription  year 

d.  Competitive  Assessment 

Competitors 

Sales  (Lost  Business)  Analysis 

e.  Government  Regulations 

f.  Social  & Political  Factors  (Economy) 


4.  Current  Issues  and  Strategies 

a.  What  kind  of  Company  do  we  want  to  be? 

b.  Growth  Rates/Goals 

c.  Market  Segments  to  Specialize  In 

d.  Current  Programs,  Products  and  Services 

profitability 

client  interests  (market  research) 
strengths  & weaknesses 
strategies  to  grow  current  business 

leverage  from  current  programs  (data  bases,  modularization,  etc. 
custom  consulting 

e.  New  Programs  and  Products 

new  business  in  same/new  industry  areas 
client  interests  (market  research) 

f.  Report/Product  Characteristics 

format 
production 
depth  & focus 

survey  methods,  quality  and  size 
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g.  Method  of  Work 

focus  of  what  we  do 
skills  required 

h Customer  Support  Criteria 

i.  Distribution  Channels 

Sales  Organization 

Delivery  - Electronics  vs.  Paper 

j.  Pricing  Structure 

k.  Sales  Promotion  - Strategies  and  Methods 


5.  New  Challanges  and  Prospects 

Client  changes 
Competitive  changes 
Market  changes 
Product/Service  mix  changes 
Pricing/distribution  changes 
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INPUT  2004  Planning  Meeting  Agenda 
NOVEMBER  20  TO  24TH,  2004 


Attendees: 

Peter  Cunningham  (PAC) 

Pat  Cunningham  (PEC) 

David  Heinemann  (DH) 

Tom  Hewitt  (TH) 

Kevin  Plexico  (KMP) 

Doug  Strahan  (DSS) 

Karl  Grundy  (KG) 

Ken  Byrne  (KB) 

Tom  Sisti  (TS) 

Peggy  Padalino  (PP) 

THU RSDAY,  NOVEMBER  20 
1 5.00  n.ni.  - 6.00  n.m.  INTRODUCTION  (PAC) 

a.  Agenda 

b.  Meeting  Objectives 

c.  Review  Vision 

d.  Review  Previous  2004  Planning  Meetings 

7.00  n.m.  DINNER  - ALL  (INCLUDING  PARTNERS) 

FRIDAY.  NOVEMBER  21 

7,30  a.m.  TO  8.00  a.m.  BREAKFAST  BUFFET 

2.  8.00  a.m.-  10.15  a.m.  REVIEW  2003/IMPLICATIONS  FOR  LRP  & 2004  (DS) 

a.  Financial  Performance  (What  we  said  we  would  do  and  what  we  did) 

b.  Lessons  Learned 

c.  Employee  Satisfaction  Survey 

d.  Revision  of  Long  Term  Plan  & Business  Strategy 

10,15  a.m.  - 10.30  a.m.  BREAK 

3.  10.30  a.m. -12.00  n.m.  2004  ENVIRONMENT  (KP) 

a.  Ecosystem  Description 

b.  Competition 

c.  Changes  in  the  Business  and  the  Market 

d.  Key  Business  Issues  for  2004 

12.00  p.m.  - 1.00  n.m.  LUNCH 

4.  1.00  n.m.  - 2.45  p.m.  MDS  (KP/DS) 

a.  Business  Plan 

b.  Products  - > 

i.  Current 

ii.  Planned 

c.  Pricing 

d.  Sales 

i.  Organization  Structure 
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ii.  Staffing  Levels  by  Type  through  2004 

iii.  Quotas  and  Ramps  by  Type 

1.  Field 

2.  Telesales 

iv.  Direct/Web  Sales 

e.  Competition 

f.  Sales  Support  & Lead  Generation  Function 

g.  Training 

i.  Physical 

ii.  WebEx 

iii.  Automated 

h.  Software  Development  Needed 

i.  Organization 

j.  Staffing 

k.  Marketing 

l.  Schedule 

2.45  p.iii.  - 3.00  p.m.  BREAK 

5.  3.00  n.m.  - 5.00  n.ni.  MDS  CONTINUED  (KP/DS) 

6.30  p.m.  DINNER  - EXECUTIVES  ONLY 

SATURDAY.  NOVEMBER  22 

7.30  n.m.  - 8.00  a.m.  BREAKFAST 

6.  8.00  a.m.  - 8.45  a.m.  SOFTWARE  SOLUTIONS  PLAN  (KP/DS) 

a.  Business  Plan 

b.  Products 

c.  Pricing 

d.  Sales 

e.  Competition 

f.  Support 

g.  Software  Development  Needed 

h.  Organization 

i.  Staffing 

j.  Marketing 

k.  Schedule 

7.  8.45  a.m.  - 9.30  a.m.  INTERNATIONAL  (P AC/KG) 

a.  Country 

i.  UK 

ii.  Europe 

b.  Business  Plan 

c.  Products 

d.  Pricing 

e.  Sales 

f.  Competition 

g.  Software  Development  Needed 

h.  Organization 

i.  Staffing 

j.  Marketing 

k.  Schedule 
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8.  9.30  a.m.- 10.15  a.m.  INPUT  BUSINESS  DEVELOPMENT  PLAN  (DH) 

a.  Structure  of  Ecosystem 

b.  Targets 

c.  Timing 

d.  Resources  Needed 

10.15  a. ni.  - 10.30  a.m.  BREAK 

9.  10.30  a.m.  -11.15  a.m.  INPUT  ORGANIZATION  / STRUCTURE  (PAC) 

a.  Lines  of  Business 

b.  Functions 

c.  Executives 

10.  11.15  a.m.  - 12.00  n.ni.  REVISE  VISION  STATEMENT,  STAFF  COMMUNICATIONS  & 
FINANCIAL  COMMUNICATIONS  (PAC) 


12.00  p.m.  - 1.00  n.ni.  LUNCH 
AFTERNOON -OPEN 

7.00  n.m.  DINNER  WITH  PARTNERS 
SUNDAY,  NOVEMBER  23 

7,30  a.m.  - 8.00  a.m.  BREAKFAST 

11.  8.00  a.m.  - 9.00  a.m.  EVENTS  (PS) 

a.  Type  of  Event 

i.  Breakfasts 

ii.  Conferences 

iii.  Webinars 

iv.  Training 

v.  Other 

b.  Business  Plan 

c.  Products 

d.  Sales 

i.  Attendance 

ii.  Sponsorship 

e.  Competition 

f.  Support 

g.  Software  Development  Needed 

h.  Organization 

i.  Staffing 

j.  Marketing 

k.  Schedule 

12.  9.00  a.m. -10.15  a.m.  COMPETITION  (KP) 
10.15  a.m.  - 10.30  a.m.  BREAK 

13.  10.30  a.m. -12.00  n.m.  2004  PLAN  (DS) 

12.00  p.m.  - 1.15  n.m.  LUNCH 
AFTERNOON  & EVENING  - OPEN 
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MONDAY,  NOVEMBER  24 
7.30  a. m.  - 8.00  a.m.  BREAKFAST 

14.  8.00  a.m.  - 10.00  a.m.  2004  PLAN  (DS) 

10.00  a.m.  - 10.15  a.m.  BREAK 

1 5.  10.15a.m.  - 12.00  n.m.  REVIEW  ACTION  ITEMS  AND  SCHEDULES  (P AC) 

12.00  p.ni.  - 1.00  n.in.  LUNCH -close 
AFTERNOON -OPEN 
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Mission 


* 

mmut 

6[/uofo*+h  'l  be  be 

• qp  highly  profitahlo,  fact  growing 

and  a pleasure  to  work  with  and  for. 

• Provide 

-Integrated  information  and 
software 

-Through  the  Web/Internet 
-To  IT  vendors  and  buyers 
-In  the  Public  Sector. 


mman 

INPUT  Vision 


INPUT' 


mman  Strategy 

mmam 

• Develop  products  for  buyers  & vendors 

• Have  products  with  wide  use  in  customers 

• Use  Web/Internet  for  delivery 

• Emphasize  software  as: 

Market  & Opportunity 

-Business  (Product  Set) 
-Delivery  Mechanism 
-Customer  Tool 
-Productivity  Tool  for  INPUT 

8,25/2003  " Confidential  - INPUT 
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WSMMit  Our  Market 

■WB  Our  Value 

•Actionable  intelligence  for  PS 

• Public  Sector  Technology  markets: 

business  development 

-Long-term  complex  procurements 

• Continuous,  Web-based 

-Complex  buying  organizations 

information  updates 

-Dynamic  allocation  of  funding 

• Flexible,  easy-to-use  portal 

-Significant  partnering  opportunities 

• Personalized  information 

-Large  markets/business  opportunities 

• High  quality,  reliable  information 

-Public  Sector  IT  spending  exceeds 

at  very  reasonable  cost 

$150B  annually 

===============================  INPI  IT 

- ,N!’i  r'r — 11  Jl  UT  „ 
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WKU  US  Market,  2003 


Market 

# Co’s 

Market  $M 

Status 

IT  MDS 

16,000 

Non  IT  MDS 

Advisory 

Services 

Software 

Solutions 

Events 

• Total  US  Market  = $1.8  Billion  for 
identified  products  & services 
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BHf  The  INPUT  Value  Proposition 


The  Issue 

The  Impact 

1)  Missing  Sales 
Opportunities 

Top  Line  Sales  $$$$ 

2)  Sales  Cycle 
Management 

Bottom  Line  Savings  $$$ 

• Case  Example: 


-Dell  identified  $30  million  in  new 
opportunities  by  subscribing  to  our 
service. 


INPUT 


■Hfi  Business  Areas 


• Market  Development  Services 
•Advisory  Services 

• Software  Solutions 

• Events 
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Market  Development  Services 


• Data  base/software  products: 
-Business  Opportunities 
-Buyer  (Agency)  Profiles 
-Vendor  Profiles 
-Market  / Industry  Analysis 

• Initially  for  IT 
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■MM®  2003  Product  Initiatives 

Advisory  Services 

• Federal  Grants  - Higher  Education 

•Expert  data  driven  advice 

and  State  & Local 

• State  & Local  Vertical  Market 

-Strategic  Advisory  Services 

Analyses 

-Consulting  Services 

• Bid  Notification  - Federal  and  State 
& Local 

-Affiliate  Program:  Partnership 

• Federal  Aerospace  & Defense 

with  government  IT  experts 

Opportunities 

- - ■ — = IMPI  IT 

INPUT 
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■M®  Software  Solutions 

WMUMU  Events 

• Capture  Management  Software 

-Lead  Funnel  Management 

• Primarily  Monthly  breakfasts 

-Sales  Forecasting  & Reporting 

• Annual  conferences 

-Capture  Mgmt.  & Risk  Analysis 

• Education  & training  in  federal 

• Designed  for  complex  sales 

procurement  planned 

environment 

• On-line  training  planned 

• Integrated  with  market  intelligence  data 

= — . -=  |NP  IT' 

' ""==  NPUT 
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IMMf  INPUT  Near  Term  Opportunity 
Matrix 
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Competition  & INPUT 
Advantages 
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INPUT 


MMIK  Primary  Competition 


Drivers  of 
Success 

INPUT 

FedSources 

epipeline 

Onvia 

Web  User 
Interface 

Market 

Leader 

Average 

Average 

Average 

Breadth  of 
Info 

Fed  & S&L 
IT 

Fed  & S&L 
IT 

Fed  IT  & 
Non-IT 

S&L  IT  & 
Non-IT 

Quality  of 
Info 

Market 

Leader 

Not  as 
Current 

Not  as  Deep 

Not  as 
Deep 

Quantity  of 
Info 

2 X FSI 

% INPUT 

2 X INPUT 
(overstated) 

S&L 

Leader 

Sales  Mgt. 
Software 

Yes 

Not 

Available 

Not 

Available 

Not 

Available 

Advisory 

Limited 

Market 

Leader 

Not 

Available 

Not 

Available 

— — 1 IMPI  IT 
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M Wit  INPUT  Advantages 


• Web  Software  Interface 

• Depth  & Quality  of  Data 

• Multi-year  database  history 

• Proprietary  market  research  techniques 
& tools 

• Sales/marketing  strength 

• INPUT  Brand  Name 


INPUT 


mmau 

■■IB  INPUT  Organization  Chart 

Organization  & Method  of 

Work 

IMPI  IT 

==  , INPUT 

r. -5  2003  Confidential  - INPUT  1 1 29 

H252003  Confidential  - INPUT  1 — 1 

5 


mmMM 


Company  Ownership 


Key  Management 


• Privately  Held 

• No  Debt 

• Peter  & Pat  Cunningham  principal 
shareholders 

• Directors,  Employees  own  the 
balance 


• Peter  Cunningham,  President 

• Kevin  Plexico,  Exec.  VP 

• Doug  Strahan,  VP  Finance  and  Marketing 

• XXX,  VP  Sales 

• David  Heinemann,  Corp.  Development 

• Target  hires  next  6 months: 

-VP  Operations 

-VP  Product  Development 

-VP  Marketing 


INPUT 
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MM#  INPUT  Sales  and  Marketing 

■MWJif  INPUT  Organization 

• Sales 

-Rapidly  expanding  sales  forces 

• 15  to  95  people  in  three  years 

-Primarily  direct  and  telesales 

• Seasoned  management  team 

-Starting  Web  sales 

• Low  staff  turn  over 

• Marketing: 

-Events  build  awareness  and  leads 

• Capabilities  for  growth: 

-Targeted  email  campaigns 

-Experience 

-Started  radio  advertising 
-Strong  media  campaign 

-Skills 

-Knowledge 

:;====:  INPUT 

■ ---=  , INPUT 
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Financial 


H 25  200? 


Information  and 
Plans 


MDS  Revenue  Model 


• MDS  products  are  annual  subscriptions 

• Tiered  pricing  based  on  prospect  size 

• Customers  spend  $6K-$100K  annually 

• Average  customer  $20K  in  subscriptions 

• 80%  subscription  renewal  rate 

• Growth  driven  by: 

-New  customers 
-Customer  penetration 
-New  products 
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WMIt  Financial  Summary 


2002 

Actual 

2003 

Plan 

2004  Est. 

2005  Est. 

Sales  Orders 

$8.9  M 

$14  M 

$25  M 

$43.9  M 

Revenue 

$6.0 

$12 

$19.9 

$30.6 

Operating 

Expenses 

$6.5 

$13.0 

$19.9 

$28.5 

EBITDA 

<$0.5> 

<$0.7> 

$0.0 

$2.1 

EBITDA  % 
Revenue 

<8%> 

<6>% 

0% 

7% 

Operating 
Cash  Flow 

$2.1 

$3.4 

$6.0 

$9.3 

— 

INPUT 

[5/2003 

Coni 

lidcntial  • INPUT 

— 

2003  Objectives 


• Double  revenues 

• Continue  profit  growth 

• Strong  cash  position 

• Develop  software  business 

• Expand  the  business 

-More  products  in  existing  areas 
-More  areas 

-Penetrate  existing  customers 


fsi: 


WMU  Investment  Considerations 

• Opportunity  to  accelerate  growth  and 
profitability  by  acquiring  one  or  more 
competitors 

• Deals  may  require  $10M  to  $30M  in 
capital 

• Expected  Exit  in  3 to  5 years 

-Acquisition  by  Market  Research, 
Marketing  Service,  Information 
Service,  or  Sales  Software  firm 

-Initial  Public  Offering 


INPUT’ 


Conclusion 


INPUT 


■MMfff  Conclusion 

■Ml MXf  Conclusion 

• INPUT  offers: 

• INPUT  understands  better  than 

-Fast  growth  opportunity 

anyone  else: 

-Secure,  predictable  business 

-Excellent  financial  opportunity 

-The  market  opportunity 

-Security 

-The  products  required 
-The  risks  involved 

-Satisfaction  and  Enjoyment  (Fun) 

-Competition 

— INIDI  IT1 

— — IINPUTJ  4, 
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Conclusion 


WE  HAVE  A GREAT 
OPPORTUNITY 
TOGETHER! 

WE  ARE  THE  BEST 
SOLUTION! 


INPUT 


4J 


8 


INPUT 


INPUT 

Vision  Statement 


“INPUT  to  every  technology 
decision  - through  Web  content 

and  context!” 


April  4,  2002 
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INPUT  Vision  Statement 


April  12,  2002 


Vision 

The  market  leader  in  delivering  vital  information , analysis  and  software  to  optimize  sales, 
marketing,  planning  and  procurement,  INPUT  is  the  essential  resource  for  technology  sellers 
and  buyers  in  government  and  business. 

Objectives: 

Achieve  a $10  per  share  value  (based  on  10,000,000  shares)  by  2005. 

Return  value  to  shareholders  through  public  offering  or  other  means  by  2005. 

Mission: 

Be  highly  profitable,  fast  growing  and  a pleasure  to  work  with  and  for. 

Provide  integrated  information  (content)  and  software  (context)  through  the  Web/Intemet  to  IT 
vendors  and  buyers,  initially  in  Public  Sector. 

INPUT  products  and  services  enable  vendors  to  identify  and  manage  their  sales  opportunities. 
They  help  vendors  sell  the  right  product  to  the  right  buyer  at  the  right  time  and  enable  buyers  to 
buy  from  the  right  vendor  in  the  right  manner  at  the  right  price. 

INPUT  helps  buyers  buy  and  vendors  sell. 

Strategy: 

Provide  C&C  services  that  marry  information  and  software  on  a subscription  (recurring  revenue) 
basis. 

Initially  focus  on  the  sales  and  marketing  organizations  of  IT  systems,  software  and  services 
vendors  in  the  public  sector: 

• US  Federal  Government  ($50  Billion  per  year,  excluding  weapons  and  intelligence  systems) 

• US  State  & Local  Government  ($55  Billion  per  year) 

Expand  to  cover  other  products  and  services: 

• Weapons  systems  (including  C^I) 

• Operations  & Maintenance  contracts 

• R&D 

Expand  to  cover  other  industries  with  similar  sales  and  procurement  processes 

• Regional  transportation  authorities  (airports,  ports,  metro  transportation  units,  etc.) 

• Health  care  facilities,  etc. 

• Utilities 

Expand  to  provide  products  and  services  that  assist  buyers  in  the  same  areas  that  INPUT  assists 
vendors. 
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Provide  products  and  services  that  have  wide  use  in  clients  and  are  used  on  a continuous  basis. 

Capture  the  external  access  of  users;  where  necessary  integrate  with  the  internal  access  system. 

Provide  all  products  and  services  through  the  Internet  and  standard  Web  processes.  Use  a 
standard  delivery  mechanism  (dashboard/portal)  for  access. 

Emphasize  advanced  software  tools  and  techniques  to  keep  clients  able  to  take  advantage  of 
features  and  functions  that  improve  their  productivity  and  success. 

Emphasize  recurring  revenue  streams  such  as  subscription  services  and  databases. 

Strategic  Initiatives: 

• Extend  the  successful  content/context  model  into  different  public  sector  (vertical)  markets 

• Introduce  and  develop  new  Federal  government  products 

• Continue  to  grow  State  & Local  government  business  segment  aggressively  to  be  as 
large/significant  as  Federal  business 

• Enter  Transportation  Authority  sector  in  2002  and  add  at  least  two  others  in  2003 

• Develop  the  Sales  Force  Automation  tool  into  a set  of  software  and  hosted  products 

• Grow  the  commercial  market  in  parallel  fashion  to  PS 

• Enter  into  the  buyer  marketplace 

• Reenter  the  international  market 

Tactics: 

Focus  initially  on  identifying  and  tracking  business  opportunities  to  support  business 
development  and  sales.  Develop  products  around  that  core  that  have  separate  but  allied  markets 
and  sales  processes.  Such  a set  of  information  products  is: 

• Opportunities  (Leads) 

• Contacts  (At  various  levels  from  executive  to  contracting  officer) 

• Contracts  (Status,  case  studies,  customer  satisfaction  etc.) 

• Buyer  information  (Description  and  profile  information,  including  budgets) 

• Vendor  information  ((Description  and  profile  information,  partnering  relationships  and 
interests,  etc.) 

• Technology  trends  and  forecasts 

Provide  personalization  software  and  service  to  enable  as  many  staff  and  functions  to  use  an 
INPUT  product. 

Provide  management  and  analysis  tools  (software)  and  reports  for  each  area. 

Research,  analyze  and  forecast  the  IT  industry  to  advise  clients: 

• Buyers  - what  to  do,  why,  when,  how  and  with  whom? 

• Vendors  - what  to  offer,  to  whom,  how  and  when? 

Put  buyers  and  vendors  together  for  specific  decisions: 
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• Provide  qualified  leads  to  vendors  for  sales. 

• Provide  objective  data  on  qualified  vendors  to  buyers. 

Key  Strengths: 

Technology:  software  and  application  services;  easy-to-use  Web/software  interfaces;  all  services 
and  products  developed  and  delivered  via  the  Web;  comprehensive,  relational  database;  wireless 
interface;  fast  and  intuitive  access,  reliable  hosting  operations;  continual  investment  in 
technology 

People:  top  quality  staff;  knowledgeable,  well-trained  and  enthusiastic;  in  ALL  functions. 

Quality:  high  standards  and  defined  methodologies,  consistently  applied  and  constantly 
reinforced,  objectives  are  the  most  valuable  content,  the  highest  quality  and  easiest  to  use 
services  and  products  leading  to  high  renewal  rates  and  customer  satisfaction  levels 

Customer  Orientation:  trained  and  dedicated  customer  support  staff;  truly  personalized, 
customizable  products,  company  commitment  to  customer  service 

Product  set:  content  and  context”;  integrated  software,  information  and  analysis  in  proven 
tactical  and  strategic  products  and  services  for  government  and  business. 

Innovation:  set  and  continue  to  raise  industry  standards,  constant  improvement. 

Management  Principles 

Operate  as  one  company  - be  global. 

Service  local  communities  appropriately  - act  local. 

Be  consistent  in  process,  style  and  culture. 

Have  the  highest  personal  and  corporate  integrity. 

Be  fast  moving  and  decisive. 

Build  on  the  network  (Internet)  as  the  primary  form  of  internal  and  external  communications. 
Act  as  a well-organized  team;  efficient,  motivated  and  effective 

Management  Processes 
Plan 

Analyze  and  prioritize  prospects’  wants,  needs  and  buyer  values. 

Constantly  expand  scope  of  existing  services  plus  add  new  ones  for  the  same  customer  set. 
Develop  strategy/business  plans  for  products  based  on  research. 

Organize 

Hire  excellent  people,  who  are  aggressive,  motivated  team  players  with  upside  potential. 

Have  a flat  and  lean  organizational  structure. 

Use  external  and  internal  resources  efficiently  and  effectively  - manage  time  like  a treasure. 
Grow  our  own  expertise  wherever  possible;  provide  the  training  to  ensure  success. 

Develop  and  use  best  of  breed  processes  - put  excellent  quality  in  at  every  step. 

Use  knowledge  and  competence  capture  processes  to  build  an  unequaled  Knowledge  Base. 

Communicate 
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Involve  prospects/ customers  in  all  stages  of  product  development  and  implementation. 
Communicate  quickly,  pleasantly  and  efficiently  internally  and  externally. 

Pro-actively  communicate  with  the  media  - be  an  authoritative  source. 

Ensure  all  information  in  the  company  is  pooled  and  accessible  - use  the  Intranet. 

Have  open  and  organized  internal  communications  - share  financial  and  performance  data. 

Control 

Constantly  evaluate  performance  against  prospect  expectations/customer  needs. 

Evaluate  staff  performance  against  company  and  customer  standards. 

Focus  on  processes  and  systems  that  add  value.  Compare  company  performance  againsl  peers 
and  competitors. 

People  Principles 

Adhere  to  the  highest  standards  of  business  and  personal  ethics: 

Be  truthful  and  honest  in  all  business  and  personal  relationships. 

Use  information,  software  and  other  products  and  services  legitimately  and  ethically. 
Generate  data,  analyses,  and  recommendations  conscientiously  and  objectively. 

Respect  the  individual: 

Evaluate  performance  objectively  and  fairly  for  the  individual  and  the  company. 
Operate  excellent  and  fair  compensation  and  incentive  plans. 

Encourage  INPUT  people  to  grow  personally  and  professionally. 

Resolve  conflicts  fairly  and  swiftly. 

Always  treat  the  individual  with  courtesy  and  respect. 

Be  a team. 

Ensure  excellent  and  open  communications. 

Reward  team  efforts. 

Include  everyone  in  the  process  of  developing  the  company  and  the  benefits  of  success. 
Constantly  improve  the  team  by  hiring  and  developing  excellent  performers  and 
eliminating  poor  performers. 

Encourage  growth  and  innovation: 

Reward  individuals/groups  who  innovate  and  try  to  innovate  in  an  organized  manner. 
Constantly  try  new  approaches. 

Produce  the  highest  possible  quality  in  products  and  services. 

Put  quality  in  at  the  front  end  and  throughout  every  process. 

Measure  quality  at  every  stage  of  a process  and  ultimately  by  customers'  satisfaction. 
Involve  everyone  in  constant  quality  improvement. 

Commit  to  success. 

Aim  for  100%  renewal  and/or  repetition  rate. 

Encourage  individual  success. 

Promote  the  success  of  the  company  and  its  people. 
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Be  aggressive  in  Marketing  and  Image.  Fight  for  every  sale:  never  accept  a loss. 


Expansion  Paths  for  C&C  Services 
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“Before  you  decide  - use  an  INPUT  Guide ” 
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INPUT  Vision  Statement 


December  3.  2001 


INPUT  is  an  IT  marketing  services  company,  providing  promotion  and  market  research  services 

to  major  IT  vendors. 


Vision 


“ Premier  resource  to  support  Information  Technology  (IT)  decisions , particularly 

related  to  electronic  business.  ” 


Objectives: 

Achieve  a $80  per  share  value  by  2001 . 

Return  value  to  shareholders  through  public  offering  or  other  means  by  200 1 . 
Mission: 


Be  highly  profitable,  fast  growing  and  a pleasure  to  work  with  and  for. 

Simplify  the  IT  systems,  software  and  services  planning,  buying  and  selling  decision  processes. 

Strategy: 

Focus  on  marketing  budgets  of  a few,  very  large  IT  vendors.  Target  by  2001 : 

• 1 0 companies  at  $5  million  per  year  revenues  to  INPUT 

• 1 00  companies  at  $ 1 million  per  year  revenues  to  INPUT 

Provide  useful  information  and  client  marketing  messages  to  IT  buyers  via  the  Internet. 
Emphasize  recurring  revenue  streams  such  as  subscription  services  and  databases. 

Tactics: 


Transmit  vendor  client  messages  through  INPUT  Buyer’s  Guides  that  are  distributed  widely  to 
targeted  audiences  through  the  Web  and  print  media. 

Produce  INPUT  Industry  Guides  that  enable  clients  to  plan  effectively. 

Research,  analyze  and  forecast  the  IT  industry  to  advise  clients: 

• Buyers  - what  to  do,  why,  when,  how  and  with  whom? 

• Vendors  - what  to  offer,  to  whom,  how  and  when? 

Put  buyers  and  vendors  together  for  specific  decisions: 

• Provide  qualified  leads  to  vendors  for  sales. 

• Provide  objective  data  on  qualified  vendors  to  buyers. 
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INPUT  Vision  Statement 


December  3,  2001 


Management  Principles 

Operate  as  one  company  - be  global. 

Service  local  communities  appropriately  - act  local. 

Be  consistent  in  process,  style  and  culture. 

Have  the  highest  personal  and  corporate  integrity. 

Be  fast  moving  and  decisive. 

Build  on  the  network  (Internet)  as  the  primary  form  of  internal  and  external  communications. 

Act  as  a well-organized  team;  efficient,  motivated  and  effective 

Management  Processes 
Plan 

Analyze  and  prioritize  prospects’  wants,  needs  and  buyer  values. 

Constantly  expand  scope  of  existing  services  plus  add  new  ones  for  the  same  customer  set. 
Develop  strategy/business  plans  for  products  based  on  research. 

Organize 

Hire  excellent  people,  who  are  aggressive,  motivated  team  players. 

Have  a flat  and  lean  organizational  structure. 

Use  external  and  internal  resources  efficiently  and  effectively  - manage  time  like  a treasure. 

Grow  our  own  expertise  wherever  possible;  provide  the  training  to  ensure  success. 

Develop  and  use  best  of  breed  processes  - put  excellent  quality  in  at  every  step. 

Use  knowledge  and  competence  capture  processes  to  build  an  unequaled  Knowledge  Base. 

Communicate 

Involve  prospects/customers  in  all  stages  of  product  development  and  implementation. 
Communicate  quickly,  pleasantly  and  efficiently  internally  and  externally. 

Pro-actively  communicate  with  the  media  - be  an  authoritative  source. 

Ensure  all  information  in  the  company  is  pooled  and  accessible  - use  the  Intranet. 

Have  open  and  organized  internal  communications  - share  financial  and  performance  data. 

Control 

Constantly  evaluate  performance  against  prospect  expectations/customer  needs. 

Evaluate  staff  performance  against  company  and  customer  standards. 

Focus  on  processes  and  systems  that  add  value.  Compare  company  performance  against  peers  and 
competitors. 
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People  Principles 

Adhere  to  the  highest  standards  of  business  and  personal  ethics: 

Be  truthful  and  honest  in  all  business  and  personal  relationships. 

Use  information,  software  and  other  products  and  services  legitimately  and  ethically. 
Generate  data,  analyses,  and  recommendations  conscientiously  and  objectively. 

Respect  the  individual: 

Evaluate  performance  objectively  and  fairly  for  the  individual  and  the  company. 
Operate  excellent  and  fair  compensation  and  incentive  plans. 

Encourage  INPUT  people  to  grow  personally  and  professionally. 

Resolve  conflicts  fairly  and  swiftly. 

Always  treat  the  individual  with  courtesy  and  respect. 

Be  a team. 

Ensure  excellent  and  open  communications. 

Reward  team  efforts. 

Include  everyone  in  the  process  of  developing  the  company  and  the  benefits  of  success. 

Constantly  improve  the  team  by  hiring  and  developing  excellent  performers  and 
eliminating  poor  performers. 

Encourage  growth  and  innovation: 

Reward  individuals/groups  who  innovate  and  try  to  innovate  in  an  organized  manner. 
Constantly  try  new  approaches. 

Produce  the  highest  possible  quality  in  products  and  services. 

Put  quality  in  at  the  front  end  and  throughout  every  process. 

Measure  quality  at  every  stage  of  a process  and  ultimately  by  customers'  satisfaction. 
Involve  everyone  in  constant  quality  improvement. 

Commit  to  success. 

Aim  for  1 00%  renewal  and/or  repetition  rate. 

Encourage  individual  success  through  participation  in  external  events. 

Promote  the  success  of  the  company  and  its  people. 

Fight  for  every  sale:  never  accept  a loss. 

Be  aggressive  in  Marketing  and  Image. 


H 100 A INPUT  Vision  07-98 


Page  4 of  4 


Confidential  — 


INPUT 


INPUT  Government  Services 


10/29/00 


WMF  Target  Market 

•US  Federal  Government 
-Annual  IT  Procurements 
o$40  Billion  - 2000 
o$60  Billion  - 2005 
-Annual  IT  Expenditures 
■=>$50  Billion  - 2000 
o$70  Billion  - 2005 
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Target  Market 


•US  State  & Local  Government 
-Annual  IT  Procurements 
=>$70  Billion  - 2000 
■=>$1 35  Billion  - 2005 
-Annual  IT  Expenditures 
o$90  Billion  - 2000 
■=>$160  Billion  -2005 
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Target  Market 

•International  Government 
-Annual  IT  Procurements 
<=>$185  Billion  - 2000 
■=>$320  Billion  - 2005 
-Annual  IT  Expenditures 
■=>$280  Billion -2000 
■=>$440  Billion  - 2005 
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INPUT  - MINUTES  OF  PLANNING  MEETING 

December  14,  2005 


ATTENDEES:  Peter  Cunningham  (PAC),  Chair,  Tom  Hewitt  (TH),  Jed  Laird  (JL),  Wayne  Adams 
(WA),  Alan  Balutis  (AB),  David  Heinemann  (DH),  Kevin  Plexico  (KP)  and  Doug  Strahan  (DS). 

ACTION  ITEMS  / NOTES: 


Sales  & Member  Services: 

1 . Renewal  goals  — aspirational  goals  vs.  budget  goals.  Need  to  have  a conversation  about  what  the 
goals  should  be  and  how  to  get  there.  (All  TBD  in  2006) 

2.  Add  2005  comparisons  by  month  to  Sales  Orders  Report  Al.  Add  renewal  base.  Add  renewal 
rates.  (DS) 

Information  Services: 

3.  Software  - eliminate  as  separate  line  of  business  for  reporting  purposes  and  include  with  Info 
Services.  (DS) 

4.  Teaming  - hot  area.  Continue  to  exploit.  What  else  can  we  do?  (peer-to-peer)  (KP) 

5.  Contact  data  - look  for  opportunities  for  data  outside  our  existing  customer  base?  (KP) 

6.  Vertical  blogs  - for  S&L?  Federal?  (KP) 

7.  S&L  Vertical  profiles  - package  with  the  market  analysis.  (KP) 

8.  Prepare  analysis  of  cost  increase  in  “Cost  of  Services”  from  2005  to  2006.  Send  to  JL  and  TH 
(DS) 

INPUT  Executive  Program:  (AB) 

9.  One  program  should  not  serve  both  vendors  and  government  executives.  They  should  they  be 
split.  Only  one  representative  per  company. 

10.  Membership  value  20-25%  from  the  meetings.  The  rest  of  the  value  comes  from  the  research. 

1 1 . Four  or  five  topics  (one  per  quarter)  are  selected  at  the  beginning  of  the  year  and  worked  on 
through  out  the  year.  Agenda  set  by  “elite”  members  of  the  group.  Research  agenda:  best 
practices  of  what? 

12.  Cost  structure  is  predominantly  people  doing  the  research. 

13.  Meetings  are  80  to  150  people  vs.  roundtable  of  about  20-30  individuals.  Need  to  decide  format 
(in  the  future). 

14.  Research  is  the  key... must  be  “original  research”. 

15.  Best  practices  IT  vending  to  government... help  you  manage  your  business  better. 

16.  Target  Sr.  VP  Sales  or  Marketing  (and  in  smaller  company  the  President).  Must  target  a specific 
function. 

1 7.  Identify  the  top  8-12  issues  that  need  research. 

18.  De-emphasize  networking  and  meetings. 

19.  Program  Research  will  not  be  repurposed... it  remains  exclusive  to  the  participants. 

20.  Need  to  revise  collateral  and  schedule. 

21 . Price  point  should  be  $50k 

Market  Analysis:  (AB) 

22.  Bruce  Brody  - 90  day  program.  Train  on  proposal  development  and  sales  training.  Research 
training.  Need  to  manage  time. 

23.  Market  Analysis  - need  to  fix  the  product  schedules.  Take  out  the  “fluff’.  Focus  time  in 
deliverables,  research. 
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Consulting: 

24.  Revise  consulting  orders  plan  to  adjust  for  ICG  and  Info  Sec  consulting.  (AB/DS/DH) 

25.  ICG  - 5 consultants  now,  increase  to  8 consultants.  Need  to  refine  orders  plan  to  match  ramp  up 
in  the  consultants.  Need  to  have  a target  / a plan  for  each  person  that  specifies  what  they  are 
going  to  do  (type  of  projects,  frequency,  dollar  amount  and  target  client)  (AB) 


Events: 

26.  N/A 

Business  Development: 

27.  3rd  party  resellers  - we  must  control  delivery  of  the  product  (DH) 

General  & Administrative: 

28.  N/A 

Financial  Plan: 

29.  Plan  goal  - after  $2M  bonus.  Would  like  $1M  (All) 

a.  Product  development  costs  / ROI? 

b.  20-25%  EBIT  with  25%  growth. 

c.  Can’t  continue  to  defer  earnings  / need  mindset  - commitment  to  profitability. 

30.  EBITDA  vs.  EBIT.  Report  both?  Follow-up  with  PAC  (DS) 

3 1 . Provide  P&L  by  Month. 

Sales  & Member  Services  Plan: 

32.  Presidents  club  - need  to  set  qualification  goal.  (WA) 

33.  Compensation  changes  - effective  1/1,  Is'  pay  1/31  (WA/DS) 

34.  Contests  - not  too  many,  not  to  big  of  $ amount,  don’t  make  repetitive.  (WA) 

a.  Teaming? 

b.  lsl  Half  Performance 


*** 
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INPUT  Strategic  Plan  2006 

DRAFT 


December  7,  2005 


CONFIDENTIAL  & PROPRIETARY 

This  document  is  for  internal  company  use  only  and  must  not, 
under  any  circumstances  be  copied  or  reproduced  by  any  means,  or 
released  or  disclosed  to  any  person  not  a regular  employee  of 
INPUT.  It  must  be  returned  to  INPUT  upon  termination  or 
separation  from  INPUT. 


www.input.com 
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INPUT,  based  in  Reston,  VA  is  a leading  provider  of  Web-based  business  intelligence  services  to 
organizations  seeking  to  do  business  with  the  government.  INPUT’S  growth  to  date  is  based  on 
previding  aetionable  business  intelligence-services  to  IT  venders;  particularly  systems 
integrators,  hardware  and  software  companies,  professional  services  companies  and 
consultancies,  to  improve  the  effectiveness  and  efficiency  of  their  business  development/sales 
effort  focusing  on  the  US  federal  government  and  state  and  local  government  markets.  These 
services  address  the  strategic  planning,  account  planning  and  individual  opportunity 
identification  needs  of  these  organizations. 
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INPUT’S  growth  over  the  next  four  years  will  be  accomplished  by  a multi-pronged  strategy: 
o Deeper  penetration  and  expansion  of  INPUT’S  existing  member  base  of  approximately 
1,100  companies,  primarily  concentrated  in  the  IT  vendor  community, -through  up-sell  of 
existing  products  to  existing  members,  introduction  of  new  products  and  expansion  of  the 
member  network. 

o Development  of  new  services  that  will  enhance  the  INPUT  Network,  the  community  of 
INPUT  users. 

o Development  of  new  products  to  reach  vendors  attacking  non-IT  verticals  in  the 
government  markets. 

o Development  of  tools  and  services  to  enable  government  entities  to  procure  products  and 
services  more  efficiently  and  effectively, 
o Expansion  to  geographies  outside  of  the  United  States. 

^ a—  ^ ^ -j. 

Sales  and  marketing  efforts  to  date  have  primarily  been  driven  by  direct  sales,  both  in  person  and 
via  telephone  and  Webex.  Our  objectives  in  the  sales  and  marketing  arena  are  to  achieve  growth 
objectives  while  driving  greater  efficiency  and  productivity,  and  thus  lower  sales  and  marketing 
expenses  as  a percentage  of  revenue.  INPUT  will  augment  this  effort  with: 

o Development  of  channel  sales  opportunities  through  strategic  accounts,  mentor/protege 
programs  and  other  affinity  sales  opportunities 
o Web-based  sales  efforts 

o —Additional  training  and  tools  for  sales  and  sales  management  to  improve  productivity. 

7 

INPUT  formed  its  member  services  organization  in  2005  to  consolidate  member  support,  provide 
more  proactive  service  and  improve  INPUT’S  subscription  renewal  rate.  INPUT  will  be 
deploying  well-defined  programs  for  member  organizations  i»-2006  to  insure  optimal 
use/effectiveness  of  INPUT’S  services  yielding  higher  renewal  rates. 
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By  attacking  new  markets  and  promoting  organizational  efficiency,  INPUT  expects  to  achieve 
the  growth  and  profit  levels  that  will  enable  INPUT  to  attract  top  management  talent,  continue 
innovation  and  improve  products  and  services,  to  have  the  flexibility  to  acquire  complementary 
business  and  pursue  liquidity  or  capital  resources  at  attractive  valuations.  The  table  below 
summarizes  the  historical  and  expected  revenue  and  income  growth  path  for  INPUT. 
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$ in  OOO's 

2003  Act 

2004  Act 

2005  Fcst 

2006  Plan 

2007  Est 

2008  Est 

2009  Est 

Revenue 

$ 10,462 

$ 16,596 

$ 20,422 

$ 25,148 

$3f§00 

aOo 

$ 39,850 

$ 49,788 

hi,  P®''5 

EBIT  T, 

$(511) 

-4.9% 

$(1,436) 

-8.7% 

$731 

3.6% 

$ 115  • • 

0.5% 

$ 2,233 
7.0% 

$5,181 

13.0% 

$ 9,460 

19.0% 

1 <))  (flrO 

Net  Income 

$(511) 

$ (1,212) 

$835 

$251 

$ 2,393 

$ 3,228 

$ 5,825 

-4.9% 

-7.3% 

4.1% 

1 .0% 

7.5% 

8.1% 

1 1 .7% 

The  purpose  of  this  document  is  to  outline  INPUT’S  fundamental  strategies  and  highlight  actions 

that  will  be  taken  to  realize  its  goals. 
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Market  Opportunity 

INPUT’S  long-term  strategy  is  to  enable  buyers  and  sellers  in  the  business-to-govemment  market 
to  make  better  buying  decisions  and  deploy  vendor  resources  efficiently.  INPUT  accomplishes 
this  by  providing  web-based'information  services  and  software  to  create  a network  of  members 
qf  the  business-government  community  (The  INPUT  Network).  This  information  is  augmented 
by  consulting  to  solve  particular  business  issues  and  events  to  promote  the  development  of  the 
buyer-seller  community. 


Market  Overview 


Today  INPUT  addresses  the  market  intelligence  needs  of  IT  vendors  selling  into  the  federal, 
state  and  local  government  markets  and  AEC  (Architecture,  Engineering  and  Construction) 
vendors  selling  into  the  federal  government  market.  In  particular  the  target  customer  for 
INPUT’S  services  are  the  sales,  business  development,  marketing,  market  research  and  business 
capture  functions  within  target  vendor  companies. 


Our  members  range  from  the  largest  systems  integrators  and  IT  product  vendors  such  as 
Lockheed  Martin,  Northrop  Grumman,  Microsoft,  Oracle  and  IBM  to  many  small  (<$5  million) 
minority-owned  IT  subcontractors  and  small  emerging  venture  capital  backed  IT  startup 
organizations.  Our  membership  is  nearly  equally  divided  among  large  (>$500  million)  vendors, 
mid-sized  ($20  million  - $500  million)  vendors  and  small  companies  (<  $20  million).  In  the  IT 
vendor  market,  our  most  significant  member-base  expansion  opportunities  are: 

Capture  additional  members  that  are  just  entering  the  government  market  or  that  generate 
a small  portion  of  their  revenue  from  government  sales  and 

Further  penetration  of  the  large  number  of  IT  vendors  that  are  less  than  $10  million  in 
revenue  that  sell  to  the  government. 

Address  vendors  that  sell  predominantly  to  the  state  and  local  market. 


INPUT’S  growth  strategy  is  to: 

o Penetrate  current  member  accounts  with  additional  current  INPUT  products  and  services 
o Expand  INPUT’S  member  base  in  the  IT  vendor  sector 

o Create  additional  products/services  for  functional  areas  within  the  member  base  not 
currently  addressed  by  INPUT. 

o Expand  into  new  business/govemment  vertical  markets  such  as  operations/maintenance, 
aerospace/ defen  se 

o Expand  into  new  geographic  regions  outside  of  the  United  States 


f' 
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The  diagram  on  the  next  page  represents  the  various  growth  vectors  that  INPUT  may  pursue  in 
growing  its  market  coverage  and  product  lines  over  the  next  four  years. 
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Expansion  Paths  for  Services 
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The  table  below  indicates  the  size  of  the  market  opportunity  in  the  sectors  INPUT  addresses 
today,  the  addressable  market  in  each  sector  and  the  realized  market  size  based  on  our  estimated 
revenue  of  our  competitors  in  each  of  the  market  sectors  in  which  we  compete  currently. 


INPUT  Market  Sizing  -W 


? £ ennGrJ  , 

9 


Business  Line 

X 

" if 

Market 

Opportunity 

INPUT 

Addressable 

Market 

INPUT 

Revenue- 

INPUT 
Market 
Share  v. 

current 

. 

t I 

addressable 

Federal  - Vendor 

S229M 

$1 12M 

$I4M 

13% 

Lead.  Info 

Deleted:  Data  and 

Federal  - Analysis 

S286M 

$16M 

$1M 

6% 

S&L  -HVendor 

S151M 

$32M 

S2.5M 

8% 

Lead  Info  . *X 

Deleted:  Data  and 

S&L  -^Analysis 

S152M 

$12M 

S0.2M 

2% 

AEC  - Vendor 

$140M 

$31M 

SOM 

0% 

Leac^ 

Deleted:  Data  and  Info 

Total  l^dlliUdsi: 

$958 

$203 

$17.7 

9% 

Consulting 

$171M 

$61 M 

$1M 

<1% 

Events 

$16M 

$5M 

$1M 

20% 

Software 

$89M 

$47  M 

S0.2M 

0% 

TOTAL 

$1,294M 

$332M 

$20M 

6% 

| Jn  2006  we  will  be  focusing  on  several  new  market/productjopportunities: 

o How  can  INPUT  create  a business  in  training^n'deducation  for  its  member  base? 
o How  can  we  use  user  generated  contgrrUto  make  the  INPUT  Network  more  robust, 
increase  page  views/usage  and,,gcfnerate  sponsorship  opportunities? 
o What  web-based  softwareTbols  do  members  need  to  improve/augment  utilization  of 
INPUT’S  productscjesfrecially  in  the  mobile  computing  environment? 
o How  does  INPUT  use  search  technologies  to  collect  and  present  information  that  will 
position  INPtJT  as  the  “Authority  on  Government  Spending”  and  create  additional 
revenue  opportunities  for  INPUT? 


,So  what  are  you  going  to  do  in  2007,  2008,  etc? 


fc7)D  ftSfl&CT  h ,*YIVL 


'IxXO  C, 


Too  *1 


RPT  INPUT  Strategic  Plan  (2)  120705  PAC.docPage  7 of  24 


Confidential  - INPUT 


Deleted:  i| 

1 


Deleted:  1 


Deleted:  RPT  - INPUT  Strategic  Plan 
j 2006  102605  DH.doc 


L 


Printed:  Dec  7,  2005 


Products  and  Services 


( to 


/ 


Overall  Product  Strategy 


{oO 

0.^  ' 

9 

INPUT’S  products  are-designed  4©  provide  business  intelligence  to  organizations  that  want  to 
more  effectively  and  efficiently  win  business  with  federal,  state  and  local  governments.  INPUT 
provides  this  business  intelligence  through  a combination  of  web-based  information  services, 
software,  consulting  and  events  that  enable  INPUT  members  to  pursue  contract  and  teaming 
opportunities.  With  an  initial  concentration  in  IT  related  government  requirements  anc 
INPUT  broadened  its  reach  to  additional  vertical  markets  including  architecture,  engineering  and 
construction  in  2005  and  additional  vertical  markets  in  2006  and  beyond. 

^ r^L-V- 

Our  information  service  products  are  designed  to  deliver  actionable  content  along  with  web- 
based  software  tools  for  personalization  and  filtering  of  the  content.  In  addition,  INPUT  analyses 
this  data  to  enable  members  to  quickly  grasp  the  implications  of  budgets,  government  technology 
procurement  and  business  trends.  Members  also  use  the  interactive  components  of  our  products 
to  identify  and  secure  teaming  partners  creating  a virtual  business  community  among  our  30,000 
members. 


/WlC 


INPUT’S  consulting  products  enable  the  development  of  customized  market  assessments, 
strategic  planning,  competitive  assessments  and  development  of  win  themes. 

Our  events  focus  on  topics  and  issues  within  the  government  market  and  provide  an  opportunity 
for  building  relationships  among  our  member  base  and  with  representatives  from  government 
and  for  learning  about  new  initiatives  in  government. 


J KaY  prv 


\jsV 


Information  Services 


L 


Our  Information  Services  for  federal,  state  and  local  government  vendors  provides  tactical 
actionable  information  to  enable  more  effective,  sales  planning,  customer  intelligence, 
competitor  intelligence  and  market  trends  and  analysis.  We  have  suites  of  products  for  the 
federal  IT,  state  and  local  IT  and  the  federal  AEC  markets. 

INPUT’S  information  service  product  strategy  is  to  provide  premium  priced  products  with  the 
greatest  breadth  and  depth  of  coverage  of  procurement  opportunities  in  the  US  federal,  state  and 
local  government  sectors.  INPUT  is  committed  to  maintaining  the  industry’s  best  research  staff 
and  software  development  team  to  constantly  improve  the  timeliness,  coverage  and  functionality 
of  its  products  and  is  continuously  identifying  methods  to  improve  analyst  productivity  and  the 
user  experience. 


U! 
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Pricing  and  Delivery  of  Services 

iu- 

INPUT  offers  its  web-based  information  services  products  on  a subscription  basis  resulting  in  a 
revenue  stream  that  is  renewable.  Most  subscriptions  are  sold  on  an  annual  basis,  however  in 
2006  INPU  T will  offer  incentives  to  both  members  and  prospects  to  enter  into  multiple  year 


subscription  agreements. 


•r'-uT 

INPUT’S  information  services  products  are  designed  to  be  flexibly  bundled  to  meet  the 
requirements  of  JT  industry  participants  such  as  systems  integrators,  software  and  hardware 
vendors,  professional  services  firms  and  consultants.  Pricing  is  typically  based  on  a combination 
of  a member’s  overall  US  revenue  and  their  revenue  in  the  federal  IT  and  state  and  local  IT 
sectors.  INPUT  seeks  to  match  its  pricing  to  the  value  it  brings  to  any  member  organization  or 
prospect. 

Information  Service  Revenue  2002-2007 

INPUT  is  the  established  leader  in  providing  market  intelligence  to  IT  vendors  seeking  to  win 
business  in  the  federal  sector  and  has  pursued  a strategy  of  developing  new  products  and 
enhancements  to  serve  a broad  range  of  needs  for  federal  IT  vendors.  In  200x  INPUT  launched 
its  state  and  local  product  line  and  continues  significant  investment  in  the  development  of  that 
product  line  to  offer  products  with  improving  depth  and  coverage  of  the  diverse  state  and  local 
market.  In  2005  INPUT  launched  its  AEC  products  and  expects  to  continue  to  build  awareness 
and  a member  base  in  that  market  in  2006. 


(T 


In  2005  our  growth  has  been  impacted  by  lower  renewal  rates  than  previously  experienced.  As  a 
result,  INPUT  has  specific  goals  to  improve  renewal  rate  and  members  satisfaction  across  the 
entire  information  service  product  line.  This  will  be  accomplished  in  the  federal  sector  primarily 
by  investing  in  broader  coverage  (40%  more  opportunities)  and  better  timeliness  and  analysis  in 
opportunity  information.  We  will  increase  our  federal  analyst  team  by  six  employees  during 
2006  to  accomplish  these  goals  including  two  individuals  with  deep  industry  expertise  to 
provide  more  analysis  in  our  opportunity  products. 
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The  Table  below  indicates  the  product  roadmap  for  the  federal  product  group  for  2006-2007: 

Federal  Technology  Segment  Product  Roadmap 


Theme/Components 

Q1 

2006 

Q2 

2006 

2H 

2006 

2007 

Personalization  & Network  Expansion 

• Personalized  Member  Home  Page 

• Associate  Membership 

• Teaming  Partner  Management 

✓ 

/ 

/ 

/ 

/ 

Concept  & Document  Search 

• Concept  search  to  find  related  concepts  rather 
than  just  key  words 

• Include  related  documents  in  Opportunity  and 
other  product  searches 

/ 

/ 

Federal  Opportunity  Expansion 

• Expand  to  4,000  Federal  Technology 
Opportunities  (33%  expansion) 

• Expand  coverage  to  include  Task  Order 
Opportunities 

S 

✓ 

Members  Only  Analysis  and  Webinars 

• Implement  monthly  webinar  and  analysis  of  IT 
opportunities  and  agency  trends 

s 

Federal  Employee  Directory 

• Implement  database  of  federal  employees  by 
agency 

s 

Outlook  Integration  Expansion 

• Deliver  personalized  news,  opportunities, 
contacts,  in  Outlook 

s 

Federal  Company  Profiles 

• Expand  Company  Teaming  Profiles  to  3,000 
companies  (3x  current  number) 

✓ 

Federal  Technology  Inventory  Database 

/ 

Another  area  giving  us  a significant  differential  advantage  is  the  INPUT  Network  and  our 
INPUT  Vendor  Teaming  Profiles  product.  The  INPUT  Network  enables  members  to 
communicate  with  each  other,  search  for  qualified  partners  meeting  specific  criteria  and 
advertise  and  respond  to  specific  partnering  opportunities.  The  Vendor  Teaming  Profiles 
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product  provides  the  most  detailed  compilation  of  company  and  individual  contact  information 
for  IT  vendors  participating  in  the  federal  marketplace. 


In  2006  we  expect  to  expand  the  number  of  Company  profiles  in  our  Teaming  product  to  3,000 
as  well  as  introduce  an  associate  level  INPUT  Network  membership  for 
individuals/organizations  that  do  not  currently  subscribe  to  our  information  services  products. 
Longer  term  we  plan  to  create  platforms  for  our  members  to  supply/create  their  own  dynamic 
content  and  as  a result  make  our  information  services  both  more  dynamic  and  further  integrated 
into  our  member’s  business  processes. 

In  addition,  we  will  augment  our  competitive  differentiation  by  providing  enhanced  member 
support  and  utilizing  search  technologies,  web-services  and  RSS  to  enable  members  to  source, 
search  and  review  procurement  documents,  related  opportunity  information  and  news,  more 
efficiently. 

In  2006  INPUT  will  also  introduce  the  INPUT  Federal  Contact  Directory,  a directory  of  key 
government  officials  across  a wide  range  of  agencies. 

In  2006  INPUT  will  introduce  major  revisions  arjd  enhancements  of  its  state  and  local  products. 
These  enhancements  improve  the  breadth  of  IT  opportunity  coverage,  enable  the  sale  of 
geographic  and  vertical  “slices”  of  our  state  and  local  data,  enhance  the  productivity  of  the  state 
and  local  analyst  group  and  will  give  INPUT  a product  that  matches  the  coverage  of  the  leading 
market  intelligence  provider  for  the  state  and  local  market  (Onvia)  and  provides  more  depth  on 
major  opportunities  that  any  other  provider.  We  will: 

• Expand  bid  notification  to  include  80%  of  IT  opportunities  from  50%  today 

• Automate  more  data  collection  to  get  better  analyst  productivity 

• Productize  bid  notification  to  compete  with  Onvia 

• Add  local  government  profiles  to  improve  robustness  of  government  profiles  product 

• Add  Teaming  Profiles  to  develop  the  INPUT  Network  for  S&L 

• Introduce  vertical  and  geographic  packaging  of  products 

In  the  AEC  market  INPUT  will  invest  in  branding  activities  and  introduce  S&L  AEC  Bid 
Notification  to  compete  with  Onvia. 


S&L  Technology  Segment  Product  Roadmap 


Theme/Components 

Q1 

2006 

Q2 

2006 

2H 

2006 

2007 

Personalization  & Network  Expansion 

• Personalized  Member  Home  Page 

• Associate  Membership 

• Teaming  Partner  Management 

• News  Source  Coverage  Expansion 

• Converge  Opportunity  and  Bid  Searching 

s 

Concept  & Document  Search 

• Concept  search  to  find  related  concepts  rather 
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than  just  key  words 

• Search  related  documents  in  Opportunity  and 
other  product 

Members  Only  Analysis  and  Webinars 

• Implement  monthly  webinar  and  analysis  of  IT 
opportunities  and  states  trends 

s 

S&L  Coverage  Expansion 

• Vertical  Segment  Profiles  and  Packaging 

• Geographic  Segment  Profiles  and  Packaging 

• 50,000  Local  Government  Profiles  & Budgets 

• Federal  Grant  Funding  Analysis 

/ 

s 

State  Employee  Directory 

• Implement  database  of  state  employees 

s 

Outlook  Integration  Expansion 

• Deliver  personalized  news,  opportunities, 
contacts,  in  Outlook 

s 

S&L  Bid  Alert  Expansion 

• Expand  coverage  of  bids  by  3,000  entities 
(achieves  85%  coverage) 

• Add  non-IT  bids  to  coverage  (e.g.,  AEC  bids) 

s 

S&L  Company  Profiles 

• Implement  a database  of  S&L  technology 
providers 

s 

S&L  Technology  Inventory  Database 

s 

Over  the  next  three  years  INPUT  will  evaluate  entering  additional  vertical  markets  in  the 
government  sector  including  aerospace/defense,  operations/maintenance  and  international 
markets.  Following  is  a product  roadmap  for  AEC  and  other  markets: 


AEC  Segment  Product  Roadmap 


Theme/Components 

Q1 

2006 

Q2 

2006 

2H 

2006 

2007 

Personalization  & Network  Expansion 

• Personalized  Member  Home  Page 

• Associate  Membership 

s 

Concept  & Document  Search 

• Concept  search  to  find  related  concepts  rather 
than  just  key  words 

• Include  related  documents  in  Opportunity  and 
other  product  searches 

s 
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Federal  and  State  Employee  Directory 

• Implement  database  of  federal  employees  by 
agency 

✓ 

Outlook  Integration  Expansion 

• Deliver  personalized  news,  opportunities, 
contacts,  in  Outlook 

S&L  Bid  Alerts 

• Add  coverage  of  AEC  bid  opportunities  for  5,000 
state  and  local  entities  (achieves  85%  coverage) 

✓ 

Federal  AEC  Company  Profiles 

• Release  Company  Teaming  Profiles  of  AEC 
companies 

Federal  AEC  Agency  Profiles 

• Release  AEC  Agency  Profiles 

✓ 

Government  Strategies 

Our  government  strategies  group  provides  packaged  and  custom  market  and  industry  analysis  to 
our  members,  and  government  agencies,  to  enable  them  to  create  and  implement  specific 
business  development  strategies  in  the  government  market.  In  addition,  this  group  creates  and 
runs  our  event  activities  that  are  networking  events  for  INPUT  members  and  a source  of  valuable 
information  regarding  government  agency  activities.  There  is  significant  demand  for  consulting 
and  event  services  in  our  member  base  and  INPUT  has  targeted  of  25%  of  revenue  going 
forward  from  non-subscription  related  services/products.  ^ — 


- 

— I 
oXs 
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Longer  term  INPUT  is  studying  the  government  market  and  determining  the  opportunity  to 
provide  Information  Services  products  and  supporting  consulting,  and  events  to  the  government 
market. 


Consulting  Initiatives 

Key  consulting  initiatives  for  2006  will  include: 

o Establishment  of  the  INPUT  Consulting  Group  (ICG)  - a network  of  former  senior  IT 
executives  from  government  and  industry  that  will  work  our  INPUT  consulting  team  to 
develop  consulting  engagements  in  : 
o Strategic  planning 

o Busin ess/Gro wth  Strategy  Development 
o Merger  and  acquisition  Advisory 
o Market  Assessment 
o Expansion  of  our  IT  security  practice. 
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The  following  table  summarizes  the  expected  2006  revenue  distribution  for  INPUT’S  consulting 
practice: 


Area  of  Focus 

INPUT 

ICG 

Security 

Total 

Strategic  Planning 

150 

200 

250 

600 

Business  Development 

'T50 

450 

250 

850 

Merger  & Acquisition 

100 

250 

350 

Market  Assessment 

600 

100 

100 

800 

Total  ($K) 

1,000 

1,000 

600 

2,600 

In  addition  INPUT  will  initiate  the  INPUT  Executive  Program  (IEP)  in  2006.  This  program 
brings  together  industry  and  government  executives  to  exchange  information,  improve 
communication,  learn  what  really  works  and  develop  best  practices  in  group  directed  disciplines. 
This  program  will  have  limited,  high  level  membership  and  will  consist  of  a series  of  events, 
research,  consulting  and  VIP-level  hotline  support. 


Market  Analysis 

INPUT’S  Market  Analysis  products  provide  IT  vendors  with  an  overview  of  IT  government 
spending,  detailed  analyses  of  key  market  sub-segments  and  analyst  support  to  provide  deeper 
insight  and  analysis  regarding  member-specific  issues.  INPUT’S  market  analysis  provides  a 
unique  analytical  tool  unduplicated  among  our  primary  competitors.  This  product  is  primarily 
utilized  by  larger  organizations  for  planning  and  resource  allocation  purposes. 


Cc 


In  2006  INPUT  plans  to  grow  the  Market  analysis  product  line  by  improving  the  penetration  of 
products  in  the  Federal  Market  Analysis  space  and  by  extending  penetration  of  the  Federal 
Information  security  Analysis  products  introduced  in  2005. 


Events 

Federal,  State  and  Local  breakfasts  are  the  primary  event  activity  of  INPUT  along  with  our 
annual  budget  review  conference,  MarketView  and  FedFocus,  our  annual  fall  conference  that  is 
issue  driven.  Event  revenue  is  derived  from  a combination  of  attendance  fees  and  a rapidly 
growing  sponsorship  stream. 

In  2006  INPUT  will  extend  its  series  of  specialized  topical  one  day  conferences  as  well  as 

produce  custom  events  for  member  organizations.  Creation  of  a major  conference  and/or  Deleted:  rpt  - input  strategic  Plan 
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Services 


Mission  and  Objectives  of  Member  Services 

X 

INPUT’S  member  services  department  is  responsible  for  insuring  the  success  of  our  members  in 
using  our  products  and  services  driving  the  renewal  of  annual  subscriptions  by  our  member  base. 
Activities  for  the  group  typically  include  member  training,  technical  support,  FOIA  request 
processing,  member  requested  “hotline”  research,  subscription  renewal  support  and  up-sell  and 
renewal  activity  for  small  business  accounts.  The  success  of  the  member  services  team  is 
measured  by  both  member  satisfaction  surveys  and  by  the  renewal  rate  of  our  members. 

Today  “hotline  research”  is  predominantly  reactive,  that  is,  initiated  by  the  member.  INPUT’S 
long  term  strategy  for  the  member  service  program  is  to  identify  and  implement  a proactive 
research  and  support  plan  whereby  INPUT  is  providing  members  with  timely  information  and 
support  that  focuses  on  areas  of  interest  for  a specific  member.  These  service  programs  will  be 
tailored  by: 

o Type  of  member  (system  integrator,  hardware/software  product,  consultant,  professional 
services  are  the  prime  categories  today) 
o Size  of  member  organization 

o Types  of  users  within  a member  organization  (e.g.,  executive,  sales,  business 
development,  marketing,  market  research  capture,  etc.) 
o Tenure  of  membership 

Organizational  Strategy 

The  member  services  teams  are  aligned  to  complement  the  sales  organization  structure  and 
allocate  resources  to  those  accounts  that  have  invested  most  heavily  in  their  INPUT  subscriptions 
and  demand  the  most  resources.  There  is  a team  supporting  strategic  sales  with  a one-to-one 
ratio  with  each  strategic  salesperson,  a team  supporting  enterprise  sales,  with  at  one-to-three  ratio 
one  member  service  employee  supporting  three  sales  people,  and  a small  business  team  with 
complete  renewal  responsibility  for  current  small  business  members.  In  addition,  there  is  a 
member  support  team  that  generally  responds  to  FOIA  requests  and  technical  user  issues. 

Changes  for  2006 


Key  actions  in  2006  to  improve  member  retention  and  service  to  members  include: 

o Development  of  member  service  plans  for  each  type  of  member, 
o Realignment  of  member  services  teams  to  achieve  the  support  levels  outlined  above 
o Combine  the  sales  and  member  service  teams  under  one  leader. 
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expansion  into  education  and  training  represent  the  primary  growth  paths  for  INPUT’S  events 
business  over  the  next  five  years. 
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Sales  and  Marketing 


Overview 

Over  the  last  five  years  INPUT  has  executed  a strategy  of  deepening  its  penetration  of  the  federal 
IT  vendor  market  and  selling  its  state  and  local  products  primarily  to  federal  IT  vendors  that  also 
market  to  state  and  local  governments.  INPUT’S  execution  of  the  strategy  was  accomplished 
using  the  following  tactics: 

o Hire  additional  sales  representatives 

o Develop  specialized  sales  teams  based  on  geography  and  size  of  account/prospect 

o Utilize  both  direct  in-person  selling  and  telesales/Webex  models. 

o Target  IT  vendors  that  may  only  have  a small  portion  of  their  revenue  tied  to  government 
sales 

o Target  small  (<$20  million  in  annual  revenue)  companies  that  want  to  significantly 
improve  their  performance  in  the  government  sales  market. 

While  these  tactics  succeeded,  INPUT,  with  the  introduction  of  new  state  and  local  products, 
must  now  pursue  an  additional  strategy  of  targeting  companies  that  sell  primarily  in  the  state  and 
local  market.  INPUT  will  be  adjusting  its  sales  and  marketing  tactics  in  2006  to  address  this 
market. 

INPUT  will  also  be  pursuing  a strategy  of  developing  indirect  sales  channels  in  2006.  These 
channels  will  include  selling  our  products  through  resellers  and  partner  networks  of  our  current 
strategic  accounts,  selling  selected  market  analysis,  task  order  and  labor  rate  analysis  products 
through  y^eb-based  market  research  distributors  and  creating  special  packages  to  be  sold  through 
local  and  regional  technical  councils 

Overview  of  Sales  and  Marketing  Organization 

INPUT  sells  its  products  and  service  primarily  through  direct  sales.  INPUT  has  a three  tiered 
direct  sales  team  of  over  30  individuals  that  sell  to  prospects  and  members  throughout  the 
country.  These  tiers  are: 

o Strategic  Sales — focusing  on  our  largest  clients  and  the  clients  with  the  most  revenue 
potential.  In  2006  there  will  be  four  reps  servicing  100  accounts.  For  each  account  the 
strategic  rep  is  tasked  with  determining  INPUT’S  potential  for  sales  in  the  account, 
determining  any  critical  needs  of  the  member/prospect  and  insuring  that  the  member  is 
using  our  products  most  effectively.  Sales  at  this  level  are  primarily  done  via  in-person 
meetings  with  executives  from  strategic  member  accounts.  In  2006  the  strategic  sales 
organization  will  deploy  “virtual  teams”,  flexible  configurations  of  sales,  service, 
executive  and  analyst  resources  to  meet  the  needs  of  strategic  members. 

o Enterprise  Sales  - this  group  of  1 2 sales  reps  focuses  on  companies  with  revenue  of  $20 
million  or  more  that  do  not  qualify  as  strategic  accounts.  Enterprise  reps  are  responsible 


Deleted:  RPT  - INPUT  Strategic  Plan 
2006  102605  DH.doc 


RPT  INPUT  Strategic  Plan  (2)  120705  PAC.doc^age  1 7 of  24 


Confidential  - INPUT 


Printed:  Dec  7, 2005 


for  renewals,  up-sell  opportunities  in  the  enterprise  member  base  and  for  developing  new 
business  within  a specified  geographic  territory  in  the  US.  Sales  at  this  level  are 
primarily  done  via  in-person  meetings  with  executives  from  enterprise  member  accounts. 
In  2006  there  will  be  a competitive  switch  territory  and  possibly  a state  and  local 
territory  in  this  group. 

o Small  Business  Sales  — this  group  focuses  on  the  large  number  of  small  businesses  (less 
than  $20  million  in  revenue)  that  sell  IT  products  and  services  to  the  government. 
Currently  there  are  two  teams  of  Small  Business  sales  representatives.  This  group  has 
new  sales  responsibility  only.  Sales  are  primarily  made  through  a combination  of 
telephone  interaction  and  Webex-based  demonstrations  with  C level  executives  at  the 
small  firms.  It  is  projected  that  two  territories  focusing  on  state  and  local  IT  vendors  will 
be  created  in  2006  within  this  group. 

In  addition  to  the  tiers  above,  INPUT  has  a specialist  that  focuses  on  sponsorship  sales  for  events 
and  a team  of  three  sales  people  that  are  currently  introducing  the  federal  AEC  product  to 
market. 

The  sales  teams  are  supported  by  the  lead  generation  and  qualification  activities  of  a Sales  Lead 
Analyst  (SLA)  team  of  five  employees.  The  marketing  department  generates  leads  through 
online  advertising,  event  participation  and  sponsorship,  web  site  visits,  email  promotions  and 
Webinars.  These  leads  are  scrubbed  by  a group  of  two  marketing  prospect  analysts  and  are 
then  passed  directly  to  sales  or  to  sales  lead  analysts  (SLAs),  who  will  call  the  prospect,  further 
qualify  their  interest  and  set  a first  appointment  for  a sales  representative. 

In  addition  to  generating  and  qualifying  leads,  the  marketing  department  is  responsible  for 
communication  with  the  media,  development  and  maintenance  of  INPUT’S  public  website  and 
creating  sales  tools  and  promotional  materials.  In  2006  the  marketing  department  will  also 
include  Information  Services  product  management  functions  to  better  coordinate  the 
specification,  development,  launch,  marketing,  sale  and  support  of  new  and  existing  products. 


Key  Challenges/Actions/Changes  for  2006 

Improve  sales  productivity 
o Evaluate  personnel 

o Improve  sales  management  tools 
o Improve  alignment  with  Member  Services 
o Build  the  SLA  team 

o Use  INPUT  intellectual  capital  more  effectively 
o Drive  better  qualified  prospects  into  pipeline 
o Turn  Small  Business  up-sell  over  to  Member  Services 
o Redefine  Pipeline  management  tools 
o Develop  high  quality  sales  presentation  material 

o Bolster  State  and  local  marketing  effort  _ , : . — — - ~ — 
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Organization 


INPUT  was  founded  in  197[3]  by  Peter  Cunningham,  INPUT’S  Chairman  and  CEO.  Through 
1999  INPUT  developed  a strong  reputation  as  a provider  of  market  research  and  consulting 
services  to  IT  vendors,  particularly  in  the  software  and  professional  services  sub-segments  of  the 
market.  INPUT  began  tracking  IT  contracting  opportunities  in  the  federal  government  in 
198[5]  as  a specialty  service  for  its  IT  vendor  clients. 

Recognizing  the  burgeoning  opportunity  to  provide  web-based  market  intelligence  to  IT  vendors 
regarding  government  procurements,  in  2000  INPUT  decided  to  focus  on  the  government  market 
intelligence  side  of  its  business  and  has  grown  that  business  dramatically  since  that  decision  was 
made  by  INPUT. 

Today  the  INPUT  organization  consists  of  167  employees,  67  in  product  operations,  48  in  sales 
and  marketing,  23  in  member  services,  10  in  consulting/market  analysis  /events  and  19  in 
administration  and  corporate  functions.  INPUT  expects  to  grow  headcount  to  [ 1 80]  by 
December  3 1 , 2006. 

Since  2001 , INPUT  has  employed  a strategy  of  having  nearly  all  employees  at  its  Reston 
location.  As  INPUT  grows  it  expects  to  selectively  deploy  individuals  in  the  sales  area  in  a 
variety  of  geographic  areas  in  the  US.  In  addition,  INPUT  is  examining  alternatives  for 
outsourcing  content  and  software  development  both  at  remote  locations  and  off-shore. 
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Organization  Structure 

The  following  organization  chart  illustrates  how  INPUT  is  organized  from  a top  level: 

INPUT 

BOARD  & EXECUTIVES 


Board  of  Directors 
Pecer  Cunningham.  Chairman 
’Aolam  Bryant 
Pat  Cbnrtngham 
“loras  Hewitt 
Jed  Latrd 


aeter  Cjnr.ngi^- 
Pres  icier* *.  5 CEO 


•Finance 

•Hu  mar  Resources 
•Airi**:  srator 


Do.  glas  Stratum 
S'.  V oe  Pres  dent  & CFO 


Alan  Salat  s 
Poteen:  & CEO 
Government  Strategies 


•INPUT  Corse  ting  G'oeo 
•Market  Analysis 
•Events 

•Information  Security 


Kevin  Plexico 
Execusve  Vice  F-esicer: 


•Marketing 

•3roojct  Management 
•Software  Cevelcomem. 

• IT  Irf-ast'uctjre 

•Pesearcn  Oceratk>ns 


Davie  He  nemarn 
Sr.  V<ce  President 
C zrocrate  Development 


•Fartne*shiM 
•M&A 
•P  arnr; 
•Knowledge  Base 


Wayne  Acams 
Sr  Vice  President 
Safes  3t  V’emoer  Services 


•Sales 

•Sales  Leads 
•Membe*  Servoes 


Practices  and  Procedures 


Management  Team/Executive  Biographies 
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The  INPUT  management  team  represents  a unique  blend  of  government,  information  technology 
industry  and  information  industry  experience  and  management  expertise.  INPUT  ‘s  strategy  is  to 
augment  its  current  management  team  with  individuals  with  industry  and  government  expertise 
to  deepen  its  ability  to  provide  valuable  insights  to  its  members. 

Following  are  brief  biographies  of  executives: 


Peter  Cunningham 

As  President,  Chairman  & CEO  of  INPUT,  Peter  Cunningham  has  led  INPUT  in  a continuous 
cycle  of  innovation  and  growth,  enabling  INPUT  to  become  the  leading  provider  of  government 
market  intelligence.  He  is  a well  known  speaker  in  Japan,  US  and  Europe  on  subjects  such  as 
electronic  business  and  the  future  of  the  software  and  services  industry.  He  is  the  co-author  of 
"The  Electronic  Business  Revolution"  and  the  author  of  "Outsourcing". 

Mr.  Cunningham  has  been  an  innovator  in  the  high  tech  industry  for  over  30  years.  Before 
founding  INPUT  in  1974,  Mr.  Cunningham  was  a founder  and  President  of  J.W.  Goodhew  and 
Associates,  Inc.,  a Washington,  D.C.  area  data-processing  consulting  company.  Prior  to  that,  he 
held  technical  and  management  positions  with  ICL  in  the  UK,  CDC,  and  Management  Science 
America  in  the  Washington  D.C.  area. 

In  addition  to  leading  INPUT,  Mr.  Cunningham  is  an  Advisor  to  Welsh,  Carson,  Anderson  & 
Stowe,  one  of  the  largest  financial  institutions  investing  in  the  IT  and  Health  Care  industries  and 
a Director  of  companies  in  the  USA  and  Europe.  He  is  a Fellow  of  the  British  Computer  Society 
and  Member  of  the  Worshipful  Company  of  Information  Technologists  (100th  Guild  of  the  City 
of  London).  He  is  a Director  of  the  Charles  Babbage  Foundation  devoted  to  recording  the  history 
of  the  IT  industry  and  the  Imperial  College  Foundation  (North  America). 

Mr.  Cunningham  holds  a B.Sc.  in  Physics  (Associate  of  the  Royal  College  of  Science)  from 
Imperial  College,  London  and  an  MPA  in  Technology  of  Management  from  American 
University,  Washington,  D.C. 


Wayne  Adams 

As  Senior  Vice  President,  Sales  at  INPUT,  Mr.  Adams  is  responsible  for  leading  and  rapidly 
expanding  INPUT'S  sales  organization  and  developing  new  sales  channels  for  INPUT  services. 

Prior  to  joining  INPUT,  Mr.  Adams  was  the  Senior  Vice  President,  Sales  & Marketing  for 
Realvue  Simulation  Technologies,  an  early  stage  simulation  software  company,  where  he  rapidly 
built  a blue  chip  commercial  client  base  for  products  based  on  simulation  technologies  originally 
developed  by  Lockheed  Martin  for  military  applications. 

Previously,  Mr.  Adams  held  several  senior  sales  positions  at  Gartner  Research  Group  and 
eventually  led  their  sales  organization  as  Senior  Vice  President,  Worldwide  Sales  with 
responsibility  for  471  field  associates  and  400  inside  sales  associates  with  over  $1  billion  in 
revenue.  During  his  time  at  Gartner,  Mr.  Adams  built  and  grew  a federal  government  sales 
operation,  ultimately  increasing  revenues  by  200  percent.  He  directed  the  formation  of  Gartner's 
Inside  Sales  Organization  and  created  Gartner's  Account  partnership  program.  During  his  tenure. 
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the  Inside  Sales  Organization  grew  from  25  employees  in  the  United  States  to  a worldwide 
organization  with  over  400  sales  associates. 

Mr.  Adams  began  his  career  with  a 16-year  tenure  as  a top  sales  performer  at  Xerox.  While  at 
Xerox,  he  worked  in  various  sales  and  leadership  capacities,  including  sales,  sales  management, 
and  general  management. 


Alan  Balutis 

As  President  & CEO,  Government  Strategies  at  INPUT,  Alan  Balutis  leads  Consulting,  Analysis, 
and  Events  to  help  IT  contractors  and  government  organizations  jointly  succeed  in  advancing 
government  IT  initiatives. 

Prior  to  joining  INPUT,  Mr.  Balutis  was  President  and  Chief  Operating  Officer  for  Veridyne, 

Inc.,  an  Information  Technology  (IT)  company  specializing  in  Enterprise  Asset,  Supply  Chain, 

Logistics  and  Property  Management  systems. 

Previously,  Mr.  Balutis  was  the  Executive  Director  and  Chief  Operating  Officer  of  the  Industry 
Advisory  Council  (IAC)  and  the  Federation  of  Government  Information  Processing  Councils 
(FGIPC,  now  known  as  ACT). 

Mr.  Balutis  has  spent  27  years  in  public  service,  having  held  senior  management,  budget, 
finance,  planning,  and  IT  positions  in  the  Department  of  Commerce  and  what's  known  today  as 
the  Department  of  Health  and  Human  Services.  Mr.  Balutis  was  the  first  recipient  of  the 
Commerce  Award  for  Outstanding  Management  and  received  a Silver  Medal  and  two  Gold 
Medals  - the  Department’s  highest  honors.  Mr.  Balutis  also  has  been  recognized  by  the  President 
as  a Meritorious  Executive  twice  and  has  been  named  five  times  to  Federal  Computer  Week's 
(FCW)  Federal  100  list  as  one  of  the  most  influential  executives  in  the  Washington  IT 
community. 

Mr.  Balutis  is  a Fellow  in  the  National  Academy  of  Public  Administration  and  is  a member  of 
both  the  FCW  IT  Hall  of  Fame  and  the  Government  Computer  News  IT  Hall  of  Fame. 

David  Heinemann 

As  Senior  Vice  President,  Corporate  Development  at  INPUT,  Mr.  Heinemann  is  responsible  for 
leading  INPUT'S  partnering,  planning,  and  business  development  efforts.  Mr.  Heinemann  also 
leads  INPUT'S  strategic  advisory  services  and  works  with  select  INPUT  clients  to  facilitate 
merger  and  acquisition  activities. 

Prior  to  joining  INPUT,  Mr.  Heinemann  was  the  President  of  Heinemann  & Co.,  Inc.  where  he 
provided  financial  advisory  services  to  clients  in  the  information  industry  since  1 990.  Mr. 

Heinemann  served  on  the  Board  of  Directors  of  INPUT  from  2000  until  he  joined  INPUT  and 
has  been  a key  participant  in  developing  INPUT'S  growth  and  business  strategy.  He  has 
participated  in  some  50  merger,  acquisition,  and  financing  transactions  in  the  software,  Internet 
services,  publishing,  and  systems  integration  sectors  of  the  information  industry.  Among  others, 
he  has  advised  clients  in  transactions  with  Martin  Marietta  (now  Lockheed  Martin),  EDS,  BMC 
Software,  American  Management  Systems,  Eastman  Kodak,  Compuware,  Geocapital,  Jefferson- 
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Pilot,  MediaNews  Group,  Advent  Software,  Online  Software  International  and  Pansophic  (both 
now  Computer  Associates),  and  Primedia. 

Prior  to  founding  Heinemann  & Co.,  Inc.,  Mr.  Heinemann  was  with  Broadview  Associates 
advising  information  industry  clients  on  merger  and  acquisition  transactions.  Prior  to  obtaining 
his  MBA  from  Columbia  University,  Mr.  Heinemann  developed  the  personal  computer  book  and 
software  publishing  program  for  Prentice-Hall,  Inc.  Mr.  Heinemann  holds  a B.S.  in  Physics  from 
Brown  University. 

Kevin  Plexico 

Kevin  Plexico  is  the  Executive  Vice  President,  Information  Services  at  INPUT  and  has  guided 
the  evolution  of  INPUT'S  product  offerings,  service  capabilities,  and  IT  operations  over  the  last 
15  years.  Mr.  Plexico  also  serves  as  INPUT'S  Chief  Technology  Officer,  managing  the 
organization's  IT  and  Internet  infrastructure  and  directing  INPUT'S  use  of  information  and 
Internet  technologies. 

Mr.  Plexico  manages  the  strategic  direction,  planning  and  development  of  INPUT'S  government 
market  intelligence  products.  Mr.  Plexico  is  a recognized  industry  speaker,  frequently  sharing  his 
market  expertise  at  industry  events  around  the  country  and  in  prominent  media  publications. 

Prior  to  that,  Mr.  Plexico  managed  INPUT'S  Federal  Market  Intelligence  program,  transforming 
it  to  become  the  leading  online  service  providing  business  development  support  to  sales  and 
marketing  organizations  in  IT  companies  selling  to  the  government. 

Mr.  Plexico  earned  an  MBA  in  Information  Systems  from  the  University  of  Maryland,  College 
Park,  Maryland  and  a B.B.A.  in  Economics  from  James  Madison  University,  Harrisonburg, 
Virginia. 

Douglas  Strahan 

Douglas  Strahan  serves  INPUT  as  Chief  Financial  Officer,  leading  INPUT'S  finance,  human 
resources  and  administrative  operations.  As  a seasoned  financial  and  operations  executive,  Mr. 
Strahan  has  20  years  of  leadership  experience  with  early  stage,  mid-cap  and  Fortune  500 
businesses. 

Previously,  Mr.  Strahan  was  Chief  Financial  Officer  for  two  early  stage  businesses:  Advocates 
On  Call,  a company  he  co-founded  in  January  2000,  and  BIA  Financial  Network,  a premiere 
financial  advisor  to  the  communications  industry.  Prior  to  BIA  he  was  Director  of  Finance  for  a 
$600  million  division  of  Blockbuster  Entertainment  and  Controller  for  $100  million  unit  of 
Bardon,  Inc.,  a UK  based  construction  materials  company.  Mr.  Strahan  started  his  career  at 
General  Electric  in  INPUT’S  world  class  financial  management  training  program. 

Mr.  Strahan  holds  a post  MBA  Certificate  in  Accounting  and  a MBA  in  International  Business 
from  George  Washington  University,  Washington,  DC  and  a B.S.  in  Finance  and  Marketing 
from  Syracuse  University,  Syracuse,  NY. 
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Financial  Strategy 

INPUT’S  annual  subscription  business  model,  historically  strong  renewal  rates  and  controlled, 
but  aggressive  hiring  have  fueled  INPUT’S  ability  to  grow  without  external  financing  over  the 
last  six  years.  INPUT’S  strong  balance  sheet  with  no  debt  and  approximately  $3.5  million  in 
cash,  and  projected  strong  cash  flow,  will  enable  INPUT  to  realize  its  growth  objectives  going 
forward  without  any  outside  capital  infusion. 

Over  the  next  four  years  INPUT  will  be  pursuing  a strategy  of  aggressive,  controlled  growth  with 
the  dual  objectives  of  at  least  25%  in  annual  revenue  growth  and  a target  goal  of  25%  in 
operating  income.  This  will  be  accomplished  by  further  penetration  of  existing  member 
accounts,  capture  of  new  accounts,  introduction  of  new  products,  driving  further  efficiencies  in 
sales,  member  services  and  operations  through  training  and  development  of  support 
systems/tech  no  1 ogy . 


Financial  Plan  for  2006-2009 


$ in  000's 

2003  Act 

2004  Act 

2005  Fcst 

2006  Plan 

2007  Est 

2008  Est 

2009  Est 

Revenue 

$ 10,462 

$ 16,596 

$ 20,422 

$ 25,148 

$ 31 ,900 

$ 39,850 

$ 49,788 

Cost  of  Services 

2,342 

5,433 

7,007 

10,435 

12,760 

15,143 

17,924 

Sales  & Marketing 

5,613 

7,933 

7,662 

8,350 

9,889 

1 1 ,756 

13,941 

Research  & 
Development 

952 

1,959 

2,238 

2,777 

2,871 

2,989 

2,987 

General  & 
Administrative 

1,844 

2,267 

2,194 

2,450 

2,871 

3,387 

3,983 

Depreciation 

222 

440 

590 

1,021 

1,276 

1,395 

1,494 

EBIT 

$(511) 

-4.9% 

$(1,436) 

-8.7% 

$731 

3.6% 

$ 115 

0.5% 

$ 2,233 

7.0% 

$5,181 

13.0% 

$ 9,460 
19.0% 

Other 

lncome/(Expense) 

. 

224 

104 

136 

160 

199 

249 

Income  Tax 

- 

- 

- 

- 

- 

2,152 

3,883 

Net  Income 

$(511) 

$ (1,212) 

$ 835 

$251 

$ 2,393 

$ 3,228 

$ 5,825 

-4.9% 

-7.3% 

4.1% 

1 .0% 

7.5% 

8.1% 

11.7% 
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Attachment  A 


Information  required  for  each  product. 


1 . Markets 

a.  Needs  & Potential 

b.  Prospects  (Number,  size,  type,  ..) 

c.  Customer  characteristics 

2.  Competition  / Share 

3.  Products 

a.  Product  Set 

i.  Current, 

ii.  Extensions, 

iii.  New  products 

b.  Product  Mix  (Labor  vs  Tech.) 

4.  Marketing  Plan 

a.  Events 

b.  Major  Conferences 

c.  Promotional  activities  and  relationships 

d.  Other 

5.  Sales  Organization 

a.  Staffing  by  Sales  Method 

i.  Direct 

ii.  Telesales 

iii.  Field 

iv.  Channel/Partners/Distributors 

b.  Sales  Metrics  including  quotas 

6.  Sales  (What  we  expect  in  2004) 

a.  Clients  (Type  (size,  industry  sector,  user/vendor,  etc.)and  Numbers) 

b.  Units  sold  by  type  of  client 

c.  Pricing 

d.  Orders  (by  Month) 

7.  Operations 

a.  Organization 

b.  Tools 

c.  Metrics 

d.  Staffing 

These  sections  broadly  follow  the  Product  Business  Plan  contents  but  recognize  that  some  products  will 
be  more  easily  treated  in  a group. 
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INPUT’S  Market  Opportunity 


The  Problem 


Businesses  that  want  to  sell  their  products  and  services  to  the  Public  Sector  (Federal,  State  and 
Local  governments)  have  a huge  business  opportunity,  but  face  challenging  sales  and  marketing 
issues,  many  of  which  are  unique  to  the  Public  Sector: 

■ Identify  and  screen  relevant  opportunities  in  a highly  competitive  marketplace 

■ Long  sales  cycle  which  requires  early  bid  / no-bid  decisions 

■ Complex  procurement  requirements  that  may  span  several  entities  or  agencies 

■ Large  and  difficult  to  navigate  buying  organizations 

■ Need  to  team  with  businesses  with  complementary  products  and  skills 

■ Compliance  with  regulatory  issues 

INPUT’S  mission  is  to  help  organizations  selling  to  the  Public  Sector  develop  new  business  more 
efficiently  through  a combination  of  proprietary  Web-based  market  development  services  (i.e., 
market  intelligence),  software  solutions  and  advisory  services.  This  product/service  set  enables 
INPUT’S  client  to  win  more  Public  Sector  business  while  lowering  sales  and  marketing  costs. 

The  Market 


Today  INPUT  is  well  established  as  the  leading  provider  of  market  development  services  to 
Information  Technology  (IT)  vendors  selling  to  the  U.S.  Public  Sector.  While  INPUT  is  the 
market  leader,  we  estimate  that  6%  of  the  available  market  of  $530  million  is  penetrated  at  this 
point  by  INPUT  or  its  competitors. 

Over  the  next  three  years  the  Company  will  introduce  additional  products  for  vendors  in  IT  and 
new  products  for  vendors  in  Aerospace  and  Defense  (AD)  and  Architecture.  Engineering  and 
Construction  (AEC)  for  Federal,  State  and  Local  markets.  These  products  will  dramatically 
expand  the  Public  Sector  procurement  opportunities  covered  by  INPUT  and  the  potential  market 
for  INPUT’S  products  and  services. 

As  a result  of  working  with  its  clients,  INPUT  has  recognized  the  need  for  Web-based  software 
tools  to  manage  the  business  development  process  in  organizations  targeting  the  Public  Sector. 
INPUT  is  aggressively  pursuing  the  software  solutions  market  opportunity  and,  with  the 
development  of  Sales  Management  Software  (SMS),  has  introduced  to  clients  a business 
development  infrastructure  that  is  seamlessly  integrated  with  INPUT’S  market  development 
services. 

In  addition,  there  is  also  a need  for  Advisory  Services  around  INPUT’S  market  development 
services.  The  market  opportunity  for  Advisory  Services  to  vendors  in  the  public  sector  is 
substantial  and  INPUT  will  selectively  deploy  resources  in  “productized”  consulting  areas  where 
appropriate. 

The  following  table  summarizes  management’s  estimate  of  the  market  opportunity  for  Federal. 
Sfate  and  Local  products  and  services  that  exist  today  or  have  been  identified  for  introduction  in 


R INPUT  Market  and  Products  Plan  032603  DSSPage  1 of  6 


Confidential  - INPUT 


Printed:  November  20,  2003 


the  2003-2005  timeframe  through  internal  development.  A more  detailed  schedule  has  also  been 
provided  for  your  review. 


INPUT  - MARKET  OPPORTUNITY  ($  000) 

Total  # 
Companies 

Avg.  Fee 
($)  Per 
Prospect 

Total 

Market 

(S) 

Realizable 
Market 
Share  (%) 

Realizable 

Market 

($) 

Federal  IT  & C4I 

6,000 

$18.5 

$114,000 

35% 

$39,900 

Federal  Aerospace 
/Defense 

5,500 

$14.0 

$77,000 

15% 

$11,550 

Federal  Architectural, 
Engineering  & 
Construction. 

8,400 

$4.3 

$35,700 

20% 

$7,140 

Federal  Operations  & 
Maintenance 

600 

$4.3 

$2,550 

20% 

$510 

Subtotal  - Federal 

$229,250 

26% 

$59,100 

State  & Local  IT 

10,000 

$12.8 

$128,000 

15% 

$19,200 

State  & Local  - All 
Verticals 

18,333 

$9.5 

$175,000 

1 1% 

$20,000 

Subtotal  - State 

$303,000 

13% 

$39,200 

Software  Solutions 

21,500 

$40.7 

$437,500 

10% 

$43,750 

Advisory  Services 

16,000 

$49.3 

$788,000 

5% 

$39,400 

TOTAL 

$1,757,750 

10% 

$181,450 
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Expansion  Markets 

INPUT  believes  significant  growth  opportunities  exist  beyond  the  markets  specifically  identified 
in  our  three  year  plan.  As  a point  of  reference,  the  following  expansion  opportunities  are  not 
included: 

. Buyer  (User)  Market  - the  opportunity  exits  to  repackage  the  market  intelligence  we 

supply  to  the  vendor  community  for  the  buyer  market  (i.e.,  the  government). 

. International  - expanding  geographically  and  replicating  our  model  in  the  UK  and 

Europe  (see  the  paragraph  below) 

. Other  Industries  / Verticals  - Healthcare  and  Utilities  for  example. 

. Products  - INPUT  will  look  to  provide  a standard  product  set  within  each  market. 

The  product  set  includes: 

o Opportunities  for  vendors 

o Profiles  for  buyer  organizations,  including  budgets  and  spending  programs 
o Profiles  of  vendors  as  competitors  or  partners  (including  sales  performance) 
o Buyer  contacts  within  procurement,  contracting,  and  program  officials 
o Vendor  contacts 
o Regulatory  updates  and  analysis 
o Contract  and  performance  analysis 
o Market  forecasts  and  market  share  analysis 
o News  and  analysis  of  events 

o Software  Solutions  to  manage  the  sales  cycle  (pipelines,  contact  management, 
collaboration  with  partners) 

o Advisory  Services  (Business  Development,  Market  Assessment,  Opportunity 
Selection,  Competitive  Analysis,  Planning,  and  Strategic  Advisory  (i.e.,  merger 
& acquisition  opportunities)) 

As  the  company  continues  to  identify  and  qualify  these  opportunities,  our  long  range  plan  will  be 
modified  accordingly. 

International  Markets 


INPUT  is  in  the  beginning  phases  of  studying  a launch  of  its  IT  market  development  services  in 
the  UK  and  Europe.  The  opportunity  to  provide  market  development  services  outside  of  the  US 
regarding  Public  Sector  procurements  is  significant  and  not  addressed  well  by  any  competitor 
today.  While  INPUT  is  dedicating  corporate  resources  to  studying  these  markets,  and  beginning 
discussions  with  potential  partnering  and  sponsoring  organizations,  we  feel  it  is  too  early  in  the 
process  to  make  meaningful  projections  for  2003-2005.  However,  we  fully  expect  to  entei  the 
international  market  by  2005. 


R INPUT  Market  and  Products  Plan  032603  DSSPage  3 of  6 


Confidential  - INPUT 


Printed:  November  20,  2003 


INPUT'S  Product  and  Service  Development  Plan 

Prior  to  2001,  INPUT  provided  market  development  services  regarding  U.S.  Federal  IT  activities. 
These  services  include  IT  & C4I  Opportunities,  Contracts,  Contacts,  Agency  Profiles  and  a 
Federal  Market  Analysis  program  that  looks  at  IT  spending  by  agency  and  technology  for  the 
next  five  years.  In  2001  INPUT  introduced  market  development  services  for  the  State  and  Local 
government  IT  industry  and  this  is  a rapidly  growing  sector  of  our  business  today. 

In  2002,  INPUT  introduced  Federal  Vendor  Sales  Profiles,  an  extension  to  our  Federal  IT  product 
set  and  also  our  first  product  that  provides  information  to/about  non-  IT  related  market 
participants.  We  also  introduced  State  Government  Profiles  (buyer  profiles)  to  complement  our 
State  & Local  IT  Opportunities  service.  In  addition,  we  introduced  our  Sales  Management 
Software  (SMS)  product,  a tool  for  Public  Sector  vendors  to  manage  their  new  business 
development  pipeline. 

INPUT  is  just  beginning  in  2003  to  market  the  SMS  product  aggressively  with  encouraging  early 
results.  SMS  is  a strategically  important  product  for  INPUT  in  that  SMS  adopters  will  very  likely 
continue  to  subscribe  to  INPUT’S  market  development  services  in  that  new  opportunities  and 
opportunity  updates  from  INPUT’S  market  development  services  are  easily  transferred  and  linked 
to  the  SMS  pipeline  module.  Based  on  client  and  prospect  feedback  INPUT  plans  to  expand  and 
enhance  SMS.  The  Company  expects  to  partially  fund  the  development  of  enhancements  to  SMS 
from  client  sponsored  implementation  consulting. 

INPUT’S  consulting  efforts  in  2003  and  beyond  will  focus  on  several  "productized”  forms  of 
consulting  that  help  our  clients  in  their  Public  Sector  business  development  efforts  and  use  our 
market  development  services  and  other  proprietary  market  development  tools  as  a competitive 
differentiator.  Examples  of  such  consulting  services  includes  Federal  Sales  Planning  where  we 
help  clients  use  our  data  to  develop  a business  development  plan  and  Strategic  Advisory  Services 
that  enable  clients  to  efficiently  develop  acquisition  candidates  that  meet  their  skill,  size,  contract 
and  agency  requirements. 

In  2003  the  Company  will  introduce  several  new  products  that  will  expand  our  reach  outside  our 
traditional  IT  market.  In  2003,  we  will  introduce  State  and  Local  and  Higher 
Education  Grants  products  that  will  provide  vendors  with  information  about  Federal  grant 
programs  and  specific  awards  to  State,  Local  and  Higher  Education  organizations.  This  grant 
information  serves  as  a fertile  prospecting  ground  for  product  and  service  vendors  across  several 
industries. 

Also  slated  for  introduction  in  2003  is  our  Federal  Business  Development  Toolkit;  essentially  an 
entry  level  bid  notification  service  that  will  provide  subscribers  with  bid  notification  for  selected 
opportunities  in  the  IT,  AD,  and  AEC  sectors  as  well  as  provide  detailed  history  on  awarded 
contracts  and  contact  information  regarding  individuals  tied  to  each  procurement  opportunity. 

This  product  will  contain  less  analytical  content  than  our  current  opportunity  data  services  and 
will  be  priced  lower  and  targeted  at  smaller  companies  (less  than  $5  million  revenue). 

In  addition  in  2003,  for  IT  vendors  interested  in  strategically  developing  their  business  with  State 
and  Local  IT  organizations,  we  will  introduce  State  and  Local  Vertical  Market  Analyses  (i.e.. 
Healthcare,  Law  Enforcement,  Transportation,  etc.)  that  will  give  vendors  a detailed  look  at  each 
of  these  sub-sectors  of  the  State  and  Local  market. 
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In  2004  we  plan  to  launch  a market  development  service  for  the  AD  market  and  a bid  notification 
tool  for  State  and  Local  procurement  opportunities  across  the  IT,  AEC,  Operations  and 
Maintenance  and  Transportation  sectors. 

The  following  table  summarizes  INPUT’S  Sales  Orders  plan  for  2003  - 2005.  A more  detailed 
schedule  has  also  been  provided  which  details  INPUT’S  current  product  portfolio,  products  we 
expect  to  launch  in  2003-2005  and  the  sales  orders  we  expect  from  each  product.  (Note:  Due  to 
the  nature  of  our  subscription  services,  recognized  revenue  will  tend  to  lag  sales  orders.  Howevei 
since  most  of  our  subscription  products  are  annual,  and  paid  in  full  at  the  start  of  the  subscription, 
cash  flow  in  our  business  tends  to  grow  in  proportion  to  sales  orders.) 


INPUT  - SALES  ORDERS  2002  - 2005  ($  000) 

2002  Actual 

2003  Plan 

2004  Plan 

2005  Plan 

Market 

Development 

Services 

$8,123 

$15,669 

$25,125 

$37,626 

Software 

Solutions 

$54 

$1,000 

$2,000 

$4,000 

Advisory 

Services 

$514 

$315 

$630 

$1,260 

Events 

$191 

$450 

$675 

$1,000 

TOTAL 

$8,882 

$17,434 

$28,430 

$43,886 

% Growth 

100% 

96% 

63% 

54% 
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Effect  of  Acquisitions  on  Product  Development  Path 

Currently  INPUT  is  in  discussions  with  three  potential  merger/acquisition  partners,  each  of  whom 
can  accelerate  INPUT’S  penetration  in  targeted  markets  or  provide  valuable  technology  to 
INPUT: 

Federal  Sources,  Inc.  (FSI)  (owned  by  Primedia) 

FSI  is  INPUT’S  closest  competitor  in  the  public  sector  IT  market.  Over  the  past  three  years  we 
have  been  aggressively  taking  market  share  from  FSI,  in  addition  to  capturing  new  market 
participants.  While  we  are  outselling  FSI  in  the  market  development  services  area,  FSI  has  a 
strong  position  providing  consulting  (advisory)  services  to  Federal  1 1 vendors  regarding  capture 
of  specific  contract  opportunities  and  planning  business  development  activities  for  clients.  We 
estimate  that  consulting  represents  a $3  million  to  $4  million  annual  revenue  business  for  FSI. 

The  acquisition  of  FSI  will  eliminate  our  only  significant  competitor  in  the  Public  Sector  IT 
space,  immediately  expand  our  client  base  for  market  development  services,  enhance  our 
database  assets  in  a few  specific  areas,  create  a significant  consulting  division  within  INPUT, 
fulfill  our  planned  staffing  requirements  and  / or  enable  the  elimination  of  duplicate  operations, 
administration  and  sales  functions  to  improve  profitability. 

We  are  currently  in  the  process  of  exchanging  financial  information  with  Primedia,  in  anticipation 
of  a valuation  discussion. 

ONVIA  (Publicly  traded  NASDAQ:  ONVI) 

Onvia  has  developed  a strong  position  in  the  State  and  Local  government  bid  notification  market 
across  interest  areas  (IT,  AEC,  OM,  and  Transportation).  Onvia  has  over  25,000  customers, 
many  of  whom  can  be  upgraded  to  premium  services  offered  by  INPUT  or  INPUT/ON  VIA.  In 
addition.  Onvia  has  developed  extensive  Web  crawler  and  data  categorization  technology  that 
enables  rapid  and  low  cost  data  collection  from  a disparate  and  extensive  variety  of  sources.  A 
business  combination  with  Onvia  would  enable  INPUT  to  penetrate  the  State  and  Local  market  as 
well  as  the  bid  notification  market  for  Federal  opportunities  more  rapidly  than  INPUT  can  on  its 
own.  The  “up-sell”  potential  for  providing  new  higher  priced  products  to  Onvia’s  customer  base 
is  a significant,  yet  not  easily  quantified,  opportunity. 

We  have  had  several  meetings  with  Onvia.  They  are  strongly  interested  in  a business 
combination  with  INPUT. 

epipeline  (private  controlled  by  Crossbow  Ventures) 

epipeline  competes  with  INPUT  for  small  IT  customers  and  has  a well-developed  database  tor 
Federal  AD,  AEC,  OM  sectors  as  well.  While  epipeline  is  not  a significant  competitive  threat 
now,  their  data  in  non-IT  markets  may  make  them  a significant  competitor  as  we  enter  these 
markets.  The  acquisition  of  epipeline  would  reduce  the  cost  and  time  to  market  of  the 
introduction  of  non-IT  Federal  products  for  INPUT. 

We  have  just  initiated  discussions  with  epipeline. 
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INPUT  Corporate  Overview 
February  20, 2003 


Overview 

Based  in  Chantilly,  VA,  INPUT  (“INPUT”  or  the  “Company”)  is  a rapidly  growing  and 
market  leading  provider  of  web-based  Business  Intelligence  Software  and  Services  to 
help  Information  Technology  (“IT”)  companies  identify  and  win  new  business 
opportunities  in  the  Federal,  state  and  local  government  markets.  The  Company’s  client 
base  of  over  400  companies  range  from  the  world’s  largest  IT  vendors  such  as  IBM. 
Hewlett-Packard,  Microsoft  and  EDS  to  smaller  specialized  consulting  firms  that  focus 
on  a particular  technological  or  application  niche. 

The  Company  flexibly  prices  and  packages  Market  Development  Services,  Advisory 
Services  and  Sales  Software  to  meet  the  business  development  needs  of  a broad  and  deep 
market.  There  are  over  3,000  companies  that  sell  IT  products  and  services  to  the  Federal 
Government  alone.  Over  $37  billion- is  spent  annually  by  the  Federal  government  and 
over  $40  billion  is  spent  by  state  and  local  governments  in  the  US  on  IT  products  and 
services.  Client  annual  spending  with  INPUT  ranges  from  $6,000  to  over  $100,000 
depending  on  the  size  of  the  client  and  their  information  needs.  The  Company  sells  its 
services  and  tools  on  an  annual  subscription  basis  with  a better  than  80%  annual  renewal 
rate  and  many  clients  upgrade  their  service  or  add  additional  services  over  time.  This 
economic  model  and  high  level  of  customer  satisfaction  results  in  very  predictable  cash 
flow  for  the  Company  and  the  ability  to  self-fund  its  rapid  growth  to  date. 

Software  and  Services 

The  Company’s  web-based  Market  Development  and  Advisory  services  for  Federal,  state 
and  local  markets  help  IT  vendors: 

• Identify  new  contracting  opportunities  and  the  status  of  current  contracts, 

• Identify  agency  decision  makers  and  influences 

• Assess  company,  partner  and  competitor  performance. 

• Plan  their  allocation  of  resources  among  various  government  agencies 

• Understand  the  trends  and  hottest  areas  of  IT  opportunity  within  the  public  sector. 

In  addition,  the  Company  provides  Sales  Software  to  manage  the  often  complex  public 
sector  business  development  process  within  their  organization  and  with  partners  and 
subcontractors.  INPUT’S  tools  enhance  a client’s  ability  to  process  INPUT’S  information 
services  and  further  improve  the  efficiency  of  a client’s  business  development  process. 

Sales,  Marketing  and  Manasement 

Direct  sales  and  telemarketing  conducted  out  of  the  Company’s  facility  in  Chantilly,  VA 
are  the  primary  selling  methods  for  the  Company.  This  effort  is  supported  by  an  active 
direct  marketing  campaign  and  is  supplemented  by  seminars  and  breakfasts  focusing  on 
public  sector  IT  issues  targeted  at  the  IT  vendor  community. 

INPUT’S  management  team  combines  talent  and  experience  in  the  IT  and  public  markets 
with  efficient,  customer  focused  web-based  product  development  teams  and  seasoned 
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financial  and  sales  executives  that  have  thrived  in  fast-paced  high  growth  businesses.  In 
2002,  INPUT’S  organization  has  nearly  doubled  to  reach  70  employees,  28  in  sales  and 
marketing,  32  in  operations  and  10  in  administrative  and  executive  functions.  The 
Company  expects  to  double  the  size  of  the  organization  in  2003  to  drive  sales  growth  and 
launch  new  products. 

Key  Management 


Peter  Cunningham,  President 
Kevin  Plexico,  Executive  Vice  President 
Douglas  Strait  an,  Vice  President  & CFO 
David  Heinentann,  Director 
INPUT  Growth  Opportunities 

The  Company  expects  to  continue  its  strong  growth  trajectory  in  2003  as  a result  of  new 
product  introductions  and  growth  of  its  direct  and  telemarketing  sales  organizations.  In 
addition,  the  Company  is  considering  a number  of  growth  paths  that  can  enable 
extraordinary  growth,  beyond  planned  organic  growth,  for  2003.  These  opportunities 
include: 

• Acquisition  of  the  Company’s  only  significant  competitor. 

• Acquisition  of  companies  with  products  or  services  related  to  INPUT’S  public 
sector  IT  information  services  and  software 

• Expansion  to  non-IT  related  Federal,  state  and  local  markets  to  enable  clients  to 
more  efficiently  capture  new  business  opportunities.  The  Federal  government 
expects  to  “privatize”  over  100,000  government  jobs  in  the  next  two  years  in  an 
effort  to  promote  efficiency  and  reduce  government  spending.  Providing  clients 
with  information  regarding  new  business  opportunities  related  to  this  transition  is 
a logical  extension  of  INPUT'S  current  business. 

• Expansion  into  public  sector  markets  outside  of  the  United  States,  particularly  in 
Europe.  The  Company  has  identified  several  acquisition  prospects  and  will 
evaluated  building  or  buying  a presence  outside  the  United  States. 

• Applying  INPUT’S  product  model  to  other  markets  outside  the  public  sector 
including  healthcare,  utilities  and  transportation. 

In  order  to  accomplish  some  of  these  new  growth  initiatives,  the  Company  may  seek  to 
raise  equity  capital  from  financial  or  strategic  sources. 
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INPUT  Financial  Performance 

INPUT’S  dramatic  growth  over  the  last  three  years  has  been  accomplished  as  a result  of: 

• Rapid  expansion  of  the  Company’s  sales  staff, 

• Introduction  of  new  products  and  services, 

• A high  client  renewal  rates  as  a result  of  INPUT’S  focus  on  customer  satisfaction 
and 

• The  large  market  opportunity  in  our  current  markets. 


The  table  below  summarizes  the  Company’s  financial  performance  over  the  last  three 
years  and  projects  INPUT’S  performance  in  2003  without  any  acquisitions  or  infusion  of 
outside  capital. 

INPUT  Summary  of  Financial  Performance 

20-Feb-03 

Fiscal  Year  Ended 
December  31,  (SOOO's) 


2001 

2002 

20031P1 

Orders 

$ 4,342  $ 

8,691 

$ 17,382 

Revenue 

3,475 

6,045 

12,280 

EBITDA 

108 

(290) 

(750) 

Cash  at  end  of  Year 

307 

1,431 

4,215 

Employees 

34 

70 

135 

Deferred  Revenue 

1,829 

5,250 

10,348 

Client  Renewal  Rate 

71% 

81% 

80% 
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Objectives  of  the  Meeting 


•Communicate: 

-Who  we  are 
-Where  we  are  going 
-Business  model 
-Organization 
•Identify  your  opportunity 
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INPUT  Overview 


• Founded  1974  - Re-founded  1999 

• 95  employees 

• Revenues: 

-2002  >$6M 

-2003  >$12M  (Organic  Growth) 
-2004  >$18M  (Plan) 

• 2003  Cash:  $3  Million 
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INPUT  Today 


• Help  vendors  sell  to  the  government: 
-Actionable  information  to  win  business: 
n>Web-based  Subscription  Services 
^Annual  contracts  paid  in  advance 
■=>80%  subscription  renewal  rate 
-Consulting  to  address  specific  needs 
-Software  solutions  to  manage  sales 
-Events  to  inform  and  network 
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INPUT 

The  Essential  Market  Intelligence 
Resource 


March  27,  2003 

Peter  Cunningham 
Doug  Strahan 
David  Heinemann 

i SaoMari  ijNPUT 
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• INPUT  Overview 

• The  Problem 

• The  Market 

• Our  Services  & Customers 

• Unfair  Advantages 

• Primary  Competition 

• Financials 
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■MVfl  INPUT  Overview 

• Revenues: 

-2002  >$6M 

-2003  >$12M  (Organic  Growth) 

• 2002  Cash:  Generated  over  $2M  from 
operations 

• Services  sold  on  a subscription  basis 

• Annual  contracts  paid  in  advance 

• 80%  subscription  renewal  rate 
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The  Problem 

The  Impact 

1)  Missing  Sales 
Opportunities 

Top  Line  Sales  $$$$ 

2)  Sales  Cycle 
Management 

Bottom  Line  Savings  $$$ 

• Case  Example: 

-Dell  identified  $30  million  in  new 
opportunities  by  subscribing  to  our 
service. 
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Market 

# Co’s 

Market  $M 

Status 

Fed.  IT  MDS 

6,000 

$114  M 

80%  Sales  Today 

S&LIT  MDS 

10,000 

$128  M 

Launched  2001 

Software 

Solutions 

21,500 

$438  M 

2002  / 2003  Launch 

Advisory 

Services 

16,000 

$788  M 

2002  / 2003  Public 
Sector  Launch 

Fed  Non  IT 
MDS 

14,500 

$115  M 

2003  / 2004  Launch 

S&L  Non  IT 
MDS 

18,333 

$175  M 

2004  / 2005  Launch 

oTotal  Market  = $1.8  Billion 


Our  Products  & Services 

• Sales  Opportunities  (Leads) 

• Buyer  Profiles  & Contacts  (Who) 

• Vendor  Profiles  (Competition/Partners) 

• Market  Forecasts  (Planning) 

• Software  (Sales  Cycle  Mgmt) 

• Advisory  (Personalized) 

• Events  (Education/Networking) 
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MDS  Sales  Potential 


Product 

Large  Co. 

Medium  Co. 

Small  Co. 

Fed  IT 

Opportunities 

$17. 9k 

$1 1.9k 

$6. 9k 

Fed  Agency 

8.3 

5.5 

3.6 

Fed  Vendor 

8.3 

5.5 

3.6 

Fed  Mkt  Analysis 

16.0 

6.0 

2.5 

State  & Local 
Opportunities 

17.9 

11.9 

6.9 

State  Profiles 

8.3 

5.5 

3.6 

TOTAL  ORDER 

$76.7k 

$46. 3k 

$27.1 
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Our  Customers 


• 500  clients 

• Revenues  range  from  $1 M to  $50B+ 

• Customers  spend  between  $6,000 
and  $100,000  annually 

• Average  customer  purchases 
$17,500  in  subscriptions 

• Represent  both  IT  / Telecom 
product  and  service  sectors 

• 70  of  the  top  100  Federal  Systems 
Integrators 


INPUT 
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Customer  Growth 


# of  Customers 


Plan 
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Unfair  Advantages 

• Web  Software  Interface 

• Multi-year  database  history 

• Proprietary  market  research 
techniques 

• INPUT  Brand  Name 
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Primary  Competition 


Drivers  of 
Success 

INPUT 

FedSources 

epipeline 

Onvia 

Web  User 
Interface 

Market 

Leader 

Average 

Superior 

Average 

Breadth  of 
Info 

Fed  & S&L 
IT 

Fed  & S&L 
IT 

Fed  IT  & 
Non-IT 

S&L  IT  & 
Non-IT 

Quality  of 
Info 

Market 

Leader 

Not  as 
Current 

Not  as  Deep 

Not  as 
Deep 

Quantity  of 
Info 

2 X FSI 

% INPUT 

2 X INPUT 
(overstated) 

S&L 

Leader 

Sales  Mgt. 
Software 

Yes 

Not 

Available 

Not 

Available 

Not 

Available 

Advisory 

Limited 

Market 

Leader 

Not 

Available 

Not 

Available 
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mmMtt  Financial  Summary 


2002 

Actual 

2003 

Plan 

2004  Est 

, 2005  Est. 

Sales  Orders 

$8.9  M 

$17.4  M 

$28.4  M 

$43.9  M 

Revenue 

$6.0 

$12.3 

$19.9 

$30.6 

Operating 

Expenses 

$6.5 

$13.0 

$19.9 

$28.5 

EBITDA 

<$0.5> 

<$0.7> 

$0.0 

$2.1 

EBITDA  % 
Revenue 

<8%> 

<6>% 

0% 

7% 

Operating 
Cash  Flow 

$2.1 

$3.4 

$6.0 

$9.3 

— 

INPUT 
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WMU  Investment  Considerations 

• Opportunity  to  accelerate  growth  and 
profitability  by  acquiring  one  or  more 
competitors 

• Deals  may  require  $10M  to  $30M  in 
capital 

• Expected  Exit  in  3 to  5 years 
-Acquisition  by  Market  Research, 

Marketing  Service,  Information 
Service,  or  Sales  Software  firm 
-Initial  Public  Offering 


C 
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Agenda 


wiir 


INPUT 


The  Essential  Market  Intelligence 
Resource  For  Companies  Doing 
Business  With  Government 

February  12,  2003 


Peter  Cunningham 
Doug  Strahan 
David  Heinemann 
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• INPUT  Overview 

• Markets  & Competitive  Position 

• Services  & Customers 

• Sales  & Marketing 

• Business  Model 

• Key  Management  & Ownership 

• Acquisition  Opportunities 


INPUT 


■MM  INPUT  Overview 


• INPUT  helps  companies  market  and  sell 
to  the  government 

-Actionable  information  to  secure  new 
business 

-Strategic  analysis  to  address  new 
markets 

-Software  solutions  to  manage  sales 
resources 
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WMtt  INPUT  Overview 

• Founded  1974 

• 70  employees  growing  to  130  in  2003 

• Revenues: 

-2002  >$6M 

-2003  >$12M  (Organic  Growth) 

• 2002  Cash:  Generated  over  $2M  from 
operations 

• Need:  Financial  partner  for  acquisition 
opportunities 

inpup  a 


m Current  Markets 

• Federal  and  state  & local 
government  IT  markets 

-Long-term  complex  procurements 

-Significant  partnering 
opportunities 

-Dynamic  allocation  of  funding 

-Government  IT  spending  exceeds 
$150B  annually 


MBM  Future  Markets 

• United  States 
-Higher  Education 
-Aerospace  & Defense 
-Architecture,  Engineering  & 

Construction 

-Operations  & Maintenance 
-Transportation 
-Health  Care 

• International 
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WMM  INPUT  Target  Markets  - 
Government 


Market 

# Co’s 

Market  Size 

Federal,  State  & Local 
Information  Technology 

15,000 

$400  million 

Federal 

Aerospace  /Defense 

5,000 

$100 

Federal,  State  & Local 
Construction,  Operations 
& Maintenance 

10,000 

$100 

International  Government 
Europe 

Rest  of  the  World 

10,000 

10,000 

$300 

$100 

Total 

$800  million 

WKUtt  Competitive  Position 

• Leading  provider  of  government  IT 
market  intelligence 

• Barriers  to  entry 
-Multi-year  database  history 
-Web  software  investment 

-Proprietary  market  research 
techniques 


MMf  Services 

WKHKHK  Market  Development  Services 

• Market  Development  Services 

• Actionable  intelligence  for 

• Advisory  Services 

business  development 

• Software  Solutions 

-Business  Opportunities 

• Events 

-Buyer  Profiles 

-Vendor  Profiles 

-Market  / Industry  Analysis 

VII  lOOt  Confidential -INPtrT  | INI  U 1 | „ 
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■™  Advisory  Services 

•Expert  data  driven  advice 
-Strategic  Advisory  Services 
-Consulting  Services 

-Affiliate  Program:  Partnership 
with  government  IT  experts 


INPUT 


VMIl  Software  Solutions 

• Sales  Management  Software 

-Lead  Funnel  Management 
-Sales  Forecasting  & Reporting 
-Capture  Mgmt.  & Risk  Analysis 

• Designed  for  complex  sales 
environment 

• Integrated  with  market  intelligence 
data 

, ' 'NPUT 
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Wtttttlt  New  Product  Initiatives 

■MMW  Our  Customers 

• Federal  Grants  - Higher  Education 

and  State  & Local 

• 450  clients 

• State  & Local  Vertical  Market 

• Revenues  range  from  $5M  to  $50B+ 

Analyses 

• Represent  both  IT  / Telecom 

• Bid  Notification  - Federal  and  State 

product  and  service  sectors 

& Local 

• 70  of  the  top  100  Federal  Systems 

• Federal  Aerospace  & Defense 

Integrators 

Opportunities 

• 15,000  companies  in  IT  target 

market 

3/312003  Confidential  - INPUT  | INPUT  | ,, 
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Client  Growth 

# of  Clients 


Plan 


' I 200.1 


INPUT' 


WKIMMtt  Sales  and  Marketing 

• Rapidly  expanded  efforts  in  last 
three  years 

• Primarily  field  and  inside  sales 

• Build  INPUT  awareness  and 
generate  leads  through  events 

• Promotional  email  campaigns 
aimed  at  target  customers 


INPUT 


■Mflif  Business  Model 

• Services  sold  on  a subscription 
basis 

• Annual  contracts  paid  in  advance 

• Customers  spend  between  $6,000 
and  $100,000  annually 

• Average  customer  purchases 
$17,500  in  subscriptions 

• 80%  subscription  renewal  rate 


[input 


Mil#  Key  Management 

• Peter  Cunningham,  President 

• Kevin  Plexico,  Executive  Vice 
President 

• Douq  Strahan,  Vice  President  & 
CFO 

• David  Heinemann,  Director 
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HMWI  Company  Ownership 

■Mffilf  Acquisition  Opportunities 

• Opportunity  to  accelerate  growth 

• Privately  Held 

and  profitability 

• No  Debt 

-Acquire  only  significant 

• Peter  & Pat  Cunningham  principal 

competitor  in  IT  space 

shareholders 

-Acquire  public  sector  bid 

notification  company 

• Directors,  Employees  own  the 

balance 

• Deals  may  require  $10M  to  $30M  in 

capital 
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Competitive  Snapshot 


10/14/2004 


INPUT 


Competitive  Snapshot 


Steven  Toole 


September  30,  2004 


www.input.com 
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• Provide  visual  representation  of  competitive 
strengths  & weakness  areas  by  product 

• Trend  competitive  movement  across  products 
and  within  product  areas 


• Identify  potential  “fits”  for  strategic  alliances 
within  the  US 
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Competitive  Snapshot 


10/14/2004 
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Strong:  Product  is  strong  and  wins  competitively 
Potential:  Product  has  potential;  wins  some  and  loses  some 
Weak:  Product  is  weak  and  can  not  compete 


1 -Jan-04 
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ederal  Competitive  Matrix 


US  Opportunities/analysis 


UK/Europe/CA 


Contacts/Profiles  Other  Databases 
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Competitive  Snapshot 


10/14/2004 


INPUT' 


S&L  Competitive  Matrix 


State  & Local 


S CD 
cd  o 


C/5  3J 

r“  I 
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Grants 


1 -Jan-04 


INPUT 

FSI 

ePipeline 

MapROI 

CDG 

Onvia 

B2G 

EagleEye 

FedMarket 

Centurian 

eCivis 

Idc 

Gartner 
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Competitive  Snapshot 


10/14/2004 


| INPUT' 
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Next  Steps 


• Implement  any  feedback  from  execs  by  1 1/1/04 

• Publish  to  product  managers  as  a visual 
reference 

• Revisit  quarterly  to  update  as  necessary 

• Replicate  for  UK  market  by  1 1/15/04 
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MEMORANDUM 


DATE: 

June  28,  2002 

TO: 

Peter  Cunningham,  Doug  Strahan  & Kevin  Plexico 

FROM: 

Scott  Lewis 

SUBJECT: 

Sales  Structure  2003 

CC: 

The  Public  Sector  2002  orders  plan  is  set  at  a total  $9,321,691 

Federal  Opportunities,  Agency,  Vendor  & Contracts 
FMA 

S&L  Opportunities  and  State  Profiles 

MyINPUT 

Quarterly  Planning 

Public  Sector  Custom 

SFA 

Plan 


$5,757,492 

847,518 

1,577,986 

442,695 

516.000 

180.000 
379.000 

$9,700,691 


I have  based  the  2003  draft  sale  structure  plan  on  expected  production  by  level 
exec  & inside  sales). 


of  rep  (major  acct,  acct 


Type/Level  of  Rep,  Responsibilities,  Quota  & Comp; 

Major  Account  Manager; 

This  position  would  be  considered  a senior  level  rep.  Qualifications  to  include,  experience  with  the 
government  system  integration  community  and/or  major  IT  firms  and  with  business  relationships  at  a 
senior  level.  Responsibilities  to  include,  total  account  management  for  all  INPUT  products  and  services. 
To  support  existing  INPUT  services  within  the  organization,  to  infiltrate  any  and  all  business  groups  and 

i°dT S r c xU  ,services ' Quota  would  be  based  on  Renewal  and  New  business.  Example  of  accounts, 

1 K W,  CSC,  Northrop  etc. . . (see  attached  list  of  companies  to  consider  as  “Major  Accounts”. 

Salaiy,  $80,000-$  100,000.  At  Plan  Package  of  $175,000-$200,000.  Quota,  $1,500, 000-$  1,750, 000  in 
total  business.  Territory  of  1 5-20  major  accounts.  Currently  INPUT  is  receiving  an  average  $25,250  per 
year  trom  the  top  25  or  integrators.  Their  goal  would  be  to  increase  that  average  to  at  least  $75,000  per, 
3x  the  current  average.  Taking  20  companies  from  $505,000  (20  x $25,250)  to  $1,500,000,  with  comp  ’ 
plan  at  $ 1 75,000  produce  $ 1 ,000,000  in  new  business.  Cost  of  Sales  @ 11.6%. 
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Account  Manager; 

This  is  the  traditional  rep  the  INPUT  has  been  using  and  has  built  the  2002  plan  around.  Qualifications  to 
include,  strong  skills  in  developing  and  closing  new  business.  Responsibilities  include:  renewing  and  up- 
selling existing  clients  along  with  selling  to  mid  and  large  size  companies/prospects.  Reps  would  work 
within  a defined  territory  and  sell  a defined  product  set. 

Salary  of  $50,000-$60,000.  At  Plan  Package  of  $ 1 1 0,000.  Quota  of  $600,000  New,  $200,000  Renewal. 
Total  quota  of  business  of  $800,000.  Cost  of  Sale  is  13.7%. 

INPUT  SalesTrack  ™ (SFA); 

Qualifications  to  include  enterprise  ’ software  sales  experience.  Responsibilities  include  selling  to  any 
and  all  qualified  companies  with  the  exception  of  the  Major  Account  clients. 

Salary,  $80,000-$  100,000.  At  Plan  Package  $150,000-$200,000.  Quota  of  $ 1.5m  (?)  of  new  business. 
Cost  of  Sales  11% 

Inside  Sale  Rep; 

Inside  reps  would  sell  over  the  phone,  using  Web  X.  Qualifications  to  include  strong  telephone  selling 
skills.  Responsibilities  include  managing  and  renewing  of  existing  entrepreneur  clients,  selling  defined 
products  to  entrepreneur  and  to  companies  outside  the  DC  area  currently  not  being  worked  by  account 
executives. 

Salary,  $40,000-$45,000.  At  Plan  Package  of  $80,000.  Quota  of  $500,000  New,  $100,000  Renewal. 
Total  quota  of  business  $600,000.  Cost  of  sales  of  13%. 

Sales  Support  Admin; 

Sales  support  is  an  administration  function  supporting  sales  reps  activities  such  as  proving  sample  info 
within  database,  usage  reports  to  existing  clients,  developing  OIF.  Current  thought  is  that  the  reps  are 
spending  5 to  10  hours  per  week  on  these  functions.  Support  function  is  managed  by  Administration 
Manager. 

Direct  Sales; 

Sales  from  direct  web  marketing.  No  sales  rep,  no  commission  paid.  This  would  be  handled  by  the 
marketing  department  and  sales  support. 

??Quota  of  $1,000, 000?? 

Sales  through  Partnerships; 

Currently  INPUT  has  no  channel  relationship  for  sales. 


In  using  the  above  sales  rep  outline,  the  2002  sales  structure  could  have  looked  like  the  following. 


Rep 

1 Major  Accts  reps 
7 Acct  Exec 

3 Inside  Sales  (Fed) 

2 Inside  Sales  (S&L) 

1 INPUT  Capture  (SFA) 
2002  Plan 


NEW 

Renewal 

Qndfa^ 

1,000,000 

500,000 

1,500,000 

4,298,000 

1,484,000 

5,782,000 

805,000 

635,000 

1,440,000 

387,000 

213,000 

600,000 

379.000 

0 

379.000 

$6,  869.000 

2,832,000 

9,701,000 
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2003  Draft  Plan 


Products 

Federal 

FMA 

S&L 

MyINPUT 
Quarterly  Planning 
INPUT  SalesTrack  (SFA) 

Custom 

Grants* 

Aerospace* 

Total 

2003  Draft  Sales  Structure 

2 Major  Account  reps 

1 2 Account  Execs  (Existing  Products) 
4 Account  Execs  (New  Products)* 

3 Inside  reps  (Federal) 

3 Inside  reps  (S&L) 

4 Inside  reps  (New  Products)* 

2 INPUT  SalesTrack  (SFA) 

Total 


New 

4.400.000 

622,000 

1.040.000 

100,000 

900.000 

3.000. 000 

600.000 

500.000 

500.000 

11.662.000 

New 

2.000. 000 

5.760.000 

820.000 

1.080.000 

600,000 

500,000 

3.000,000 

13,760,000 


Renewal 

4.600.000 

678.000 

1.260.000 

100.000 
0 
0 
0 
0 

0 

6.638.000 

Renewal 

1.200.000 

4.578.000 
0 

460.000 

400.000 
0 

0 

6.638.000 


Draft  Plan 

9.000. 000 

1.300.000 

2.300.000 

200,000 

900.000 

3.000. 000 

600.000 

500.000 

500.000 

18.300.000 

Total 

3.200.000 

10.338.000 

820.000 

1.540.000 

1.000. 000 

500,000 

3.000,000 

$20,398,000 


* New  Products 


Draft  Comp  Plan 


rtner  Group  has  three  levels  of  sales  reps; 


1) 

2) 

3) 


«Sl^anagerf.H'8h  6nd  S3leS  reps  handlin§  Fortune  250  businesses  with  quota  around 
a 0 t0ta  business-  Salary  $130,000-$  170,000,  at  plan  income  of  $220,000 

• CtC?U,n,t  Geographic  territory  with  named  accounts  with  quota  of  $1,700, 000-$2  500  000 

in  total  busmessvSalary  of  $80,000-$  120,000,  at  plan  income  of  $170,000. 

side  reps.  Focusing  on  mostly  smaller  companies  unnamed  and/or  companies  with  no  history 
o emg  approached.  The  inside  sales  rep  is  teamed  with  at  least  one  out  side  rep  (Account 

income  of  $ToO  00(T$ no  ^ ^ ***'  QUOta  °f  $ 1 ’000’00°-$  1 -500>0°°-  At  plan 


Gartner’s  reps  comp  plan  is  structured  to 
with  quota  assigned  for  each  one. 


have  thqir  fields  reps  sell  three  categories  of  products/services 


7.5%  on  Produce/subscriptions  (New  and  Renewal),  Quota 
3%  on  Custom,  Quota  $500,000 
5%  on  IT  measurement,  Quota  of  $300,000 

If  a rep  hits  all  3 buckets  (product/services),  commission  doubles  (2X) 
remaining  if  the  year. 


$700,000-$  1,000,000  ($440,000  New) 


l that  point  on  through  the 
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INPUT  Comp  Plan 

For  reps  selling  multiple  products  (i.e.  Federal  opport un it i es,  F\1  A , Quarterly  Planning)  I would 
recommend  that  we  consider  a Gartner  type  comp  plan  for  hitting  “buckets”,  a yearly  quota  per 

product/service.  This  could  provide  a more  consist  enU’focus”  on  all  products  that  reps  are  expected  to 
sell.  y/ 

For  2003, 1 would  also  recommend  a more ^simplified  commission  plan  with  a set  percentage  paid  on  each 
sale  up  to  meeting  the  yearly  quota,  witlyan  increased  percentage  on  the  dollars  sold  over  quota. 

With  INPUT  having  a large  numbers  of  reps,  I recommend  a competition  for  INPUT’S  “President’s  trip”. 
Both  the  reps  and  sales  managers  would  participate.  For  each  rep  and  sales  manager  that  exceeded  his  or 
her  quota  by  1 10%??,  they  and  their  spouse/partner  would  qualify  for  a 4 to  5 day  INPUT  sponsored  trip 
and  celebration  of  excellence  hosted  by  the  President. 


Improving  Sales  Staff  Quality  and  Effectiveness 

Improving  Quality; 

Hire  more  season  sales  people  for  Account  Manager  position.  That  usually  relates  to  paying 
more  per  rep  but  with  an  expectation  of  more  sales  per  seasoned  rep. 

. Hire  “Major  Account  Manager(s)”  with  strong  experience  selling  at  the  highest  level.  Focus 
these  reps  on  major  businesses  and/or  business  with  a huge  upside  potential. 

Require  reps  to  take  a “Dale  Carnegie”  type  sale  class  and/or  require  that  new  hires  should  have 
been  through  this  type  of  training  within  the  past  year. 

• Use  top  notch  recruitment  agencies.  Pay  for  the  best  reps. 

• Take  a very  hard  look  at  improving  training  for  new  (and  maybe  existing)  reps.  Create  an 
environment  that  gets  them  up  to  speed  within  30  days  vs.  90  days.  Develop  an  inside  sales 
training  organization  (maybe  outsource). 

• Hire  an  Inside  Sales  manager  ASAP. 

Improving  Effectiveness; 

• Get  moving  ASAP  on  implementing  “Sales  Lead  Qualification”  (SLA). 

Reevaluate  sales  support  function.  What  services  do  the  reps  perform  that  should  be  handled  by 
support?  ( 

• Continue  to  increase  and  implement  effective  marketing,  leads. 

• Review  comp  plan  for  motivation,  i.e.  President’s  Club,  exceeding  of  annual  quota  percentage, 
implementing  contest  on  certain  product  sales,  activity.... 

• Stronger/better  recognition  for  excellence.  Sales  rep  of  the  month. 
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SALES  DEPARTMENT  ORGANIZATION 
2003  DRAFT 
July  2,  2002 

tmm" ii 


Field  Sales  Fed.,  S&L 
Prod  ucts/Services 
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POTENTIAL  MAJOR  ACCOUNT  HIT  LIST 
Prepared  July  2,  2002 

Ranked  by  product  spending 


e 

Printed:  7/11/2002 
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MEMORANDUM 


TO: 


SUBJECT: 


CC: 


DATE: 


FROM: 


January  15,  2002 
Sales  Staff 
Peter  Cunningham 
Sales  Actions  for  2002 

Doug  Strahan,  Kevin  M.  Plexico,  David  Heinemann 


Missing  our  targets  in  2001  (mentioned  in  Rick’s  recent  sales  minutes  memo)  was  due  to 
several  factors.  Key  was  that  we  missed  quotas.  Why? 

To  solve  a problem  you  first  have  to  identify  it  and  then  put  in  place  the  processes  to  address 
it.  We  have  done  that.  These  2001  problems  are  being  fixed  in  2002  as  follows. 

1 . We  did  not  accomplish  planned  hiring  on  schedule.  That  means  people  starting  on 
the  first  of  the  scheduled  month  OR  before.  This  was  largely  due  to  not  scheduling 
adequate  time  and  actions  far  enough  in  advance. 

Don  and  Sue  are  actively  focusing  on  this  and  as  they  no  longer  carry  a quota  will  be 
able  to  schedule  and  spend  the  necessary  time. 

2.  We  were  inefficient  in  our  sales  call  rate  and  that  was  due  to  a variety  of  factors 
including  demo  focus.  Demo  focus  also  meant  that  sales  people  had  a longer  'ramp- 
up'  time  than  necessary. 

Sales  people  sell  products  and  services  NOT  demos.  (See  Sales  101).  BUT  demos 
are  a vital  part  of  our  sales  process  (the  “Proof”!).  So  we  have  switched  the  demo 
function  to  Bill's  unit;  Erik's  staff  will  support  it  as  well.  They  will  be  trained. 

3.  We  were  also  inefficient  in  our  sales  call  rate  because  sales  people  used  prime  sales 
time  for  sales  management  and  other  activities  such  as  call  reporting 

Sales  people  are  expected  to  use  their  prime  time  to  sell  and  to  carry  out  call 
reporting,  etc.  in  non-prime  time.  Meetings  should  be  held  after  work.  Note  that  sales 
round  the  US  must  be  on  the  prospect’s  time  zone  not  ours.  We  expect  sales  people 
to  cover  this. 

We  do  NOT  expect  to  see  sales  people  constantly  on  their  computers  in  prime  time! 

4.  Another  inefficiency  factor  was  due  to  sales  people  carrying  out  tasks  that  should  be 
done  by  Administration  support. 

We  are  staffing  to  support  sales.  Sales  people  must  turn  over  support  activities  to 
Administration;  Administration  uses  temporary  and  permanent  staff  as  necessary  to 
get  the  job  done.  It  is  NOT  acceptable  for  sales  people  to  do  such  tasks  as  a normal 
activity  although  it  will  be  required  occasionally! 

5.  We  did  not  "Up-sell"  as  we  planned  due  to  a lack  of  account  penetration. 

We  are  addressing  that  initially  through  identification  of  potential  by  account,  then  by 
identification  of  buyers  and  finally  by  promotion  and  sales  to  those  additional  buyers. 
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October  7,  1999 

This  will  use  the  field  sales  force  at  the  moment  but  account  penetration  may  be 
allocated  to  a combination  of  field  and  telesales  in  future. 

Our  sales  level  per  program  sale  was  lower  than  planned  as  the  emphasis  was 
skewed  to  smaller  clients  from  those  planned. 

We  are  allocating  the  entrepreneur  level  to  a new  telesales  staff  so  that  we  will  free 
up  our  field  sales  to  go  after  the  bigger  accounts  that  can  spend  more  money.  This 
telesales  staff  will  also  focus  on  “out-of-area”  sales 

Our  marketing  support  was  not  satisfactory 

We  are  adding  a marketing  director  and  will  have  one  of  the  Admin.  Staff  primarily 
focused  on  sales  and  marketing  support  so  that  we  have  a continuous  set  of 
marketing  activities. 

We  are  also  actively  evaluating  setting  up  our  own  meetings. 

In  addition  we  have  done  and  are  doing  the  following: 

1 . We  have  greatly  expanded  the  product  set  that  a sales  person  has  to  sell.  We  will 
add  further  products  during  the  year. 

2.  We  have  effectively  reduced  quotas  by  removing  the  quotas  from  the  sales  team 
leaders  thus  allowing  them  to  be  allocated  across  team  members.  There  has  been  a 
small  real  quota  increase  that  is  more  than  offset  by  this  reallocation. 

3.  We  plan  to  increase  our  sales  force  substantially  in  2002.  In  order  to  accommodate 
the  expansion  we  have  adopted  a “hot-desk”  format.  Do  not  personalize  your  office 
area  as  you  will  move  from  one  location  to  another  on  a daily  basis. 

Our  plan  is  that  70%  of  sales  staff  will  meet  quota  this  year.  We  expect  that  the  norm  is  about 
120%  of  quota.  We  expect  several  people  to  reach  the  “Excellent”  level  that  is  150%  of 
quota. 

We  want  you  to  suggest  means  and  processes  that  can  help  you  and  us  achieve  these 
goals. 

We  must  make  our  plan  each  month!  We  have  a great  opportunity  this  year  and  a very  fine 
sales  team  as  a basis  to  make  this  happen. 

Good  hunting! 


Subject 


6. 
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INPUT  PRACTICES  & METHODOLOGIES 


SECTION:  Sales  & Marketing  POLICY  No:  S130 

SUBJECT:  Sales  Planning  & Reporting  DATE:  December  31, 2001 

TOPIC:  PUBLIC  SECTOR  SALES  PERFORMANCE  METRICS 


Prepared  By:  KMP/DSS 


Approved  By: 


L POLICY 

All  sales  staff  are  evaluated  on  their  ability  to  achieve  sales  quotas. 

In  order  for  the  sales  staff  to  achieve  their  quotas,  it  is  necessary'  for  them  to  generate  the 
necessary  leads  and  appointments,  and  manage  their  time  effectively. 

INPUT  has  established  sales  metrics  below  as  a guide  to  sales  representatives  and  as  a 
performance  evaluation  tool  in  measuring  the  effectiveness  of  sales  representatives  to  supplement 
quota  performance  evaluations. 

II.  PRACTICE 


Based  on  analysis  of  the  sales  process  for  the  public  sector  database  services,  INPUT  has 
identified  the  following  planning  assumptions: 


Component 

Assumption 

Description 

Average  Sales  Cycle  (in  days) 

120  days 

Days  from  when  a lead  is  identified  to  when 
it  is  closed. 

Average  Order  Size 

$12,000 

Average  size  of  an  order  (which  may  include 
one  or  more  services). 

% of  Prospects  Converting  to 
Appointments 

10% 

The  percent  of  sales  prospects  identified  that 
actually  convert  to  a visit. 

% of  Appointments  Converting 
to  Sales  Orders 

7.5% 

The  percent  of  visits  that  convert  to  an  order 

Regular  Sales  Representatives:  are  expected  to  achieve  the  following  levels  on  a weekly  basis  in 
order  to  achieve  quota. 


Activity 

Company  Standard 

Active  Prospects 

80 

New  Qualified  Prospects  Per  Week 

10 

Sales  Appointments  (Minimum) 

12  per  week* 

*10  new  and  2 renewal 
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New  Sales  Representatives:  are  expected  to  achieve  the  following  levels  during  the  first  four 
months  in  order  to  ramp  up.  After  the  fourth  month,  sales  representatives  are  expected  to  perform 
at  the  level  outlined  for  the  Regular  Sales  Representative. 


Month/Week 

Active  Prospects 

New  Qualified 
Prospects/Week 

Sales  Appointments/ 
Week 

1 

20 

40 

1 

0 

2 

0 

3 

j ** 

4 

2** 

2 

40 

30 

1 

3** 

2 

4 

3 

5 

4 

6 

3 

60 

20 

1 

7 

2 

8 

3 

9 

4 

10 

5 

11 

4 

80 

10 

12 

**  With  Sales  Manager.  First  appointments  are  expected  to  be  on  renewals.  By  3rd  week  of  employment, 
SR  is  expected  to  be  calling  for  sales  appointments  for  new  or  up  sell  sales 

III.  PROCEDURES 
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Business  Plan  for  Customer  Support/Training 

Prepared  according  to  Policy  PLG310,  Nov  26,  1990,  Exhibit  A,  Program/Product 
Business  Plan  Outline 

Revised  as  of:  01/26/2001 


I.  CURRENT  STATUS 

A.  Service  Description 


> The  following  services  are  currently  provided  by  INPUT'S  customer  support 

organization: 

• Ad  hoc  research/hotline  (Support  questions  related  to  technology, 
opportunities,  departments,  agencies,  and  vendors) 

• Training  on  INPUT  services  (new/renewal  client  and  refresher/client  new 
employee  training  based  on  need) 

• Client  password  management  (adding/deleting  passwords,  adding  new  users 
to  client  system,  adding  new  clients  to  weekly  e-mail  list,  and  password 
security) 

> Training/support  to  customers  of  the  following  programs: 

• IMPACT  (includes  IT  opportunities,  Contracts,  Contacts,  and  Events 
databases) 

• Agency  Profile 

• Electronic  Government 

• State  and  Local  (when  released) 


II.  PLAN 


A.  Objectives 


> As  INPUT'S  subscriber  base  grows,  the  customer  support  group  will  grow.  To 
make  the  organization  more  effective  and  efficient: 

• Develop  frequently  asked  questions  (FAQ)  to  answer  commonly 
requested  information.  Work  with  web  development  staff  to  implement. 

• Develop  an  online  hotline  statement.  The  statement  will  describe  the 
parameters,  as  well  as,  how  to  contact  the  hotline.  This  will  help 
eliminate  questions  about  hotline. 

> As  INPUT'S  sales  staff  grows,  the  number  of  new  clients  obtained  will  grow.  To 
effect-support  a broader  group  of  users  INPUT  will  do  the  following: 

• Provide  an  open  monthly  training  session  for  INPUT  clients  on  the 
second  Tuesday  of  every  month. 

• New  clients  will  be  called  and  offered  a group  training  session  to  be  held 
at  their  location  or  on  site  at  INPUT. 

• Clients  will  be  offered  training  for  new  employees  or  refreshers  to 
existing  employees  based  on  need. 

• Create  an  online  training  manual.  Manual  will  be  also  offered  in  hard 
copy. 
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• Create  online  training  video  for  each  product.  Clients  will  be  able  to 
download  by  product,  upon  need.  Work  with  web  development  staff  to 
implement. 

> As  the  number  of  clients  grows,  the  amount  of  password  management  grows. 

To  minimize  time  and  effort: 

• Develop  a client  password  management  system.  System  should  be  able 
to  add  a new  user  to  the  client  prospect  system,  create  a login  and 
password  based  on  products  subscribed  to,  e-mail  the  login  and 
password  to  the  new  user.  Work  with  web  development  staff  to 
implement. 

• Allow  clients  to  add/delete  themselves  from  opportunity  e-updates. 


III.  DOCUMENTATION  BY  PROGRAMS/PRODUCTS 

A.  See  Schedules 


> Annual  Planning  Schedule: 

> Personnel  Schedules  - For  each  person  prepared  quarterly 
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External 

Internal 

Corporate 

Corporate 

Web  page 
Marketing  Activities 

Finance  & Accounting 

Cash  Management 

Sales  Activities 

Accounting  systems 

PS  Software 

Order  management 

MyINPUT 

SFA 

Sales 

CR  System 

Other 

Telesales  Support 

PS  Database 

Federal 

Field  Support 

S&L 

Other 

Transportation  Centers  (Airports,  ports,  etc.) 
Health  Care 

Marketing 

Promotions 

Other 

Advertizing 

PS  Planning  & 

Marketing 

Programs 

FMA 

Custom 

Competitive  Analysis 
Market  Research 

Other 

Other 

Commercial 

Custom 

Operations 

Customer  Support 

Other 

Project  & People  Management 

EBusiness 

Other 

Other 

HR 

Hiring 

Training 

Timekeeping 

Practices 

Expense  & benefit  reporting 
Other 

Administration 

Web/IT  Operations 

Inventory  management 
Intranet 

Business  recovery 
Development  & Documentation 
Infrastructure 
Security 

Operations  management 

Web/IT  Development 

Other 
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Cayman  Planning  Meeting  Notes 
November  1 


November  21,  2002  ' 

Introduction 

• PAC  reviewed  last  years  (2002)  Planning  Meeting.  2002  plan  stated  a target  of  $20  million  for 
2003.  Peter  indicated  that  we  should  keep  this  target. 

• Not  meeting  2002  strategic  plan.  Did  not  have  any  products/services  for  the  IT  buyer.  Need  to 
start  selling  to  buyers  in  2003 . 

2003  Objectives 

• Orders  target  $20  million 

• Current  version  of  plan  (Market  Development  Services  $15m.  Advisor}'  $0m.  Sales  Mgmt 
Software  $ 1 6m  for  a total  of  $ 1 6.6m. 

• Sales  staffing  required  to  achieve  $18m  = 28  ($12m  new,  70%  effective,  $600k  quota) 

• Sales  staffing  required  to  achieve  $20m  = 33  ($12m  new,  70%  effective.  $600k  quota) 

• Ebitda  target  - Breakeven  or  worst  case  -10%. 

Review  of  2002/Implications  for  2003  (DS) 

• A MarketView  is  to  be  considered  a subscription 

• Create  Customize  FMA  subscription 
Lessons  Learned: 

• Accelerate  launch  of  new  products.  Need  better  process,  launch  faster 

• Need  timelier  hiring. 

• Sales  Comp  plan  are  too  complex 

• Need  to  finish/improve  collateral/message  platform 

• For  EB,  didn't  invest,  never  really  launched,  do  not  have  the  proper  sales  talent/training 

• Custom,  didn’t  manage  or  sell  well. 

Action  Items: 

• Weekly  Staff  Meeting,  not  real  productive,  look  at  alternatives. 

• Add  a compensation  committee 
Compensation  Policy: 

• Our  base  compensation  must  be  competitive  with  the  market. 

• We  should  pay  in  the  top  25%  for  any  position. 

• Incentive  compensation  increases  with  the  persons  level  w ithin  the  company 

• Incentive  Compensation  targets  are  more  broadly  defined  the  further  up  in  the  organization  one 
moves. 

LOB  Names 

• Web  Based  Business  Intelligence  Software  and  Services 

• Market  Development  Services  (MDS) 

• Advisory  Services 

• Sales  Management  Softw  are 
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November  22,  2002 
Sales: 

• There  is  no  seasonality  in  the  sales  effectiveness  as  we  had  previously  thought 

• Sales  productivity  increased  from  $480  to  $550/  rep  in  new  business  from  200 1 to  2002 

• Ramp  up  for  Field  vs.  inside  is  the  same  compared  to  quota. 

• Look@  Thompson  Financial  Services  as  a distribution  channel  for  the  financial  community 

• Need  to  look  at  what  new  federal  IT  products  we  can  add  and  sell 

Fed.  Opportunities: 

• Reduce  staffing  total  to  13 

• Need  to  extend  product  - possibilities  include. 

o Teaming  / Partners 

o Premium  content  (for  a subset  of  opportunities) 
o Slices  of  Federal  DB 

• Advisory  Council  (QC/QA)  $100k  budget  for  all  products 

Market  Development  Services  - Management 

• Creamer  - New  Product  Research 

• Asst  mgr  Fed  IT/C41  $55-60k  1/1  (who?) 

• Asst  mgr  S&L  $55-60k  1/1  (MF) 

Sales  Management  Software 

• Need  ROI  / Positioning  / Proof  Points. 

• Need  to  complete  market  research  and  outline  product  development  plan  for  additional  features 
and  modules. 

• Examine  and  estimate  requirements  to  build  Siebel  connector 

Pricing  / Packaging 

• MyINPUT- agreed  to  Don's  proposal  Need  to  specify  new  price  point.  DS.  KP,  SL  to  refine 
DP  proposal  and  implement. 

• FMA  - agreed  to  Don's  proposal.  Need  to  expand  concept  to  cover  any  combination  of 
MarketViews  and  the  forecast. 

• S&L  - Sell  by  state.  Need  to  develop  scheme  based  on  number  of  opportunities.  Will  use  tier 
structure  to  simplify. 

• S&L  will  serve  as  a test  for  selling  slices  of  the  opportunity  database  before  we  apply  the  concept 
to  Federal. 

• Support  - do  we  offer  a way  for  entrepreneur  customers  to  buy  support? 

• Sales  Management  System: 

o Salesforce.com  $65  / month  = $780  per  year. 

o Need  to  categorize  current  set  of  tabs  into  modules.  Grouping  could  be  Reporting  and 
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Cayman  Planning  Meeting  Notes 
November  2003 

Funnel  as  the  core,  with  Pricing/Competition  and  Teaming  as  a separate  module, 
o The  complete  set  of  modules  will  be  called  SMS  Enterprise.  SMS  Lite  (Team  Edition) 
will  be  limited  to  the  Reporting  and  Funnel  tables.  The  key  point  is  the  Enterprise  must 
be  differentiated  from  Team. 

o Need  to  better  understand  the  buyer  in  the  salesforce.com  space  (Manager  or  Rep?) 
o Recommended  pricing  for  Team  Edition:  $800  per  seat,  $600  introductory^?).  Sell  per 
seat  per  year  only  or  do  we  consider  monthly?  Consider  keeping  the  sales  process  simple 
by  packaging  seats  in  blocks. 

Marketing 

• Direct  Mail  - Agreed  to  test  the  effectiveness  of  direct  mail.  Discussed  coming  up  with  some 
sort  of  creative  give  away  to  support  software  sales. 

• Events  - discussed  w hether  or  not  to  manage  events  in  marketing  or  run  events  as  a separate 
business  unit. 

Finance  / Admin  / HR 

• Staffing  - Agreed  to  eliminate  Director  of  Administration  position  and  have  HR  Director  also 
assume  responsibility  for  office  management. 

• Admin  to  takeover  FOIA  responsibility.  (Kevin  estimates  at  20  hours). 

• HR  Director  to  facilitate  the  hiring  process  (tools,  resources,  training,  etc). 

• Training  - Executives  to  lead,  HR  to  facilitate.  Managers  to  train.  We  must  leverage  computer 
based  training. 

• Hiring- Must  be  a focus  in  2003.  Consider  how  to  leverage  recruiters. 
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November  23,  2002 
Technology  Plan 

• Deploy  scripting  methodology  (N  tier)  to  separate  the  Database  Layer  from  the  Business  Logic 
Layer  from  the  Presentation  Layer.  Benefits  of  scripting  methodology  include  the  ability  to  make 
changes  quicker  and  to  reuse  code  multiple  times  across  all  systems. 

• Objectives  for  2003 

o Retrofit  the  code  in  2003 

o Create  a Client  / Prospect  task  team  to  focus  on  enhancements. 

• Development  Environment  in  2003 

o Develop  in  a separate  hardware  environment 
o Track  / control  code  changes  and  release  in  an  organized  fashion. 

• Breakout  maintenance  from  development 

• Hire  / Promote  Mgr  IT 

• Staffing  assumptions: 

o (1)  Bugs  / Maintenance 
o (1.5)  Internal 
o (1.5)  SMS 
o (3.0)  DB  Products 
o (1)  External  Web 

• Allocate  time  each  quarter  between  internal  and  external  development  activities 

o Review  project  tasks  quarterly  with  executive  Staff 
o Hire  on  time! 

• Technology  Watch  - Development  team  to  monitor  and  develop  position  papers  on  new 
technologies.  Position  papers  to  specify  concept  and  whether  or  not  technology  should  be 
integrated  with  our  system. 

• Major  projects  include: 

o Permissions 
o E-  commerce 
o Client  Prospect  System 
o Orders  / Reporting 

• PAC  added  priorities: 

o Marketing  - Demonstrations 
o Training  - Self  training,  Help  functions 
o Employee  Productivity 

Infrastructure 

• Security  Audit  - agreed  to  pursue  based  on  initial  estimate  of  $ 12k.  Need  to  revisit  scope  and 
timing  based  on  current  estimate  of  $25k. 

• Web  Crawler  - timing  Q1  (verity) 

• Labor  - needed  to  implement  new  infrastructure.  SM  to  develop  project  schedules. 

• Investigate  video  conferencing  or  video  training  (streaming). 

• Wireless  - we  must  develop  a presentation  layer  for  mobile  technology  (need  interface). 

• Need  financing  plan  to  fund  equipment  purchases  (estimated  $600-700k  can  be  financed). 

MM  Cayman  Planning  Meeting  Nov  2002  120802  DSS(2) 


Page  4 of  9 


Confidential  - INPUT 


12/09/02 


INPUT 

Cayman  Planning  Meeting  Notes 
November  2003 

• Password  control  / maintenance  for  services  - need  practice  for  managing  and  changing 
passwords  to  external  services  (Hoovers,  .monster,  etc). 


M&A 

• DSS  to  provide  introductions  to  E&Y  and  ShawPittman 

• M&A  tracking: 

o AH  tracks  activity  based  on  trade  publications 
o Customer  support  updates  the  client  prospect  system 
o AH  updates  the  vendor  / contracts  database, 
o AH  to  investigate  services  which  track  activity 

• Contracts  - Vett  with  ShawPittman  (for  example  the  agreements  are  silent  on  indemnification) 

• M&A  Database  - need  requirement  to  track  as  SQL  database  linked  to  vendors. 

• Discussed  ways  to  accelerate  business:  Introduce  David  at  a breakfast.  Networking  via  Scott  and 
Kevin 

• Marketing 

o Media  release  (with  analysis) 
o Letter  Campaign  (250  exec’s) 
o Wash  Tech  (author  article  - Bill  Loomis) 

• Differentiation 

o Data  / Expertise 
o Relationship  (ongoing) 

o Buyside  orientation  (only  recommend  good  deals) 

Competition  / Business  Development 

• Comparison  based  on  . 

o Web  / Software/  Technology 
o Content  (scope,  depth,  timeliness,  quality) 
o Marketing  Position 

FSI 

• Replicating  improvements  made  by  INPUT 

• Investing  in  technology 

• Differentiator  - INPUT  offers  better  graphics,  click  through  (linking)  and  MylNPUT. 

• Technology  (rating  was  1-2,  now  3-4).  How  do  we  stay  ahead:  analysis,  collaboration,  reporting 

• Content:  timeliness  (2),  quantity  (2-3),  quality  (3-4). 

• Marketing  / Website: 

o Clean  design/navigation 
o Samples  / examples 
o Dynamic  (we  need  more) 
o Rollover  / Rotated 
o Download  Presentations 
o Fed  Headlines  / State  Headlines 
o Weekly  spotlight  (graphic) 

o Free  services  (daily  news  email,  submit  company  profile,  overview  presentation  (state, 
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federal) 

• Why  not  FSI  over  INPUT?  Need  to  evaluate. 

• How  to  better  compete  head  to  head  (impacting  FSI  renewal  rates): 

o Price 
o Relationships 
o Dual  sources 
o Switching  costs 
o Marketing  (MCI  vs.  ATT) 

o Switching  Price  (match  FSI,  discount  . . . instead  of  free  term) 
o Additional  product  free  (MyINPUT,  Agency  or  vendor) 


Epipeline 

• Partnering  - both  FSI  and  Epipeline  have  a better  partner  presence. 

• Technology  (rating  2-3).  They  are  not  investing. . . but  have  a clean  website. 

• Content:  breadth  rating  4,  quality  rating  1-2. 

• Need  to  understand  why  they  dropped  A/D  and  have  added  Environmental. 

• Why  do  we  loose  to  Epipeline:  Price  and  breadth  (OM,  AEC) 

Current  Analysis 


• Resell  (yes)  vs.  integrate  (no) 

• Jeff  Schwartz  to  call  PAC 

• INPUT  needs  to  conduct  market  research: 

o Survey  the  government  community 
o Gov't  executive  dinner  in  January'  ^9 


Carroll’s 

• Pursue  multi  year  licensing  deal. 

• Phase  1 implementation  - Contacts  (25  days) 

• Phase  2 implementation  - Org.  charts  (25  days) 

• DH  to  contact  Tom  Carroll  regarding  “partnership” 
Onvia 

• DH  to  contact  Broadview 

• We  need  competing  bid  notification  product 

Eagle  Eye 

• They  have  a GSA  schedule 

• Revenue  $300-400k 

• Build  vs.  Buy  question 
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Kablenet 

• FMA  competitor  (charge  $30k  in  Europe) 

• Daily  publishing  & analysis 

Ideas  Generated  During  Competitive  Discussion: 

• INPUT  website  needs  a content  facelift  immediately  and  a redesign  in  first  half  of  2003.  Scott 
suggested  we  talk  to  Valeri  Voci  for  ideas  / as  a possible  resource. 

• Need  generic  M&A  proforma  template  (test  combination  with  FSI) 

• Homeland  Defense  / Public  Safety  (create  product  which  crosses  Federal,  State  & Local) 
Possible  MarketView? 

• Develop  package  of  services  to  compete  across  all  segments  of  Federal  (OM.  AEC,  AD.  IT). 
Only  investment  is  software  and  product  management  (no  ongoing  content  maintenance). 
Package  to  include  some  combination  of  Vendor  Performance,  Contracts,  Contacts,  and 
FedBizOps. 

• MyINPUT  - customer  should  be  able  to  choose  frequency  of  updates  (hourly,  daily,  weekly,  etc) 

• Set  up  dinner  w/govt  folks  to  find  out  w hat  kind  of  data  and  tools  they  w ant 

• FMA  -need  to  look  at  how  we  make  this  info  more  current  and  more  frequently  updated  to 
maximize  the  contact  and  value  to  the  customer 
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November  24,  2002 

Sales  Management  System  - Competition 

• Prime  competition  is  Salesforce.com,  Bayes,  and  to  a lesser  degree,  Siebel. 

• Salesforece.com  offers  multiple  editions  (Team  (5  or  fewer).  Professional,  Enterprise,  and  Offline 
(Licensed) 

• Agreed  we  will  offer  SMS  Team  Edition  (Easy  to  buy,  implement)  as  well  as  SMS  Enterprise 
Edition  (LT  Solution). 

• Need  to  complete  comparison  of  products: 


Modules 

SaIesForece.com 

Baysian 

INPUT 

SFA 

Yes 

Yes 

Yes 

Contact  Management 

Yes 

? 

Future 

Customer  Services  & 
Support 

Yes 

Marketing  Automation 

Yes 

Reporting 

Yes 

Yes 

Yes 

Partner  Mgmt 

Future 

Proposal  Mgmt 

Future 

Project  / Contract  Mgmt 

Future 

Organization  / Leadership 

• Discussed  overall  organization  (Functional  vs.  Divisional  structure).  Agreed  Functional  made  the 
most  sense  for  2003  since  we  primarily  only  have  one  business  and  our  size  is  $10  million. 

Agreed  going  to  Divisional  structure  (GM's)  may  make  more  sense  going  into  2004. 

• Identified  potential  next  executive  level  hires  (players  who  would  participate  in  company  wide 
strategy  and  policy  noted  with  *): 

o Marketing  VP  * 
o SMS  Sales  Exec. 

o General  Manager  (Market  Development  Services) 
o VP  IT  Development  * 
o R&D  Executive  * 
o General  Manager  Buyer  Business  * 

• Agreed  we  would  conduct  a HR  Staffing  review  coupled  with  the  February  Executive  Mtg.  ( 1 day 
session) 


Staffing  Assumptions 

• Add  Contact  Product  Manager  (Combine  Fed  / S&L,  relationship  with  Carroll's) 

• Need  to  look  at  ways  to  make  analysts  more  productive 

• Subtract  Training  Analyst 

• Customer  Support  - Do  we  separate  Sales  Engineers  (demo)  / Training  from  Hotline  / Customer 
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Support?  Need  to  improve  productivity  and  create  tools. 

• Marketing  - Web  Navigation  / Interface  / Content  - need  resources  to  improve  our  site  (whether 
full  time  or  contracted) 

• G&A  - DSS  and  PAC  to  review  role  / expectations  in  2003  and  implication  on  staffing. 

Business  Strategy 

• PAC  discussed  our  overall  business  strategy  and  compared  3M  (a  company  with  many  $50 
million  products  in  its  portfolio)  with  P&G  (a  company  with  a fewer  number  of  very'  large  $ 
billion  products) 

• PAC  indicated  he  envisioned  INPUT  as  a company  more  similar  to  3M 

Meeting  Structure  for  2003 

• Competition  ( 1/2  day)  each  Qtr. 

• Human  Resources  (1  day  ) each  Year 

• New  Products  ( 1 day)  each  Qtr 

• LRP  (2  days)  each  Year. 

• Annual  Financial  Plan  (3  Meetings)  each  Year 

• Financial  Reviews  (1/2  day)  each  Month 

• Kickoff  Meeting  ( 1/2  day)  each  Y ear 

• Weekly  Staff  Meetings  - replace  with  new  schedule: 

o General  Staff  Meeting  ( 1 x per  Month) 
o Management  Meeting  ( 1 x per  Month) 
o Department  Meetings  (2  x per  Month) 

General  Action  Items: 

• Update  model  with  latest  assumptions  (DS) 

• Sales  potential  for  existing  & new  products  (2003,  2004,  2005)  (KP,  SL,  DS).  DH  suggested  w e 
take  a more  strategic  look  at  the  products  and  where  we  think  they  might  be  in  2-3  years  time, 
especially  for  the  new  products  so  we  can  invest  more  in  the  bigger  opportunities. 

• Sales  Structure  / Productivity  (SL/  DS) 

• New  Products  - Requirements  / Priority'  / Timing  (KP) 

• New  Products  - Create  Development  Model,  Qtrly  Product  Planning  with  1 year  view.  NPV 
analysis.  (KP  / DS) 


MM  Cayman  Planning  Meeting  Nov  2002  120802  DSS(2) 


Page  9 of  9 


Confidential  - INPUT 


INPUT  2003  Planning 
Meeting  Notes 
10/11/02-10/12/02 


10/12/02  - Morning  Session 

Participation:  Peter  Cunningham.  David  Heinemann,  Kevin  Plexico,  Scott  Lewis,  Doug  Strahan, 

Sales  Management  System: 

• Discussed  Peter’s  meeting  w/  Tom  Craver.  Peter  suggested  Scott  L.  ask  Tom  his  thoughts  on  the  SMS  yearly 

<Iuota  (4 

• Turn  over  SGI  custom  development  work  to  Sue  C. 

• Need  the  data  in  tracking  the  success  and  activity  within  the  SMS  pipeline.  Of  the  38  companies  listed  last  July, 
what’s  the  status?  How  many  dropped  off?  How  many  had  formal  proposals?  Closes?  SL  to  look  at  the 
pipeline,  won/lost  and  the  sales  cycle.  T 

• Need  to  form  a task  group  rncluding  salcs  for  “MyPipeline” . Need  a pricing  plan.  - 

• Product  development  to  include:  Account  Planning,  Contact  Management,  and  Reporting  Capabilities.  “J  ' 

• Competition  includes:  Winaward  (low  price,  avg.  value),  COTS  (high  price,  high  value),  homegrown.  Our 
position  is  avg.  price  and  avg  value.  DSS  raised  concerns  about  our  price  and  our  ability  to  switch  clients  from 
their  current  solution. 

• Need  to  form  a task  group  including  sales  for  “MyPipeline”.  Need  a pricing  plan.  DSS  suggested  our  DB 
products  are  level  1,  My  INPUT  personalization  level  2,  MyPipeline  level  3 (could  include  collaboration)  and 
SMS  level  4.  tV-t/vVo 

» View  M\  Pipeline  as  a single  user  "Troian  Horse"  to  get  our  clients  using  sales  management  tools  from  us  and  \/ 
easing  the  wav  for  adoption  of  SMS  throughout  the  enterprise  or  business  unit. 

New  Business: 

• International 

• DiscussedKableNet.com.  Peter  w ill  continue  dialog  w/  KableNet.  Peter  it  visit  in  Nov. 

• Research  US  companies  in  their  interest  in  the  European  Govt  IT  market  first  quarter  of  2003.  Also  need  to 
look  at  conducting  prospect  research  in  Europe. 

• Need  to  consider  all  options:  Build.  Buy  or  Partner  (production  / distribution) 

• Agreed  profiles  and  bid  notification  service  (leveraging  TEDS)  offer  most  promise  for  entering  the  market. 

• Look  at  selling  the  data  from  the  IBM  Global  Government  project.  Can  sell  after  3 months  (DSS  needs  to 

review  contract  to  confirm).v  Mark  Creamer  to  look  into.  Contact  existing  clients  to  see  if  interested  to 
purchase.  7.  v v 

• Also  agreed  we  need  to  look  at  Canada.  Mkt  size  $3.4  B or  10%  of  US.  Need  to  assess  complexity  and 
whether  or  not  Fedbizops  type  data  feed  available.  - (o-A 

Human  Resources: 


• What  are  the  implications  on  HR  if  and  when  INPUT  receives  a GSA  Schedule?  Scott  check  into  schedule. 

• DSS  noted  we  should  create  an  HR  profile  for  each  employee  to  support  our  performance  management  and 
leadership  development  initiatives.  A<r  i ~ 

• Need  to  hire  HR  “manager”. 

Finance  & Administration: 

• Hire  a more  “professional”  receptionist. 

. Assess  admin  support  requirements  for  Exec’s. 

• Need  to  develop  a new  PowerPoint  template.  — 

IT  Infrastructure: 

• Create  a Development  Business  Plan  — *)$( 

• Minimum  of  2 developers  for  Staff  Systems  & Internal  Systems 

• Add  security  for  “Protection  of  the  Company” 


iaiming  Me 
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Business  Development: 

. Agreed  that  it  made  sense  for  INPUT  to  offer  Strategic  Advisory  (M&A)  Sendees  (SAS). 

. SAS  should  be  marketed  as  an  extension  of  thcWsincss  development  prodticts  and  sendees  currently  offered  bv 
INPUT 

. SAS  w ill  target  large  companies  on  the  bm  side  and  for  divestitures  and  mid  size  companies  on  the  sellside  and 

buvside. 

• DH  to  prepare  a plan  for  launching  M&A  Services.  DH  to  prepare  term  sheet  outlining  relationship  between 
Heinemann  & Co..  Inc,  and  INPUT,  DSS  to  review  both  with  DH.  Plan  will  include  regular  communication 
w ith  INPUT  clients  and  prospects  via  email  regarding  public  sector  IT  M&A  activity,  trends  and  public 
company  valuations  in  this  sector. 

• SL.  to  work  w/  DH  to  make  appointments  for  M&A.  - 

• Marketing,  send  announcement  of  INPUT  M&A  capabilities  in  4th  quarter  of  2002. 

• Immediate,  pay  4%  to  sales  for  consulting^  OwV  vA  U^jLj^XU,  <juJsr>  r-*A  ) 

• Acquisitions,  Only  interested  in  some  of  FedMarker  s assets  i.e.  Crawler,  name  list.  Send  them  list  of  assets 

that  we  would  be  interested.  - |t)  | DH" 

• Expand  competitor  binder  to  include  acquisition  candidates  for  Nov  off-site  2003  planning  meeting,  IMMIX. 
FBC.  Eagle  Eye  } j U.&v  ,*j 
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10/11/02  — Morning  Session 

Participation:  Peter  Cunningham.  David  Heinemann.  Kevin  Plexico.  Scott  Lewis,  Doug  Strahan.  Amanda  Brown. 
Scott  Massey,  Bill  Young.  Don  Peacock,  Steve  Trumpet.  Mike  Tracey,  Erik  Terharr.  Meredith  Luttner.  Brian 
Haney,  Payton  Smith.  Chris  Chav. 

Overall  actions/ideas: 

• PAC  asked  that  we  create  a Planning  Binder  as  part  of  the  deliverables  for  the  2003  Plaa 

• PAC  declared  our  goal  is  to  be  #1  in  each  of  our  target  markets. 


Finance: 


DSS  agreed  to  lead  a financial  management  class  for  the  product  managers  and  other  members  of  the 
management  team. 

Financial  Model  - How  do  we  distinguish  deferred  revenue  for  a subscription  paid  up-front  versus 
monthly?  We  explain  our  model  and  the  importance  of  deferred  revenue.  We  do  bill  a small  number  of 
clients  quarterly,  so  we  need  to  explain  the  difference  between  unbilled  and  deferred  revenue. 

Consulting  - How  does  Consulting  fit  in?  How  do  we  generate  revenue?  DSS  - Two  things  to  consider 
here.  1 - Strategic  Advisory  is  separate  from  consulting.  2 - We  need  to  leverage  the  assets  of  the  company 
with  the  market  intelligence  we  have  in  place.>For  Sales  Planning,  positioning  will  be  ' outsource  your  sales 
planning  to  an  expert,  we  ll  help  you  navigate  the  sea  of  opportimities”^For  FMA,  we  can  take  existing 
product  structure  and  develop  custom  forecasts.  We  can  take  this  further  into  State  & Local  analysis  jre-well 
as-leverage  Mark  Creamer’s  technical  background  and  expertise.  PAC  - We  can  use  our  Consulting 
Services  to  reach  companies  not  in  the  public  sector  IT  market  today.  CC  - 1 can  see  us  using  a data- 
mirirng  process  to  leverage  our  extensive  knowledge  of  this  market.  PAC  - Absolutely.  It’s  an  unlimited 
opportunity  . Used  analogy  of  mining  materials  (our  database  of  information)  and  turning  into  something 
valuable  (consulting).  We  want  to  use  software  to  provide  other  product  modules. 


PS  Introduction  (Orders): 


• Peter  Cunningham  (PC)  commented  that  we  should  shift  the  management  focus  from  efficiency  to 
innovation.  (Managers  need  to  allocate  time  in  their  own  schedules  to  think  about  enhancing  their 
products.) 

• DSS  and  KP  to  create  a product  development  model.  — kA't^C'  ’ 

• New  products  for  2003:  Aerospace/Defense  opportunities.  Grants  database.  S&L  market  analysis,  and 
IntemationairDoug  - w as  International  mentioned  in  this  part  of  the  meeting?!. 

(LecjU-i«c_4.  s&l  . I 
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PS  Sales: 


• Sales  quotas  will  be  set  to  120%  of  the  plan  for  2003. 

• Aerospace/Defense  product  (if  added)  w ill  require  a separate  sales  team  because  of  different  buyers. 

. The  hiring  schedule  must  account  for  turnover  in  the  sales  team 

• PAC  commented  that  some  account  managers  could  be  moved  into  operations  for  product  management 
(which  could  be  another  source  of  turnover). 

• Inside  sales  may  be  more  effective  at  database  sales  than  the  field  sales  team. 

• Field  sales  could  be  the  lead  point  for  the  integration  of  consulting  services  within  INPUT’S  existing 
product  set  - i.e.  consultative  selling. 

. Sales  territories  will  be  alpha-split  for  the  DC  metro  area,  geographically  split  for  the  rest  of  the  U S.  The 
intention  is  for  geographic  territories  to  drive  S&L  sales. 

• Sales  prospect  analy  sts  are  still  under  evaluation  for  productiv  ity.  — 
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PS  Product  Marketing: 

• Outbound  calling  plan  - are  we  planning  to  outsource  this  function?  The  plan  for  2003  was  to  utilize 
internal  resources  (sales  & spa’s)  to  conduct  targeted  outbound  calling  plans. 

• Events  - did  we  consider  webinars?  We  did  consider  webinars.  PAC  suggested  we  look  at  how  ITAA 

conducts  webinars.  We  discussed  using  webinars  to  launch  FMA  Markctview  releases  and  / or 
INPUT/Output  releases.  - — M^ci> 

• Direct  Sales  - PAC  indicated  we  must  build  the  capability  to  sell  Federal  and  S&L  categories  of 

opportunities  (for  niche  technology  companies).  The  example  PAC  described  concerned  “help  desk” 
management.  By  selling  these  targeted  bundles  of  opportunities,  we  improve  our  ability  to  sell  to 
companies  outside  our  core  system  integrators  client  base.  The  structure  for  categorizing  opportunities 
must  align  with  the  types  of  companies  within  the  IT  community.  — A-c  n Merv^v  <^>  (v-svvjvc  At-S 

• Direct  Sales  - PAC  asked  that  we  update  the  direct  sales  matrix  to  differentiate  between  what  we  sell  to 
prospects  vs.  clients.  — 

• DB  packaging  - PAC  indicated  we  must  look  how  we  can  disaggregate  opportunities  within  the  DB’s  and 
aggregate  opportunities  across  the  DB's.  — 

• Customer  segmentation  - We  need  to  analyze  our  customer  base  as  it  relates  to  the  # of  relevant 
opportunities  by  customer  type.  ~ 

• Web  Marketing  - CC  suggested  we  partner  with  Yahoo  / Google  for  the  premier  position  on  the  search 
engines  for  our  set  of  key  words.  KP  indicated  the  search  engines  will  categorize  our  site  based  on  the  key 
w ords  on  our  home  page.  The  search  engines  use  these  key  word  rankings  (relevancy  voting)  to  determine 
the  priority  presentation  of  web  searches.  " 

PS  Product  Pricing: 

• General  recommendation  is  for  slow,  steady  price  increases  (5%  per  year)  versus  flat  pricing  followed  by  a 
large  increase  every  several  years.  PAC  asked  if  this  policy  is  justifiable  given  the  current  economic 
conditions.  SL  responded  that  yes,  it  was  given  the  visibility  of  value-add  to  tire  services. 

• Agreed  we  need  to  develop  a 1 page  document  to  support  2003  price  increase  which  documents  all  the 
value  added  improvements  we  made  to  the  products  in  2002.  — A-cn^ 

• Agreed  we  need  to  do  a better  job  of  Packaging  and  Communicating  improvements  to  our  customer  base. 

CC  suggested  an  enterprise  class  product  portal  to  alert  users  of  new  product  enhancements  or 
enhancements  to  products  that  users  are  not  currently  subscribed  to.  Agreed  we  need  to  package  our 
enhancements  into  releases  (the  transition  to  a separate  development  server  gives  us  the  ability  to  package 
releases) 

• KP  reviewed  the  possibility  of  bundling  MyINPUT  into  the  existing  opportunities  product. 

• PAC  said  that  we  must  issue  credits  to  clients  that  have  already  purchased  MyINPUT  seats.  DSS  looked  at 

tire  numbers  and  reported  we  have  a $ 100k  deferred  revenue  liability"  for  MyINPUT.  A-c  n 

• KP  reviewed  the  possibility"  of  bundling  state  profiles  and  S&L  opportunities  into  a regional  S&L  product 
at  one-third  the  price  of  full  coverage.  ArZ.-  aoJ 

• PAC  said  that  regional  coverage  must  be  customer-driven  (i.e.  customers  define  regions,  not  INPUT)  and 
that  pricing  for  any  regional  S&L  product  must  be  based  on  the  number  of  opportunities  tracked  within  that 
region.  DSS  noted  this  could  be  complicated  since  the  number  of  opportunities  will  continue  to  change  for 
a specific  region  / state  (in  the  short  run  the  # of  opportunities  will  increase  significantly.  DSS  also 
believes  we  need  to  consider  the  $ value  of  opportunities  in  addition  to  the  raw  # by  region. 

• PAC  noted  we  need  to  consider  an  alternative  structure  for  Federal.  Consider  bundling  by  technology  / 
solution  set.  - fcvn  ^ 

• KP  review  ed  the  opportunities  for  direct  selling  of  INPUT’S  products,  including  profiles,  Marketviews.  and 
vertical  views. 

« The  group  reached  a consensus  that  selling  opportunities  in  some  form  of  bundle  was  more  practical  than 
selling  individual  opportunity  reports. 

• Pricing  is  still  to  be  determined  for  any  direct  sales  activities. 

• KP  reviewed  tire  implications  of  a per  seat  pricing  model  vs.  the  current  enterprise  pricing  model.  Most  of 
the  impact  of  per  seat  pricing  would  be  felt  at  the  large  tier  lev  el. 
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PAC  said  that  the  sales  team  must  determine  pricing  for  per  seat  model.  The  group  agreed  it  was  easier  for 
the  buyer,  sales  and  support  to  sell  enterprise  wide  rather  than  by  seat. 

Adding  tiers  to  INPUT’S  existing  pricing  model  (super-tier,  micro-tier)  may  accomplish  the  same  goals  as  a 
per  seat  pricing  model.  General  discussion  indicated  that  enterprise  licensing  was  easier  to  sell,  and  easier 
for  the  customer  to  buy. 

w CC  suggested  that  for  a super-tier  subscription,  the  needs  of  that  client  base  should  be  built  into  the  product 
(i.e.  collaboration  tools,  white-boarding,  etc.) 

•-  PS  commented  that  super-tier  pricing  should  not  apply  to  the  FMA  client  base,  since  there  is  no  real 
increased  usage  in  clients  beyond  the  existing  large  tier  (i.e.  no  value  add).  Different  tiers  may  apply  to 
different  products. 

•_  BY  said  that  the  micro-tier  might  be  necessary'  to  capture  start-up  businesses. 

*-  SL  added  by  saying  that  we  should  set  limits  on  the  service  provided  under  any  potential  micro-tier. 

• After  discussion,  tire  group  agreed  unanimously  that  INPUT  should  continue  enterprise  pricing  and  explore 
adding  new  tiers  to  the  pricing  model. 

• The  issue  was  raised  whether  the  tiers  should  be  based  on  Federal  Revenue  or  Total  revenue.  No 

conclusion  was  reached.  - ■w  no  1 AC-  Ps 

• The  group  also  agreed  unanimously  to  bundle  MyINPUT  with  tire  IMPACT  product. 

• DS  asked,  given  the  enterprise  pricing  decision  and  the  bundling  of  MyINPUT,  what  should  the  per  tier 
price  increase  be  for  IMPACT?  Don  Peacock  (DP)  answered  10%  - 15%,  Steve  Trumpet  (ST)  answered 
10%,  Mike  Tracey  (MT)  answered  10%  - 15% 

• DP  also  suggested  the  creation  of  a MyPipeline  product  as  a lead-in  for  SMS.  S Ai.rw^-9 


10/11/02  - Dinner  Session 

Participation;  Peter  Cunningham,  David  Heinemann,  Kevin  Plexico,  Scott  Lewis,  Doug  Strahan,  Amanda  Brown. 

Scott  Massey,  Bill  Young,  Don  Peacock.  Steve  Trumpet,  Mike  Tracey,  Erik  Terharr.  Meredith  Luttner,  Brian 

Haney,  Payton  Smith 

Topics  discussed: 

• MBA’s  - Most  of  the  managers  do  not  currently  have  MBA’s.  We  discussed  how  an  MBA  can  accelerate  the 
development  of  our  managers.  The  managers  were  encouraged  to  consider  getting  and  MBA  on  a part  time 
basis.  The  company  prefers  to  promote  within  but  in  any  event  will  need  to  have  managers  with  MBA’s  or 
similar  graduate  level  experience. 

• Management  training  - We  agreed  most  if  not  all  of  our  managers  can  benefit  from  Management  training.  VY-cjr><v 

• Mgmt.  vs.  Doing  - We  discussed  the  challenge  of  both  managing  and  doing  tasks.  Today’s  leaders  must  be 
successful  at  balancing  the  tw  o.  Delegating  and  managing  what  is  delegated. 

• Education  Practice  - We  agreed  to  review  the  practice  and  possibly  improve  the  benefits  or  make  it  less  ^ 
restrictive. 

• Training  - We  discussed  using  both  internal  trainers  and  external  trainers.  Leveraging  the  expertise  we  have  in 
house  and  reaching  outside  the  organization  to  introduce  critical  skills  and  knowledge. 

• Hire  the  best!  - While  training  is  important,  luring  the  best  talent  even  more  critical.  We  discussed  the  concept 
of  hiring  people  that  are  capable  of  replacing  you  as  a manager. 

• Goals  & Objectives  - We  discussed  the  need  to  drive  accountability  and  objectives  down  into  the  organization. 

• Continuous  Improvement  - We  need  an  organization  that  thrives  on  raising  tire  bar  and  finding  better  ways  to 
run  our  business. 

• Creativity'  / Innovation  - We  need  a culture  that  encourages  innovation  and  creativity  in  order  to  achieve  our 
high  growth  expectations. 

• Hiring  / Firing  - We  discussed  the  importance  of  handling  employee  terminations  in  a proper  way.  The 
suggestion  was  made  to  identify  training  options  for  hiring  & firing  (SHRM). 

• Internal  Communication  on  Terminations  - we  need  to  have  a standard  email  which  announces  employee 
terminations.  - ^ 

• Community  Serv  ice  - We  discussed  giving  back  to  our  community'.  We  are  looking  for  staff  to  suggest  ways 
tire  company  can  get  involved  with  community  serv  ice  projects  or  local  charities.  The  initiative  really  needs  to 
come  from  individuals  within  the  company. 
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Product 

Field 

Telesales 

Direct 

mid  to  large  tier 

entrepreneurial  tier 

Different  packaging/pricing 

Federal  IT  Opportunities 

Tier/Seat 

Tier/Seat 

1.  Per  Opportunity 

1.  All  Opportunities 

1.  All  Opportunities 

2.  All  Opportunities  within  an  agency 

3.  Additional  Seats 

4.  Bid  Notification  (FedBizOps) 

Federal  Agencies 

Enterprise  Wide  License 

Enterprise  Wide  License 

1 . Per  Agency 

1 . All  Agencies 

1.  All  Agencies 

Federal  Vendor  Performance 

Enterprise  Wide  License 

Enterprise  Wide  License 

1 . Per  Vendor 

1.  All  Vendors 

1.  All  Vendors 

Federal  Contracts 

N/A 

N/A 

1 . Entire  Database 

2.  Per  Vertical 

3.  Per  Agency 

4.  Per  Contract 

State  & Local  IT  Opportunities 

Tier/Seat 

Tier/Seat 

1.  Per  Opportunity 

1.  All  Opportunities 

1.  All  Opportunities 

2.  All  Opportunities  within  a state 

2.  Regional  package* 

2.  Regional  package* 

3.  Additional  Seats 

3.  Vertical  package 

3.  Vertical  package 

4.  Bid  Notification  (Crawfer) 

State  & Local  Profiles 

Enterprise  Wide  License. 

Enterprise  Wide  License. 

1 . Per  State 

1 . All  States 

1 . All  States 

2.  Regional  package* 

2.  Regional  package* 

State  Vertical  Analysis 

Enterprise  Wide  License 

Enterprise  Wide  License 

N/A 

State  Vertical  Views 

1 . Per  Vertical  View 

1 . Per  Vertical  View 

1.  Per  Vertical  View 

Federal  Market  Analysis 

Enterprise  Wide  License 

Enterprise  Wide  License 

N/A 

Federal  MarketViews 

1 . Per  MarketView 

1 . Per  MarketView 

1 . Per  MarketView 

Sales  Planning 

Project 

Project 

N/A  | 

w/  or  w/o  database  pricing 

w/  or  w/o  database  pricing 

Fed.  Aero.  & Def.  Opportunities 

Tier/Seat 

Tier/Seat 

(future) 

Higher  Education  Grants 

Tier/Seat 

Tier/Seat 

No  - Dell  contract  restrictions 

State  & Local  Grants 

Tier/Seat 

Tier/Seat 

(future) 

* Package  pricing  would  combine  opportunities  and  profiles 
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Meeting  Minutes 
Pricing  Discussion  for  2003 

Participants:  Scott  L..  Doug  S..  Kevin  P . Don  P 


Topics  covered: 

• S&L  Vertical  and  Geographic  Pricing 

• Pricing  for  Direct  Sales  (per  unit  transaction  pricing) 

• Per  Seat  Pricing 


S&L  Vertical  & Geographic  Pricing  (Meredith  L and  Suzy  H participated  in  this  portion  of  the 
discussion). 

ACTIONS: 

• Need  to  confirm  what  states  go  in  what  regions. 


. ^ 


For  geographic  pricing  after  reviewing  the  analysis  Doug  prepared  with  help  from  ML  and  SH.  we  agreed 
the  following:  _ ^ 

o We  would  package  state  & local  programs  by  region  rather  than  by  state  for  now . • 

o We  will  NOT  price  per  state  for  now  due  to  issues  of  depth  of  info  in  smaller  states  and  the  value 
of  some  states  versus  others  would  make  the  pricing  model  overcomplicated  (Calif.  Should  not 
cost  the  same  as  Wyoming  for  example) 

o We  would  build  the  flexibility  to  price  per  state  into  the  permissions  changes  that  will  be  required 
to  price  S&L  this  w ay  in  the  future.  lJV***.  ? 

o Doug  grouped  the  states  into  6 regions  (roughly  150-200  programs  per  region).  We  still  need  to 
evaluate  which  states  go  in  what  region. 

o We  agreed  that  in  the  Regional  Pricing,  we  would  package  the  S&L  opportunities  with  the  State 
Profiles. 

After  review  ing  the  alternatives  presented  by  Doug,  we  agreed  that  each  region  would  cost  1/3  of 
the  subscription  cost  for  the  Ops  and  State  Profiles  combined.  For  example,  for  entrepreneur 
companies,  the  regular  fees  w ould  be  $6300  for  Ops  and  $3500  for  State  Profiles.  For  entre. 
companies  buying  by  region,  they  would  be  roughly  $3250  (one  third).  With  the  third  region,  it 
would  be  more  advantageous  for  the  company  to  buy  the  hill  programs. 

We  looked  at  the  impact  this  would  have  on  business  (ie..  how  many  companies  would  switch  to 
cheaper  region  pricing  from  full  pricing).  See  Options  sheet  of  S&L  Analysis.  Looked  at  5%, 
10%  and  20%.  The  feeling  was  it  would  be  in  the  5%  range  if  at  all  and  the  benefits  would  far 
outweigh  the  costs. 

Agreed  that  under  the  regional  pricing  model  with  bundling  in  the  State  Profiles,  we  should  have  a 
profile  for  each  state.  Currently  we  30  states.  ML  and  SH  project  that  the  smaller  states  will  take 
longer;  estimated  3 days  for  each  of  the  20  remaining  states.  This  is  60  days  of  effort.  Agreed  to 
accelerate  S&L  Profile  higher  to  late  2002  rather  than  Jan  2003. 

• For  Vertical  pricing  we  agreed. 

o We  w ould  NOT  offer  this  at  the  beginning  of  the  year,  but  we  would  agree  on  our  pricing 
approach  to  verticals  in  preparation  for  when  it  may  become  necessary'  to  do  this, 
o The  opportunities  in  die  DB  still  need  to  be  built  along  vertical  lines;  only  50%  of  opps  have  a 
vertical  categorization.  This  is  due  to  the  issue  of  w hether  back  office  types  of  acquisitions  (such 
as  LAN  management)  that  have  nothing  to  do  widi  a vertical  should  be  grouped  in  to  a vertical 
(e.g.,  should  a LAN  management  contract  out  of  die  DMV  be  considered  a Transportation 
opportunity)? 

Pricing  for  Direct  Sales 

ACTIONS: 

- We  need  to  look  at  how  this  will  impact  subscription  business 

- we  need  to  consider  if  we  will  sell  subscriptions  this  way  — - y^ 


t.r 


***  / 
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Discussed  pricing  Opportunities,  Government  Profiles  and  Vendor  Performance  Reports  (as  well  as 
Market  Views)  for  direct  sale  over  the  Web  with  credit  card  transactions 

We  considered  pricing  the  individual  “per  drink  " items  at  about  10  times  the  price  of  the  price  per  unit 
versus  die  subscription  price. 

o For  Fed  Profiles,  for  example,  we  have  a fee  of  $7850  and  50  profiles  for  a per  unit  cost  of  about 
$150.  We  discussed  multiplying  by  10  for  a per  drink  fee  of  $1,500  per  Profile  (applied  to  States 
as  well). 

o For  Federal  Vendor  Perf.  Reports,  we  have  $7850  and  3500  profiles  for  a per  unit  cost  of  about  $2. 
Multiply  by  10  to  get  $200  per  profile. 

o These  would  be  bought  and  delivered  immediately.  There  would  be  no  subscription  on  ongoing 
access  to  diese  (except  for  a 5-10  day  access  period). 

We  did  not  get  the  opportunity  to  look  at  die  lost  business  impact  on  subscriptions  from  introducing  this 
model.  Agreed  to  prepare  an  analysis  of  that  before  our  next  meeting. 


'1 


Site  Licensing 

o We  all  agreed  that  introducing  a site  licensing  model  would  be  too  difficult  to  manage  and  control  since  the 
definition  of  a “site”  is  ambiguous. 

o Sites  can’t  be  determined  geographically  in  this  environment  since  many  workers  are  remote, 

o Sites  can’t  be  managed  by  “division”  since  it  will  be  virtuady  impossible  for  INPUT  to  manage  and  control 

what  individuals  are  in  what  divisions  of  our  client  organizations. 


Per  Seat  Pricing 
ACTIONS: 

- KP  - provide  Doug  with  fresh  data  to  increase  the  accuracy  of  the  analysis 


o We  all  continued  to  agree  that  if  we  move  to  a per  seat  model  we  should  bundle  MyINPUT  into  the 
Opportunities  Database.  Research  is  going  on  to  support  or  contradict  diis  decision 
o Doug’s  analysis  reduced  the  net  revenue  gain  significantly  from  Kevin’s.  Differences  were  in: 
o Per  seat  pricing  (went  down) 
o Number  of  seats  provided  for  each  tier  (went  down) 
o The  per  seat  price  and  the  number  of  seats  provided  at  each  tier  are  going  to  be  the  key  drivers.  We  noted 
that  die  net  revenue  gains  came  primarily  from  Large  companies, 
o Following  the  discussion,  the  following  alternatives  were  considered: 
o Continue  down  the  per  seat  pricing  path 

o Consider  having  a per  seat  limitation  on  large  tier  companies  only,  since  that  is  where  tire  majority 
of  our  revenue  gains  will  come  from  and  this  helps  address  the  sales  team’s  concerns  about 
driving  small  and  mid-sized  customers  to  other  competitors, 
o Consider  having  a Super  Tier  to  address  the  bigger  companies. 

o SL  and  DP  indicated  that  we  should  only  do  the  switch  to  per  seat  if  we  bundle  in  MyINPUT. 
They  felt  w e need  to  give  them  some  additional  value  to  take  them  to  this  new'  model. 
Development  Actions  from  Pricing  Alternatives  Identified: 

• Permissions  system  w ill  need  to  be  modified  to  allow  per  state  and  per  region  pricing  for  S&L  Ops  and 
Profiles  Uj 

• Accelerate  State  Profiles  hire  planned  for  Jan  1 to  late  2002  so  we  can  accelerate  completion  of  all  50  State 
Profiles. 

• Need  to  allow  “per  drink”  transactions  within  tire  databases  for  direct  sales  model  assuming  we  pursue. 


V* 
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Notes  from  Executive  Planning  Meeting  for  2003  (7/14/02) 

Participants:  Peter  Cunningham,  Tom  Hewitt,  David  Heinemann,  Kevin  Plexico,  Scott 

Lewis,  Doug  Strahan 


PS  Subscription  Revenue  Recognition  Policy: 

• DS  presented  proforma  financial  impact  of  implementing  straightline  rev  enue  recognition  policy 
for  subscription  sendees. 

• Agreed  to  implement  change  effective  with  July,  2002. 

• Board  to  approve  change  in  revenue  recognition  policy. 

Financial  Objectives  2003  . 

• 2002  results:  Orders  + 120%,  Revenue  + 60%  and  EBITDA  $600k  loss. 

• Profit  Margin  % + Orders  Grow  th  Rate  >=  70% 

> Breakeven  profit  or  better. 

> Orders  Rate  100%  (emphasis  on  upselling) 

• Cash:  maintain  2.5  to  3 months  operating  cash  on  hand. 

• Payoff  CA  Note  in  2002  or  2003  at  the  latest. 

• Future  (by  2004):  Achieve  Standard  Industry  Financial  Ratios. 

• Agreed  to  develop  a financial  chart  taking  us  from  2002  to  2006.  What  results  need  to  be 
achieved  for  IPO  in  2006? 


2002 

2003 

2004 

2005 

2006 

Sales  Orders 

Revenue 

Profit 

Cash 

Op  Cost  % Revenue 

Sales  & Mktg  % Revenue 

New  Product  Investment 
% Revenue 

IMPACT  DATABASE  SERVICES  - CURRENT  PRODUCTS 


Federal  Opportunity  DB: 

• Agreed  to  bring  in  more  “expertise”  through  new  hires  and/or  the  creation  of  a Government  and 
Vendor  Advisory  Board  (Est.  $100k  budget  for  2003). 

• Hire  more  analysts  (need  15  per  Erik)  to  effect  the  quantity1  opportunities  and  timeliness  of 
updates.  (Est.  $400k  budget  for  2003). 

• Dedicate  a full  time  Analyst  to  each  of  top  ten  agencies. 

• Assign  developer 

• Invest  in  crawler  technology  to  improve  productivity  of  analysts.  (Est.  $200k  budget  for  2003) 

• Packaging  and  pricing  - agreed  to  combine  My  INPUT  with  each  of  the  Opportunity  DB’s.  Need 
to  develop  pricing  model  ASAP.  Introduce  now:  don't  wait  until  2003. 

Federal  Agency'  Profiles: 

• Assign  dedicated  analyst  (implemented  2002). 

• Complete  technical  redesign  / facelift  for  product  (achieve  in  2002). 

• Add  second  analyst  and  to  develop  profiles  for  top  Ttf  2)80  sub-agencies. 

• Packaging  & pricing:  sub-agency'  will  be  introduced  as  a premium  option  to  agencies 
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Fed  Vendor: 

• Add  dedicated  Product  Manager  in  2003. 

• Assign  developer  to  the  product  to  support  the  Product  Manager.  (This  was  for  all  products  1 think 

• Need  to  monitor  M&A  activity  for  changes  that  affect  the  DB. 

• Need  to  develop  “High  End"’  vendor  profile  information  to  complement  the  federal  data. 

> Company  Business  Description 

> Company  Contacts 

> Link  to  Company  Web-site 

• Agreed  to  repurpose  IT  vendor  qualification  data  developed  by  the  SLA's  for  the  Vendor  Profiles 

• Need  to  "link”  product  database  and  client/prospect  database  to  facilitate  the  exchange  of  company  and 
contact  data  (including  government  contacts). 

Fed  Market  Analysis: 

• Customer  support  for  this  product  should  be  viewed  as  an  upsell  opportunity  for  custom. 

• Need  product  research  for  this  product.  What  do  the  customers  need  / want? 

• Packaging  & pricing:  Need  to  reconsider  based  on  market  research. 

• Explore  sales  to  government  channel. 

State  & Local  Opportunity  DB: 

• Packaging  and  pricing  - agreed  to  look  at  vertical  and  regional  strategy7. 

• Agreed  to  keep  State  and  Local  together  as  one  set  of  products. 

• Agreed  to  pick  one  vertical  and  focus  on  it.  Need  to  assess  the  market  for  verticals. 

• Meredith  to  focus  more  on  managing  and  external  activities. 

• Agreed  to  use  crawler  technology,  etc.  to  feed  bid  opportunities  to  the  analysts.  Need  to  research 
commercializing  “feed”  as  a bid  notification  serv  ices  for  our  clients.  Need  to  decide  if  this  is  a separate  or 
integrated  product  (a.k.a.  contracts  data  from  FPDC). 

• Agreed  to  review  most  effective  sales  structure  (combination  of  inside  sales  and  field  sales,  separate  from 
federal?). 

State  Profiles: 

• Add  Jr.  Analyst  for  2003. 

• Design  / Build  verticals  within  each  state  profile.  Design  needs  to  accommodate  the  development  of  a 
State  & Local  Vertical  Profile  product. 

MyINPUT : 

• Agreed  to  price  & package  with  Opportunity  DB’s. 

• Need  to  dev  elop  a technology  plan. 

• Responsibility  for  “content”  will  be  split  (Fed  - Erik,  S&L  - Meredith). 

IMPACT  DATABASE  SERVICES  - FUTURE  PRODUCTS 


Federal  Grants: 

• Need  to  conduct  market  research. 

• Only  mov  e forward  if  client(s)  fund  a custom  project. 

Vertical  State  & Local  Profile: 

• Build  current  State  profiles  to  accommodate  a future  split. 

• Focus  on  current  profiles  product  for  2003. 

Aerospace  & Defense  Opportunities: 

• Need  to  complete  market  research  (customer  demand). 

• Need  to  assess  research  / delivery  obstacles  due  to  classified  nature  opportunities  / black  agencies. 
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IT  Vendor  Portal: 

• KP  to  look  at  converting  our  Web-site  / IMPACT  Services  into  a portal. 

Government  Portal: 

• Focus  on  packaging  vendor  performance  / other  product  for  e-commerce  sale  to  government  employees. 
State  & Local  Market  Analysis: 

• At  a minimum,  must  create  forecast  report  for  S&L  market. 

Transportation: 

• Agreed  to  put  this  product  on  hold  in  2003 . 

International: 

• Focus  on  custom  and  multi-client  project  opportunities  (similar  to  IBM). 

• Initial  product  focus  will  be  on  developing  a profile  product  not  an  opportunities  product. 

• Consider  packaging  October  US  conference  for  Europe  (London). 

• Buy  ‘TEDS”  raw  data  feed  and  warehouse  for  future  use. 

Local  Profiles: 

• Defer  to  2004 


Contacts: 

• Defer  standalone  product  to  2004 

• Our  current  DB  is  filled  based  on  opportunities.  We  need  to  expand  the  DB  to  include  all  contacts  in 
certain  positions  (i.e.,  CIO’s). 

Sales  Planning: 

• No  action  items  at  this  time  for  2003. 

E-BUSINESS  SERVICES 

INPUT  SalesTrack™ 

• Develop  product  plan  for  2003. 

• Key  tactics  in  2002  (Media  release.  Additional  Sales  Person,  and  more  Research) 

• Borrow  ROI  analyses  from  our  competitors 

CUSTOM  SERVICES 


Custom  Services: 

• No  action  items  for  2003. 

• Focus  is  on  2002  and  refining  the  product  set. 

• Hire  VP  Consulting  in  2002. 

M&A  Service: 

• Consider  renaming  custom  to  “Business  Development  Services  and  include  M&A  activity. 

FINANCIAL  COMMUNITY 


• Packaging  & Pricing  - need  to  determine. 

• Need  to  segment  market  (focus  on  buy-side). 

• Research  with  potential  clients. 

• Possible  combination  of  Vendor  Performance  and  FMA. 
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CORPORATE 


• New  Vision  for  Product  Types:  Need  to  find  ' technology”  intensive  product  opportunities! ! ! ! 


Type  1: 

Type  2: 

Type  3: 

People 

People  & Technology 

Technology 

Intensive 

Intensive 

Intensive 

• Web  Development:  Need  to  assign  a developer  to  support  each  of  the  products.  The  developer  will  be  the 
go  to  person  for  the  content  team. 

• Operating  Hours:  Expand  hours  in  2003:  8 am  to  8 pm. 

• New  Business  Ideas:  Need  company  statement  which  encourages  all  employees  to  generate  ideas  and  reap 
rewards 

• Business  Dev  elopment  - Need  to  implement  M&A  program  in  2003. 

• Branding  / Image:  Need  to  make  INPUY  a household  name  in  Federal  and  S&L. 

> Speaking  engagements 

> News  articles 

> Breakfast  events 

> Annual  forecast  event 

• Infrastructure: 

> Need  accountability  throughout  the  organization 

> Need  to  focus  in  training  (cross  training,  shadowing,  skill  development). 

> Every  employee  needs  a career  path. 

> Need  to  identify  potential  leaders  / establish  a leadership  track. 

> Need  to  improve  recruiting  process  / leverage  tools. 
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Kick-OfT  Meeting  2002  Notes 


Introduction/Results  2001/Plan  2002  - Pete  Cunningham 

• No  questions 

General  & Administrative  - Doug  Strahan 

• What  is  the  scope  of  responsibilities  of  the  marketing  position?  (Payton  Smith) 

- Corporate  Marketing  - To  help  Commercial,  e-biz.  and  the  public  sector  side. 

- Marketing  for  company  - collateral,  media  releases,  events,  event  calendar,  guest  access,  lead 
generation,  and  sales  support. 

• Have  you  given  any  thought  to  the  facilities?  (Albert  Nekimken) 

- Yes,  thought  has  been  given  to  this  and  our  position  is  that  we  do  not  want  to  overbuy  and  over 
invest  in  real  estate,  especially  in  today’s  market. 

Some  analysis  has  been  done  in  terms  of  our  space  and  we’re  looking  at  leveraging  hot  desking 
from  a sales  standpoint.  We  will  be  looking  into  expansion  space  or  additional  space  starting  in 
the  middle  of  this  year. 

Commercial  Services  - Business  Segment  - Ellen  Hassett 

• No  questions. 

E-Business  - Business  Segment  & Public  Sector  - Business  Segment  — Kevin  Plexico 

• Will  we  use  SFA  for  ourselves?  (Albert  Nekimken) 

- Yes.  We  have  already  connected  to  (?)  a built-in  tracking  system  and  have  used  some  of  code. 

• For  prospects  interested  in  SFA,  do  we  have  tire  resources  to  provide  the  level  of  presentation?  What  is 
the  implementation  process?  Is  it  difficult  to  do?  How  much  time  does  it  take?  Do  we  have  plans  for 
Beta  customers?  (Lou  Larson) 

- We  have  identified  as  part  of  the  purchase  process,  a standard  implementation  which  consists  of 
customizing  route  boxes,  tabs,  and  labels.  There  is  some  customization  built  into  it.  Specific  needs 
will  be  addressed  outside  of  the  system  and  we  would  do  those  on  a time  and  material  basis. 

- Concerning  demos,  we  will  not  be  able  to  do  those  for  the  following  reasons:  1)  in  order  for  us  to 
implement  something,  it’s  not  as  simple  as  turning  on  a switch  and  they  are  on.  There  is  the 
thinking  that  has  to  go  into  it  in  order  to  really  customize  it  - what’s  their  phases,  what’s  their 
process,  and  what  are  their  labels  for  drop  down  boxes  and  categories.  This  is  not  a trivial  amount 
of  work. 

- I do  foresee  us  setting  it  up  as  demonstrative  tool  for  our  sales  reps  so  we  as  a company  can  use  this 
internally  and  show  what  we  are  doing  with  it. 

• What  is  SFA? 

- In  any  business  environment,  you  have  sales  people  who  are  managing  leads,  they  are  trying  to 
bring  something  up  very  early  in  the  process,  down  the  cycle,  until  finally  the  company  wins  the 
business.  Some  sales  cycles  are  very  quick  so  there’s  no  point  in  tracking  what  a sales  rep  and  the 
results. 

In  a complex  environment,  sales  cycles  are  longer,  the  number  of  people  and  the  type  of  people 
involved  in  the  organization  in  the  sale  is  bigger.  Our  SFA  tool  is  mainly  focused  on  those  big 
types  of  deals  - helping  an  organization  to  work  something  from  the  point  where  someone  has 
identified  the  process,  work  it  through  the  process,  and  it  also  helps  an  organization  collaborate  on 
those  deals  so  that  the  Systems  Engineer  is  aware  when  a certification  requirement  for  a standard 
that  has  to  be  met  in  order  for  us  to  bid  on  a proposal,  proposal  people  can  be  informed  when 
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proposals  are  due,  business  development  people  can  be  involved  when  they  know  they  have  to 
inform  the  CFO  and  justify  their  internal  investments,  etc.  It  helps  an  organization  bring  something 
through  that  process  and  then  from  a management  prospective,  it  helps  management  to  see  how 
much  money  do  we  have  in  our  business  and  what  the  specific  stages  in  tire  process  so  they  can 
forecast  their  sales  accurately  and  report  our  results  accurately  and  then  at  the  back  end.  understand 
what  they  did  wrong  and  what  they  did  right. 

• Can  we  say  it's  a Mylnput  Portal?  (Peter  Cunningham) 

- Yes.  MyINPUT  is  basically  a portal  tool  that  delivers  content  in  a personalized  fashion  and  then 
you  have  other  areas  you  can  go  down  and  dig  deeper,  so  I would  view  us  as  being  a business  to 
business  portal. 

• Is  it  a positive  place  for  us  to  go?  (Peter  Cunningham) 

- Scott  responded  that  he  would  view  that  in  some  parts  as  a dot.com  perspective. 

- Kevin  responded  to  him  that  it  captures  what  we  are  dy  ing  to  accomplish  but  as  Scott  says,  it  also 
lias  a negative  connotations  from  a dot  com  perspective  and  that  it  would  be  something  we  would 
want  to  look  at. 

Sue  / Don:  Public  Sector  Sales 

• How  big  should  support  be?  (Peter  Cunningham) 

- We  have  2 now  and  would  like  to  ask  for  more.  We  need  to  identify  needs. 

Erik:  Federal  Database  Programs 

• Regarding  the  breakout  of  the  contract  database,  are  there  more  categories  that  we  are  going  to  look  at? 
Will  it  be  IT  or  C31?  Where  does  Aerospace  and  Naval  fall?  (Rick  Greenfield) 

- Aerospace  falls  under  defense  and  weapons. 

- We  are  going  to  focus  on  smaller  amount  opportunities  and  some  non-IT  requirements.  Our  plan 
this  year  is  not  to  track  opportunities  that  are  outside  of  the  IT. 

- We  view'  it  as  an  opportunity  that  will  probably  be  looked  at  next  year,  let’s  now  start  tracking 
operations  and  maintenance  contracts  and  the  joint  strike  fighter  opportunities.  C3I  is  really  is 
military  intelligence  systems,  not  a weapons  system.  Therefore,  a weapons  system  is  really 
characterized  as  weapons,  joint  strike  fighter  isn’t  really  a weapons  system,  it’s  a weapon. 
Aerospace  is  certainly  where  that  falls.  We’ve  bundled  those  together  which  provides  us  with  a 
structure  and  a platform  and  we’ve  kind  of  entered  it  this  year  with  the  databases  we  already  have 
so  we  can  leverage  that  and  then  next  year  we  can  start  building  a foundation  from  an  opportunities 
tracking  standpoint. 

• Regarding  Intelligence  C3I,  does  that  include  CSA  and  NSA?  (Sue  Grothoff) 

- How  we  view  those  agencies  isn’t  necessarily  changing,  except  we  continue  to  try  and  get  data  and 
information  out  of  those  sources.  Having  said  that,  I don’t  know  that  our  sales  approach  to  how  we 
sell  intelligence  or  how  we  ask  about  that  business  is  going  to  change. 

• Doug  made  the  following  point:  we  talk  about  Agency  profiles,  really  it’s  not  just  agency  IT  Profiles,  it 
really  doesn’t  have  the  IT  organization,  just  as  w e talk  about  some  of  the  other  products  in  some  of  the 
other  areas,  we’ve  got  the  same  opportunity  in  the  agencies  area  to  expand  beyond  IT  and  sell  in  some  of 
tire  other  niches.  It  is  really  taking  some  of  the  same  data  and  re-orienting  it  with  the  same  structure  and 
populate  new  data. 

• One  point  Doug  followed  up  on  that  Peter  mentioned  is  that  it’s  an  important  positioning  when  we  talk 
about  our  services.  When  we  talk  about  our  IMPACT  services,  Erik  had  it  right,  that’s  how  we  describe  it. 
Federal  IMPACT  Services,  S&L  IMPACT  Service,  and  right  now  it  includes  the  opportunities  database 
and  that’s  a database,  IMPACT  is  not  a database  and  we  also  provide  with  it  the  contracts,  the  contacts 
from  an  IT  standpoint.  From  a positioning  standpoint  so  every  one  is  thinking  in  the  same  way.  the  Federal 
Impact  Serv  ice  includes  those  impact  databases. 
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• Are  wc  going  to  start  covering  all  agencies,  smaller,  sub-agencies?  (Don  Peacock) 

- Yes,  we  do  have  capability 

- Objective  is  to  focus  more  on  sub-agencies. 

- Not  going  to  quadruple  the  number  of  agencies  that  we  cover  in  the  depth  that  we  cover,  but  we  can 
quadruple  the  number  of  agencies  that  we  cover  in  terms  of  the  opportunities  contracts,  the 
acquisition  profiles,  etc. 

• How  many  agency’  profiles  do  we  have  now?  (Peter  Cunningham) 

- 50  now  that  are  up  on  the  web 

- 4 or  5 more  that  we  are  holding  back,  it’s  a custom  project,  and  those  will  be  up  in  2002. 

• You  mentioned  Carroll's,  will  that  be  for  out  own  in-house  use?  (Sue  G) 

- Yes,  it’s  really  in-house. 

• How  many  vendors  do  we  have  now?  (Peter  Cunningham) 

- 2.500,  that  ’s  just  in  IT. 

• Bill  Young  made  a suggestion:  With  the  amount  of  data  that  we  have,  from  the  SPDC  database,  we  tend  to 
focus  on  a year’s  worth  of  data.  There’s  a lot  of  information  that  if  you  go  back  you  can  provide  more, 
where  the  agency  is  spending  money,  is  it  going  up,  is  it  going  down.  I think  we  should  try  and  focus  on 
putting  some  of  that  detail  into  the  agency’  profiles  to  give  our  clients  better  information. 

• Ellen  stated  that  it  is  a common  question  and  it  could  be  translated  into  additional  custom  work. 

Meredith:  S&L  Database  Program 

• Does  Guest  access  allow  for  any  visits  to  S&L  profiles?  What  states  would  show?  (Lou  Larson) 

- It  can  give  lists.  Virginia  is  the  only  entire  one. 

- From  a guest  access  standpoint,  we  would  treat  that  like  agency  profiles.  We  would  approach  it  as 
just  like  we  do  with  the  opportunities  database,  they  get  15  hits  and  they  can  be  S&L  or  Federal. 

• You’ve  accomplished  so  much  in  a short  period  of  time.  What  is  your  secret  of  success?  (Albert  Nekimken) 

- It  is  an  outrageous  market,  it  is  absolutely  huge. 

- The  market  is  out  there  and  it  is  fairly  easy  to  penetrate. 

- Fairly  easy  to  mirror  what  Erik's  done. 

- No  maintenance  required,  the  focus  could  be  on  the  development  and  identification  of  the  data. 

• Are  there  plans  for  S&L  hotline  person  (Scott  Massey) 

- I believe  the  way  it  will  be  structured  is  under  Bill  & Deepak,  as  the  questions  come  in  it  will  be 
disseminated  to  the  people  responsible  for  S&L 

- It’s  possible  as  we  get  more  clients  we  may  need  to  dedicate  someone,  but  right  now  Bill  and 
Deepak  are  covering  S&L. 

• Barbara  suggested  creating  a script  that  introduces  INPUT  in  die  appropriate  way  as  some  of  the 
Contracting  officers  perceive  us  as  media. 

- Meredith  responded  that  in  her  and  Erik’s  mind,  they  wish  to  have  them  already  know  who  we  are 
before  you  make  that  call. 

• What's  strategy  for  overcoming  tire  obstacle  having  no  SPDC  data,  no  available  contracts  data?  (Doug 
Strahan) 

- It  affords  us  huge  opportunity  to  build  and  create  the  capabilities. 

- As  we  identify  these  opportunities,  and  they  get  awarded,  we  have  a wealth  of  information  on 
contracts,  it’s  not  in  the  same  format,  but  we  have  all  of  this  information  so  at  some  point  that 
becomes  a contract  database  that  becomes  usable  and  saleable. 
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• People  want  to  see  what  our  competitors  have  done  in  the  S&L  market,  how  are  we  going  to  go  about  going 
backw  ard  and  filling  in  some  of  the  historical  data?  (Andy  Sung) 

- We  are  capturing  the  state-w  ide,  city-wide,  and  county-w  ide  contracts  and  information 

- Through  routine  gathering  of  information. 

• Regarding  the  S&L  competition,  on  the  Federal  side  we  know  who  our  competition  is.  How  do  we  know 
w ho  our  competition  is  on  the  S&L  side?  (Dave  Mattick) 

- Hope  to  formulate  better  info  on  our  competitors. 

• Is  there  a knock  off  list  available?  (Kevin  Plexico) 

- No. 

- First  order  of  business  is  to  prepare  one. 

• Doug  stated  that  part  of  our  competition  in  S&L  is  Envia  and  they  have  effectiv  ely  gotten  in  bed  with  the 
procurement  officers  of  the  states.  Why  can’t  we  do  the  same?  Not  necessarily  following  their  business 
model  but  from  a technology  standpoint,  somehow  leverage  the  bridge?  How  come  we  can't  launch  the 
transportation  segment  by  July  1st?  It  seems  to  me  that  January  1 is  too  late. 

- Not  enough  research. 

- Don't  want  to  spread  resources  too  thin. 

- Ellen  stated  that  she  and  Meredith  just  started  talking  about  this  in  the  last  week  or  tw  o and  what 
they  were  thinking  of  is  that  there  is  planning  from  a product  point  of  view  and  then  there’s  a pre- 
stage which  is  hopefully  the  stage  where  Commercial  would  fit  in.  It  is  a great  opportunity  to  do  it 
sooner. 

• In  regards  to  State  Profiles,  isn't  it  state  & local?  (Peter  Cunningham) 

- Not  yet.  Meredith  believes  that  we  need  to  focus  this  product  that  is  only  6 months  old  in  the 
opportunities  database,  we  need  to  dive  deep  into  it,  we  need  to  make  it  more  than  what  our 
competitors  offer,  and  we  need  to  do  the  same  thing  on  the  State  Profile  segment.  As  far  as  she 
knows  there  is  no  competitor  that  has  identified  county7  and  city  profiles  databases.  Obviously,  this 
is  a huge  opportunity  for  us,  but  she  wants  to  dive  into  this  opportunity  first. 


• Regarding  IT  security,  there  are  27,000  proposals  to  the  Government  on  how  to  deal  with  security7.  One  of 
tire  tilings  we  need  to  do  is  work  with  Erik  and  Meredith  on  how  we  as  a team  can  expand  on  these 
opportunities.  (Pete  Cunningham) 

- Software  tools  - identified  any? 

- Pull  off  sites? 

- Identify  tools 

- Look  into 

Kevin:  MyINPUT 

• No  questions. 

Payton:  Federal  Market  Analysis  Program 

• I thought  we  had  dropped  term  report?  (Peter  Cunningham) 

- We  will  be  getting  away  from  the  idea  of  a report  anymore  and  will  move  to  using  Market  View . 

- The  clarification  is  tliat  a report  is  something  that  is  in  a binder  that  people  look  through  and  read. 

• Are  MarketViews  available  only  to  subscribers  or  can  they  be  purchased  individually?  (Emillia  Kancheva) 

- Yes,  the  can  be  purchased  individually  . 
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• How  much  are  the  MarketViews?  (Pete  Cunningham) 

- $3,500  - Market  View 

- $4,950  - Annual  Forecast 

• How  often  is  MarketView  released?  (Kim  Neblett) 

- Every  6 weeks. 

• What  includes  Knowledge  Management  and  how  much  overlap  is  there  with  source  technology?  (Lou 

Larson) 

- There  is  overlap.  Knowledge  Management  is  more  concerned  with  the  way  data  is  used, 
information  is  used  once  it  is  already  in  place  in  storage.  Most  of  your  know  ledge  management 
applications  are  more  concerned  with  data  mining  than  they  are  with  data  warehousing.  It’s  a little 
bit  of  a broad  topic  in  that  it  can  mean  different  things  to  different  people.  But  at  the  same  point 
and  time,  it’s  going  to  be  particularly  a visitor  in  the  years  in  the  years  immediately  ahead  of  us  and 
will  be  very  important  in  with  respect  homeland  security  and  the  impact  that  it  has  on  the  law 
enforcement  area.  The  idea  that  maybe  the  terrorist’s  attacks  in  September  could  have  been 
prevented  if  information  collected  from  the  State  could  have  been  accessible  by  the  CIA  or  vice 
versa,  or  if  the  Justice  Department  would  have  been  aw  are  what  w as  happening  in  INS.  If  that 
information  w as  tired  together  and  would  be  processed  such  that  it  was  getting  into  the  hands  of  the 
decision  makers  within  the  Government  that  perhaps  the  events  of  September  1 1 could  have  been 
prevented.  I think  the  Government  I looking  very  seriously  at  that  potential  and  that  this  will  be  a 
hot  area. 

• Would  it  help  the  market  analysis  program  if  we  sponsored  an  event  each  time  when  w e release  a 
MarketView?  (Don  Peacock) 

- It  probably  could.  I don’t  know  if  we  would  have  the  money  from  a business  case  perspective.  We 
would  have  to  make  a determination  on  how  expensive  it  would  be  have  an  event  versus  how  many 
extra  subscriptions  are  we  going  to  get  out  of  that. 

- Don  suggested  speaking  at  an  event.  Payton  responded  that  we  have  been  fortunate  in  that  we  have 
been  able  to  find  events  where  we  can  use  some  of  the  new'  information  we’ve  discovered. 

• Could  we  host  an  event  for  each  MarketView  as  it  is  released?  (Rick  Greenfield) 

Yes,  it  may  very  w ell  make  sense.  Again  we  need  to  look  at  it  from  the  perspective  of  how  much 
is  this  going  to  cost,  how  hard  is  it  to  do,  both  in  terms  of  the  actual  money  cost  and  getting  the 
space  and  the  logistics  of  advertising  if  the  cost  and  time  of  organizing  it  versus  the  potential 
clients  we  would  get  out  of  it. 

Emillia  suggested  conducting  Web  presentations. 

Pete  asked,  why  can’t  we  do  both? 

Kevin  commented  that  one  of  the  things  we  decided  that  we  will  do  this  year  when  we  get 
marketing  resources  is  really  drive  some  events  activities.  We’ve  been  very  successful  at  riding 
the  coattails  of  other  people’s  events  and  we’ve  decided  as  we  try  to  expand  our  scope  and 
breadth  in  reaching  the  marketing  that  having  our  own  events  is  really  the  way  to  do  that.  He 
said  that  we  are  in  a position  to  put  on  4 or  5 events  this  year. 

Peter  stated  that  there  is  no  reason  why  we  can’t  hold  a meeting  in  the  conference  room  and 
invite  clients.  We  should  use  all  three  of  these  levels  and  get  more  aggressive. 

• Pete  asked  why  don't  we  have  a telecommunications  marketing  analysis  program? 

List  of  subjects 

Could  you  sell  10,000  at  a time? 

Is  it  possible  to  take  one  prey  and  divide  it  into  sub  prey? 

Bill  Young  responded  that  if  there  was  an  analyst  that  was  there  to  support  that  individual 
program  that  was  there  for  those  clients  I think  that  would  be  more  of  a viable  sale  b/c  they 
would  have  that  dedicated  person,  and  that  person  would  only  focus  on  telecommunications  so  in 
the  sense  of  having  to  cover  telecommunications  knowledge  management  you  may  learn  a little 
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bit  about  that  market.  If  vve  had  an  individual  person  on  that  program,  then  yes  we  could  sell  up 
to  10.000. 

- Payton  responded  that  from  his  perspective,  he  thinks  that  is  a good  idea  and  that  it  is  something 
that  would  probably  work  within  telecommunications  segment.  1 don’t  know  that  it  would  work 
as  well  in  a subject  like  ERP  where  you  have  an  unlimited  number  of  companies.  I think  we 
could  look  at  it  and  choose  4 or  5 high-level  market  segments  we  could  probably  take  the  market 
analysis  program  break  it  into  a series  of  technology  segments. 

Bill  Young:  Customer  Sendee  & Sales  Support 

• What’s  the  assumption  on  sales  demos?  (Peter  Cunningham) 

- Approximately  7 visits  a week  and  that  really  doesn  ’t  matter  if  there  are  300  or  700,  so  we  re 
talking  about  1 10  days  during  the  year. 

- We  had  28  training  sessions  in  January. 

• How  many  sales  people  we  had  now?  (Peter  Cunningham) 

- Sue  C.  answered  7. 

• How  many  demos  do  we  do  a week?  (Peter  Cunningham) 

Sales  does  2-3  demos  a week. 

Peter  stated  that  Sales  is  forbidden  as  of  now  to  do  demos 

Bill  made  the  point  that  any  one  of  the  Research  staff  should  be  able  to  do  demos. 

• Peter’s  Action  Items: 

Show  the  client  presentation  on  INPUT  services 
Roughly  30  demos 

If  we  are  expanding  our  product  line  and  need  to  do  demos  of  all 

- If  we  are  expanding  our  geographic  coverage,  8-8  p.m.  coverage 
Review  tools  to  be  productive.  Use  video. 

- Dedicated  sales  demo  and  dedicated  training 
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Market  Opportunity  Analysis 

jC 

io, 

Opportunities 

Coverage  Area 

Status 

#Co's 

% of  Co's 

Adj  # Co's 

Avg  Fee  $ 

Total  Mkt 

% Realizable 

Realizable  $ 

PAcr . 

IT  Opportunities 

Fed 

Existing 

6,000 

100% 

6,000 

$ 8,000 

$ 48,000,000 

25% 

$ 12,000,000 

IT  Agency 

Fed 

Existing 

6,000 

50% 

3,000 

$ 5,000 

$ 15,000,000 

25% 

$ 3,750,000 

IT  Contracts 

Fed 

Existing 

6,000 

75% 

4,500 

$ 2,000 

$ 9,000,000 

25% 

$ 2,250,000 

IT  Contacts 

Fed 

Existing 

6,000 

50% 

3,000 

$ 2,000 

$ 6,000,000 

25% 

$ 1,500,000 

IT  Vendor  Perf. 

Fed 

Existing 

6,000 

50% 

3,000 

$ 5,000 

$ 15,000,000 

25% 

$ 3,750,000 

IT  Opportunities 

S&L 

Existing 

10,000 

100% 

10,000 

$ 6,000 

$ 60,000,000 

20% 

$ 12,000,000 

IT  Agency 

S&L 

Existing 

10,000 

50% 

5,000 

$ 3,000 

$ 15,000,000 

20% 

$ 3,000,000 

IT  Contacts 

S&L 

Existing 

10,000 

50% 

5,000 

$ 2,000 

$ 10,000,000 

20% 

$ 2,000,000 

AD  Contracts 

Fed 

Existing 

5,500 

50% 

2,750 

$ 2,000 

$ 5,500,000 

25% 

$ 1,375,000 

AD  Vendor  Perf. 

Fed 

Existing 

5,500 

50% 

2,750 

$ 5,000 

$ 13,750,000 

25% 

$ 3,437,500 

AEC  Contracts 

Fed 

Existing 

8,400 

25% 

2,100 

$ 2,000 

$ 4,200,000 

20% 

$ 840,000 

AEC  Vendor  Perf. 

Fed 

Existing 

8,400 

25% 

2,100 

$ 5,000 

$ 10,500,000 

20% 

$ 2,100,000 

OM  Contracts 

Fed 

Existing 

600 

25% 

150 

$ 2,000 

$ 300,000 

25% 

$ 75,000 

OM  Vendor  Perf. 

Fed 

Existing 

600 

25% 

150 

$ 5,000 

$ 750,000 

25% 

$ 187,500. 

AD  Opportunities 

Fed 

New 

5,500 

100% 

5,500 

$ 8,000 

$ 44,000,000 

25% 

$ 11,000,000 

|o*r  _ 
yk'S 

IhJ  / 

OM  Opportunities 

Fed 

New 

600 

50% 

300 

$ 6,000 

$ 1,800,000 

20% 

$ 360,000 

AEC  Opportunities 

Fed 

New 

8,400 

50% 

4,200 

$ 6,000 

$ 25,200,000 

20% 

$ 5,040,000 

Vendor  Contacts  & Teaming 

Fed 

New 

15,000 

100% 

15,000 

$ 10,000 

$ 150,000,000 

10% 

$ 15,000,000 

Vendor  Contacts  & Teaming 

S&L 

New 

15,000 

100% 

15,000 

$ 10,000 

$ 150,000,000 

10%  $ 15,000,000 

Vendor  Contacts  & Teaming 

Com 

New 

16,000 

100% 

16,000 

$ 10,000 

$ 160,000,000 

13% 

$ 20,800,000 

S&L  Verticals 

S&L 

New 

10,000 

100% 

10,000 

$ 12,000 

$ 120,000,000 

20% 

$ 24,000,000 

Regulatory  Analysis 

All 

New 

15,000 

100% 

15,000 

$ 67,000 

$ 1,005,000,000 

3% 

$ 30,150,000 

Market  Analysis 

Fed  Existing 

6,000 

50% 

3,000 

$ 9,000 

$ 27,000,000 

20% 

$ 5,400,000 

S&L  Market  Analysis 

S&L  New 

10,000 

50% 

5,000 

$ 9,000 

$ 45,000,000 

20% 

$ 9,000,000 

Investment  Companies 

Fed,  S&L 

New 

15,000 

100% 

15,000 

$ 10,000 

$ 150,000,000 

20% 

$ 30,000,000 

Grants 

Fed 

New 

25,000 

100% 

25,000 

$ 10,000 

$ 250,000,000 

10% 

$ 25,000,000 

Sales  Planning 

Fed 

New  6,000 

100% 

6,000 

$ 20,000 

$ 120,000,000 

5% 

$ 6,000,000 

Sales  Planning 

S&L 

New 

10,000 

100%  10,000 

$ 20,000 

$ 200,000,000 

5% 

$ 10,000,000 

Law  Firms 

Fed,  S&L  New 

16,000 

100%  16,000 

$ 5,000 

$ 80,000,000 

10% 

$ 8,000,000 
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Market  Opportunity  Analysis 

Opportunities 

Coverage  Area 

Status 

# Co's 

% of  Co's 

Adj  # Co's 

Avg  Fee  $ 

Total  Mkt 

% Realizable 

Realizable  $ 

SFA  - IT 

Fed 

Existing 

6,000 

100% 

6,000 

$ 50,000 

$ 

300,000,000 

10% 

$ 

30,000,000 

SFA  - IT 

S&L 

New 

10,000 

100% 

10,000 

$ 30,000 

$ 

300,000,000 

7% 

$ 

21,000,000 

SFA  - IT 

Com 

New 

15,000 

100% 

15,000 

$ 42,500 

$ 

637,500,000 

5% 

$ 

31,875,000 

SFA  - AD 

Fed 

New 

5,500 

100% 

5,500 

$ 75,000 

$ 

412,500,000 

10% 

$ 

41,250,000 

Software  - Other 

All 

New 

15,000 

100% 

15,000 

$ 30,000 

$ 

450,000,000 

10% 

$ 

45,000,000 

TCO  - IT 

Custom 

Existing 

16,000 

25% 

4,000 

$ 50,000 

$ 

200,000,000 

8% 

$ 

16,000,000 

TCO  - Other  (Broadband  / Wreles 

Custom 

New 

3,000 

20% 

600 

$ 50,000 

$ 

30,000,000 

10% 

A 

3,000,000 

Cust.  Satisfaction  Survey  - IT 

Custom 

Existing 

16,000 

75% 

12,000 

$ 30,000 

$ 

360,000,000 

15% 

$ 

54,000,000 

Oust.  Demand  Survey-  IT 

Custom 

New 

16,000 

50% 

8,000 

$ 30,000 

$ 

240,000,000 

7% 

$ 

16,800,000 

Buyer  Behavior  Survey-  IT 

Custom 

New 

16,000 

50% 

8,000 

$ 30,000 

$ 

240,000,000 

7% 

A 

16,800,000 

Market  Assessment 

Custom 

Existing 

16,000 

50% 

8,000 

$ 30,000 

$ 

240,000,000 

8% 

$ 

19,200,000 

Business  Development  - IT 

Custom 

Existing 

16,000 

20% 

3,200 

$ 50,000 

$ 

160,000,000 

10% 

A 

16,000,000 

Capture 

Custom 

New 

16,000 

20% 

3,200 

$ 50,000 

$ 

160,000,000 

5% 

A 

8,000,000 

Cust.  DB 

Custom 

New 

16,000 

50% 

8,000 

$ 200,000 

$ 1,600,000,000 

2% 

$ 

32,000,000 

LRP  - Research 

Custom 

New 

16,000 

25% 

4,000 

$ 100,000 

$ 

400,000,000 

5% 

$ 

20,000,000 

Competitive  Win  / Loss 

Custom 

New 

16,000 

25% 

4,000 

$ 25,000 

$ 

100,000,000 

20% 

$ 

20,000,000 

Competitive  Pricing 

Custom 

New 

16,000 

10% 

1,600 

$ 100,000 

$ 

160,000,000 

5% 

A 

8,000,000 

White  Papers  / Case  Studies 

Custom 

New 

16,000 

50% 

8,000 

$ 15,000 

$ 

120,000,000 

10% 

$ 

12,000,000 

57 
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Synergy  Analysis 

Mgmt  Team  Rank 

Opportunities 

Coverage  Area 

Status 

Market 

Customer 

Process 

Average 

Tot.  Rank 

Avg.  Rank 

IT  Opportunities 

Fed 

Existing 

5 

5 

5 

5.0 

IT  Agency 

Fed 

Existing 

5 

5 

5 

5.0 

IT  Contracts 

Fed 

Existing 

5 

4 

5 

4.7 

IT  Contacts 

Fed 

Existing 

5 

5 

3 

4.3 

IT  Vendor  Perf. 

Fed 

Existing 

5 

5 

5 

5.0 

IT  Opportunities 

S&L 

Existing 

5 

5 

5 

5.0 

IT  Agency 

S&L 

Existing 

5 

5 

5 

5.0 

IT  Contacts 

S&L 

Existing 

5 

5 

3 

4.3 

AD  Contracts 

Fed 

Existing 

4 

3 

5 

4.0 

AD  Vendor  Perf. 

Fed 

Existing 

4 

3 

4 

3.7 

AEC  Contracts 

Fed 

Existing 

2 

2 

5 

3.0 

AEC  Vendor  Perf. 

Fed 

Existing 

2 

2 

5 

3.0 

OM  Contracts 

Fed 

Existing 

3 

3 

5 

3.7 

OM  Vendor  Perf. 

Fed 

Existing 

3 

3 

5 

3.7 

AD  Opportunities 

Fed 

New 

3 

3 

5 

3.7 

26.0 

3.7 

OM  Opportunities 

Fed 

New 

3 

3 

5 

3.7 

AEC  Opportunities 

Fed 

New 

2 

2 

5 

3.0 

16.0 

2.3 

Vendor  Contacts  & Teaming 

Fed 

New 

5 

5 

3 

4.3 

35.0 

5.0 

Vendor  Contacts  & Teaming 

S&L 

New 

4 

4 

4 

4.0 

Vendor  Contacts  & Tearring 

Com 

New 

3 

3 

3 

3.0 

S&L  Verticals 

S&L 

New 

5 

5 

3 

4.3 

29.0 

4.1 

Regulatory  Analysis 

All 

New 

4 

5 

2 

3.7 

23.0 

3.3 

Market  Analysis 

Fed 

Existing 

5 

5 

5 

5.0 

S&L  Market  Analysis 

S&L 

New 

4 

3 

5 

4.0 

33.0 

4.7 

Investment  Companies 

Fed,  S&L 

New 

5 

2 

4 

3.7 

17.0 

2.4 

Grants 

Fed 

New 

5 

5 

3 

4.3 

30.0 

4.3 

Sales  Planning 

Fed 

New 

5 

5 

3 

4.3 

28.0 

4.0 

Sales  Planning 

S&L 

New 

4 

5 

4 

4.3 

Law  Firms 

Fed,  S&L 

New 

5 

V 4 

3.3 

11.0 

1.6 
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Synergy  Analysis 

Mgmt  Team  Rank 

Opportunities 

Coverage  Area  | Status 

Market 

Customer!  Process 

Average 

Tot.  Rank 

Avg.  Rank 

SFA  - IT 

Fed 

Existing 

5 

5 

4 

4.7 

33.0 

4.7 

SFA  - IT 

S&L 

New 

4 

3 

4 

3.7 

SFA  - IT 

Com 

New 

3 

2 

3 

2.7 

SFA  - AD 

Fed 

New 

3 

3 

4 

3.3 

Software  - Other 

All 

New 

4 

3 

2 

3.0 

22.0 

3.1 

TCO  - IT 

Custom 

Existing 

5 

5 

5 

5.0 

30.0 

4.3 

TCO  - Other  (Broadband  / Wreles 

Custom 

New 

4 

3 

5 

4.0 

Cust.  Satisfaction  Survey  - IT 

Custom 

Existing 

5 

5 

5 

5.0 

32.0 

4.6 

Oust.  Demand  Survey-  IT 

Custom 

New 

5 

5 

5 

5.0 

26.0 

3.7 

Buyer  Behavior  Survey-  IT 

Custom 

New 

5 

5 

5 

5.0 

22.0 

3.1 

Market  Assessment 

Custom 

Existing 

5 

5 

5 

5.0 

27.0 

3.9 

Business  Development  - IT 

Custom 

Existing 

5 

5 

5 

5.0 

26.0 

3.7 

Capture 

Custom 

New 

5 

5 

4 

4.7 

20.0 

2.9 

Cust.  DB 

Custom 

New 

5 

5 

5 

5.0 

28.0 

4.0 

LRP  - Research 

Custom 

New 

5 

4 

3 

4.0 

20.0 

2.9 

Competitive  Win  / Loss 

Custom 

New 

5 

5 

3 

4.3 

18.0 

2.6 

Competitive  Pricing 

Custom 

New 

5 

5 

3 

4.3 

19.0 

2.7 

White  Papers  / Case  Studies 

Custom 

New 

5 

5 

5 

5.0 

VVKHf  7>° 
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MEMORANDUM 


DATE:  April  15,  2002 

TO:  Peter  Cunningham,  Pat  Cunningham,  Kevin  Plexico,  Doug 

Strahan.  Scott  Lewis,  Ellen  Hasset,  ErikTerhaar,  Meredith 
Luttner,  Don  Peacock,  Sue  Contostavlos,  Bill  Young,  Scott 
Massey 

FROM:  Payton  Smith 

SUBJECT:  Meeting  Notes,  Long  Range  Planning,  April  12,  2002 

CC: 


ACTION  ITEMS: 

Kevin  P.  - Look  at  customer  breakout  in  terms  of  products  and  revenues  (see  slide  1). 

Kevin  P„  Erik  T..  Payton  S.  - Consider  definition  of  “Defense/Aerospace.”  Should  this  be  expanded? 
Kevin  P..  Erik  T..  Meredith  L..  Payton  S.  - Develop  market  size  for  Healthcare  (Non-IT). 

Payton  S.  - Check  Gartner’ s sales  on  the  GSA  Schedule 

Scott  L.  - Investigate  obtaining  a GSA  Schedule  contract  for  INPUT 


Introduction  bv  Peter 

The  goal  for  the  meeting  is  to  establish  a process  for  creating  a long  range  plan,  not  to  create  a long  range  plan  in 
and  of  itself. 

Vision:  INPUT  involved  in  every  technology  decision  - not  making  the  decision,  but  supporting  decision-making. 

Content  - Information  and,  to  a lesser  extent,  opinion 

Context  - Tools  to  access  information  (software,  databases,  training,  etc.) 

Be  a market  leader  (in  terms  of  market  share,  reputation,  innovation,  etc.) 

Deliver  vital  information 

Focus  on  Sales,  Marketing.  Planning  (and  procurement  in  the  future) 

Become  a “must  have”  for  clients,  an  essential  resource 
Cover  the  full  spectrum  between  government  and  industry' 

Objective  - Make  money,  return  value  to  the  shareholders  (Ideal  goal  is  a public  offering  by  2005) 

Mission:  Be  profitable,  grow  quickly,  be  a good  place  to  work 

Strategies:  Marry  information  and  software,  subscription  delivery  for  recurring  revenue,  expand  products,  expand 
markets 

Principles:  One  company  mindset,  high  integrity,  fast  moving  and  decisive,  planning 
Presentation  bv  Kevin  Plexico 


IMPACT  Information  Services  (including  all  database  services,  and  market  analysis  services) 
Slide  1 - Who  are  our  customers? 
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Majority  are  services  companies 

One-quarter  are  software  companies 

Small  portion  in  equipment  and  telecommunications 

Challenge  is  to  address  product  companies  more  specifically 

| Comments  - We  should  examine  the  customer  breakout  and  revenues  in  terms  offor  each  products  ana  revenue 

Slide  2 - Clients  by  tier  (clients  vs.  all) 

Comments  - Good  penetration  into  large  companies,  but  we  are  not  getting  enough  revenue  from  them 
Slide  3 - Customer  titles 

Majority"  are  sales  and  business  development  (44%) 

High  penetration  of  President/CEO-level  in  entrepreneurial  tier 
Marketing  is  2 1 % 

Comments  - Ch  er  the  past  years,  INPUT  products  have  moved  from  the  planning  areas  into  the  sales  areas 
Slide  4 - Market  size 

U.S.  is  $5  billion  for  BIS  and  B2B  communications 

15.000  U.S.  IT  companies,  not  including  telecommunications 

6.000  are  in  the  U.S.  federal  market 

-10,000  are  in  the  U.S.  State  and  Local  government  market 
INPUT  currently  lias  ~1%  of  the  U.S.  Federal  IT  market 

Slide  5 - Other  segments  in  the  Federal  market 

Architecture/Engineering/Construction  (AEC)  and  Healthcare  are  highly  fragmented 
Defense/ Aerospace  and  Operations/Maintenance  are  highly  concentrated 
IT  is  a mix 

Slide  6 - Evaluation  Criteria  (for  ranking  long  range  business  opportunities) 

Market  opportunity  (how  big  is  the  market  addressable  by  the  proposed  opportunity  ) 

Synergies  with: 

o Current  markets 

o Current  customers 

o Current  processes 

Investment  required 

Slide  7 - Sales  cycle  product  match 

This  slide  matched  the  proposed  business  opportunities  to  the  vendor  sales  cycle  according  to:  Planning,  Marketing. 
Prospecting,  Qualification,  Bid/Proposal.  Post-award 

Slide  8 - Buyer  cycle 

The  slide  matched  the  proposed  business  opportunities  to  the  buyer  cycle  according  to:  Planning.  Needs, 
Requirements,  Buy  v.  Build,  Vendor  selection.  Post-award 

Slide  9 - Best  product/service  candidates 

Industry  Opportunities  (Defense/ Aerospace.  O&M,  AEC,  etc.) 

Market  Opportunities  (vertical  markets) 

S&L  Vertical  profiles 

Vendor  Contacts  (Teaming  services) 

Issue  Analysis 
Regulatory'  Analysis 
S&L  Market  Analsysis 

Discussion 
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Defense/ Aerospace  - large  market  opportunity,  high  level  of  synergy  in  terms  of  existing  customers,  some  potential 
for  difficulty  in  collection  information 

Scott  L.  - How  many  points  of  influence  in  the  buying  decision? 

Sue  C.  - What  about  the  subcontracts  market? 

Many  - There  is  a large  demand  for  a task  orders  database. 

Kevin  P.  - What  is  the  level  of  investment  for  Def/Aero? 

Eric  T.  - A task  order  database  should  include  contracts  AND  opportunities. 

Bill  Y.  - We  already  have  contract  information  in  the  FPDC  data 

Kevin  P.  - Def/Aero  is  the  biggest  market  next  to  IT.  it  is  closest  in  terms  of  synergy  with  INPUT'S  existing  clients, 
the  issue  is  the  ease  of  collecting  information. 

Peter  C.  - The  topic  is  broader  than  Defense  and  Aerospace,  we  should  redefine  this  segment 

Operations  and  Maintenance  - Smaller  market  than  Def/Aero  and  IT,  40%  is  concentrated  in  long  term  opportunities 
with  the  Department  of  Energy,  synergy  exists  with  INPUT’S  processes 

Peter  C.  - For  each  tier,  we  must  look  at  market  share  and  market  potential 

Federal  IT  portion  --  $20  million 
Federal  Del?  Aero  portion  — $20  million 
Federal  O&M  portion  — $4  million 
Federal  AEC  portion  — $10  million 

AEC  - Synergy  exists  with  Def/Aero 

Don  P.  - Should  we  separate  Engineering  out  of  AEC? 

Healthcare  - Non  IT 

Peter  C.  - We  can  look  at  SRA  as  an  example  - they  have  $90  million  in  revenues  in  the  healthcare  industry 
(pharmaceuticals,  immunology  programs) 

Kevin  P.  - This  area  needs  further  investigation  to  size 

Market  Opportunities  (IT  within  vertical  markets) 

Transportation  - substantial  market  opportunity  , especially  related  to  Homeland  Security 
Kevin  P.  - Grants-tracking  opportunities  exist  within  this  area 

Peter  C.  - Transportation  is  an  example  of  INPUT’S  need  for  action  and  quick  decision-making 
Vendor  Contacts/Teaming  serv  ices 

Don  P.  - Really  likes  vendor  contacts/teaming  services,  believes  it  would  make  vendors  dependent  on  INPUT  and 
integrate  INPUT  into  the  bid  process 

Scott  M.  - Suggested  a relational  database  matrix  of  v endors  capabilities 
Kevin  P.  - INPUT’S  existing  subcontractor  information  is  spotty 

Peter  C.  - Potential  to  provide  a platform  for  collaboration,  a neutral  zone  for  partnering  services 
Peter  C.  - Bottom  line,  this  is  a $50  million  opportunity  for  INPUT 

State  and  Local  Verticals 

Ellen  H.  - Total  opportunity  is  $120  million.  $24  million  realizable  for  INPUT 
Regulatory  Analysis 

Ellen  H.  - This  has  huge  market  opportunity  and  substantial  cross  industry'  synergy 
Doug  S.  — $1  billion  market  total,  $30  million  realizable  for  INPUT  (based  on  a 3%  share) 

Technology  Analysis 

Peter  C.  - We  can  support  vendors,  especially  integrators,  in  addition  to  buyers 
Pricing  Analysis 

Peter  C.  - We  can  support  vendors  by  projecting  pricing  for  contracts 
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Issue  Analysis 

Low  potential  for  selling,  Deleted  from  consideration 

Peter  C.  - The  buyer  is  unclear,  needs  more  focus  (i.e.  procurement  issues,  sales  issues) 

Doug  S.  - The  relevancy  is  unclear 

S&L  Market  Analysis 

$75  million  total  market,  $15  million  addressable  by  INPUT 
Buyer-oriented  Research  Serv  ices 

Peter  C.  - Check  Gartner  s sales  on  the  GSA  Schedule.  Scott  Lewis  should  investigate  getting  INPUT  on  the  GSA 
Schedule,  add  an  additional  $10  million  for  market  analysis  for  the  federal  buyers 
Payton  S.  --  $16  million  realizable  for  Federal  market  analysis  (vendors  and  buyers) 

Meredith  L.  - $20  million  realizable  for  S&L  market  analysis  (vendors  and  buyers) 

International  Opportunities 

Lower  priority  than  domestic  opportunities  because  of  resource  issues,  language  barrier,  time  zones. 

There  are  a lack  of  vehicles  supporting  gov  ernment  opportunities  in  Europe 
Kevin  P.  - Europe  market  size  is  probably  equal  to  U.S.  Federal,  realizable  for  INPUT  is  probably  half  — $10 
million 

Non-IT  Opportunities  - Market  size  is  unknown 

Task  Order  Tracking  - Should  this  be  historical  or  forward  looking? 

Peter  C.  - This  is  not  a long  range  item 
Bill  Y.  - This  is  an  important  market 

Kevin  P.  - Task  order  opportunities  overlap  with  existing  opportunities  coverage  in  IMPACT 

Teclinology  Analysis 

Kevin  P.  - This  is  buyer-oriented  research 

Peter  C.  - Can  include  pricing  analysis,  included  serv  ices 

Kevin  P.  - Market  size  is  to  be  determined 

Market  Analysis  Programs 

Separate  existing  market  analysis  program  into  technology  segments  (i.e.  hardware,  software,  services,  etc.) 
Peter  C.  - Long  range  planning  topics  must  be  broader,  move  this  to  immediate  planning  opportunities 

Sue  C.  - Could  we  do  facilities  profiles? 

Peter  C.  - This  fits  within  existing  contacts  umbrella,  we  need  to  identify7  new  umbrellas  (lines  of  business,  market 
segments) 

Presentation  by  Scott  Lewis 


Government  buyers  include: 

- CIOs/CTOs 
Procurement 
Policy 

Deputies/Directors 
Program  managers 
Commissioners  (in  S&L) 

- IRMs 

Technical  Managers 

(CxO,  Deputies/Directors,  Commissioners  can  be  political  appointees) 
Buyer  Needs:  Technical  Information 
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CIO’s  need  justification.  ROI.  business  assessment 

Legislative/Regulations 

Best  practices,  case  studies 

Performance  metrics 

Capital  planning 

Broad  needs: 

Issues  related  to  vendors 
Issues  related  to  technology 
Issues  related  to  business  processes 

Procurement  Process: 

Planning  - business  processes 
Needs  identification  - legislative/regulatory 
Requirements  - technology  analysis,  survey  needs 
Buy/Build 

Solution  - vendors,  solutions  data  comparisons 
Vendor  selection  - selection  evaluation 
Implementation  - performance  metrics 

Post-award  - performance  metrics,  upgrades,  technology  refresh 

Throughout  the  process  - communication 

Scott  L.  - How  do  we  address  unsolicited  proposals? 

Peter  C.  - Should  we  look  at  operational  process,  business  process,  etc  ? 

Scott  L.  - First  areas  should  be  vendor  analysis,  acquisition  selection,  pricing  analysis,  vendor  analysis  is  a long 
range  market 

Kevin  P.  - there  are  7,000  procurement  officials.  3,000  technical  managers  in  the  federal  government 

Scott  L.  - 60,000  management  level  individuals  related  to  procurement  in  government  (based  on  GCN  subscription 

data),  probably  10,000  with  real  interest/budget 

Kevin  P.  — $10,000  for  400  or  500  organizations  yields  a $5  million  total  market  opportunity 
Peter  C.  - This  area  should  be  rethought,  should  be  a larger  market  area 

Presentation  by  Doug  Stratum 

Other  Markets 

Investment  (M&A,  Funding,  Lending) 

Legal  (also  lobbying) 

Staffing/HR  (also  relocation,  training) 

Real  Estate 

Advertising,  PR  (marketing  strategies) 

Media 

Two  areas  stand  out  - Investment  and  Legal 
Market  Size 

Investment  - Total  market  $150  million.  $30  million  realizable 

Legal  — $80  million  total,  $8  million  realizable  (opportunities  exist  for  regulatory  analysis,  vendor  information, 
agency  information) 


*** 
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MEMORANDUM 


DATE:  April  24,  2002 

TO:  Peter  Cunningham,  Pat  Cunningham,  Kevin  Plexico,  Scott 

Lewis,  Ellen  Hassett,  Erik  Terhaar,  Meredith  Luttner.  Don 
Peacock,  Sue  Contostavlos,  Bill  Young,  Scott  Massey, 
Payton  Smith 

FROM:  Doug  Strahan 

SUBJECT:  Meeting  Notes,  LRP  Dinner,  April  12,  2002 

CC: 


ACTION  ITEMS: 

Erik  T..  Meredith  L..  - Document  Uaining  program  for  analysts  in  a practice. 

Doug  S.  - Revise  New  Hire  Orientation  Practice  including  identifying  the  core  set  of  practices 


The  following  topics  were  discussed  during  dinner: 

• Telecommuting  - we  considered  seat  sharing,  new  employees  vs.  seasoned  employees,  the  cultural 
challenge,  remote  vs.  local  telecommuting,  and  management  vs.  non-management. 

• Recognition  program  - recognize  staff  for  going  above  and  beyond  the  call  of  duty,  voted  bv  peers.  We 
also  talked  about  a best  idea  of  the  month  program. 

• Internal  Communication  - tT Friday  newsletter  or  enhanced  intranet  for  news  .etc.  Photo's  on  the  web  site. 

1 • Product  development  staff  - it  would  take  2-3  months  to  transition  out  of  a management  position  into  a 

product  development  role.  We  discussed  the  need  for  product  research  and  product  development. 

• Management  development  - how  do  we  develop  our  next  set  of  managers  / leaders?  How  promotable  is 
our  current  team?  We  discussed  adding  a corporate  trainer,  creating  a corporate  training  program  and 
having  our  current  training  group  handle  some  portion  of  our  training  requirements.  We  need  to  document 
the  current  training  programs  in  a practice.  We  need  to  hire  individuals  with  leadership  qualities  and 
people  management  skills. 

• Practices  - we  discussed  the  need  to  identify  a core  set  of  practices  and  leverage  this  in  the  new  hire 
orientation. 

• Knowledge  Management  - we  discussed  moving  from  the  R drive  to  a knowledge  management  solution. 

Scott  indicated  these  systems  cost  $ 100k  or  more.  ~ » 


*** 
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MEMORANDUM 


TO: 


DATE: 


FROM: 


April  15,  2002 

Peter  Cunningham,  Kevin  Plexico.  Scott  Lewis 
Doug  Strahan 


SUBJECT:  Meeting  Notes.  Long  Range  Planning,  April  13,  2002 

CC: 


Saturday  April  13.  2002  (After  Lunch) 

Sales  Organization: 

We  discussed  the  long  range  view  for  our  sales  organization: 

• Field  Sales:  Mid  & Large  tier  clients  ($  1 0k  plus  clients)  (major  accounts  and  other) 

• Telemarketing:  Entrepreneur  tier  clients  ($6k  clients) 

• Channel  Partners 

• E-commerce  (Less  than  $2k  clients) 

We  estimated  the  sales  staffing  required  to  produce  our  expected  sales  growth: 

• $30  mil.  DB  at  $850k  each  = 35  SR's  (2 1 field.  14  telesales 

• $10  mil  Software  at  $1.2  mil.  each  = 8 SR’s 

• $10  mil  Custom  at  $1  mil.  each  = 10  SR’s 

Total  staff  required  is  53.  We  also  agreed  we  needed  to  allow  for  turnover  and  growth  (further  increasing  the 
total  by  20-30%). 

For  50  SR's  we  identified  the  need  for  the  follow  ing  management  resources: 

• 20  Tele  sales  = 1 Director  and  2 Leads 

• 30  Field  sales  = 4 Mgrs 

• 1 VP 

We  also  discussed  E-commerce  in  more  detail: 

• Selling  our  products  on  line,  by  opportunity,  by  co.  by  agency  etc. 

• Consider  a transactional  model  (Pay  as  you  go  - metered). 

• PAC  indicated  we  need  the  ability  to  purchase  all  of  our  products  on  line 

• On  line  promotions  will  be  required  to  drive  e-commerce  transactions 
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We  projected  our  sales  mix  by  type  of  field,  telesales  and  e-commerce: 


2002 

2003 

2004 

2005 

2006 

Field 

95% 

84% 

70% 

57% 

50% 

Telesales 

5% 

15% 

25% 

33% 

35% 

E-commerce 

0% 

1% 

5% 

10% 

15% 

We  also  talked  about  exploring  the  following  pricing  strategies: 

• Selling  SFA  on  a per  seat  basis  to  individuals  (we  need  to  include  this  in  our  market  research). 

• Selling  MylNPUT  on  a per  seat  basis  on  our  website. 

We  discussed  possible  channel  partners: 

• Hardware  vendors  - sell  into  their  partners  (installers). 

• Company’s  like  Tech  Data. 

We  discussed  how  we  should  handle  territories: 

• Alpha  & Tier  split  (now) 

• Segment  by  product  (future) 


Marketing  Organization: 

We  discussed  Product  Marketing  / Management  and  identified  the  following  responsibilities: 

• Planning 

• Organizing 

• Communicating 

• Controlling 

We  discussed  several  alternative  structures: 

• A matrix  organization:  with  product  managers  and  operations  managers  sharing  the  overall  responsibility. 

• Three  separate  groups  within  operations  (information  operations  to  focus  on  content,  software  operations  to 
focus  on  development  and  maintenance,  and  product  management  to  focus  on  research  and  future 
development  of  the  product) 

• We  also  discussed  whether  the  product  management  function  should  be  in  operations  or  marketing. 

Corporate  Structure: 

We  discussed  two  ways  to  organize  the  business  in  2005: 

• A Functional  structure  with  business  development,  finance  and  a COO  reporting  to  the  President  and  sales, 
marketing,  operations  and  research  & development  reporting  to  the  COO. 

• A Product  structure  with  business  development,  finance,  research&  development  and  a COO  reporting  to 
the  President  and  divisional  managers  reporting  to  the  COO.  Each  division  would  include  sales,  marketing, 
operations. 

• We  preferred  die  functional  structure  as  we  felt  it  would  be  leaner  (cost  wise)  and  more  appropriate  for  the 
size  of  the  company  (less  than  $50  million). 


M Meeting  Notes  LRP  042402  DSS 


Page  2 of  3 


Confidential  — INPUT 


Printed:  April  25,  2002 


We  discussed  management  level  staffing  needs  for  2003: 

• COO 

• VP  Marketing 

• HR  / Recruiter 

• Controller 

• We  also  discussed  the  need  to  have  management  strength  behind  the  executive  team. 

• We  talked  about  stepping  up  our  recruiting  effort  with  MBA  s from  Top  Schools 
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MEMORANDUM 


DATE: 


April  15,  2002 


TO: 


Peter  Cunningham,  Pat  Cunningham,  Doug  Strahan,  Kevin 
Plexico,  Scott  Lewis,  Payton  Smith,  Erik  TerHaar,  Ellen 
Hassett.  Sue  Contostavlos,  Don  Peacock,  Scott  Massey, 
Bill  Young 


FROM: 


Meredith  Luttner 


SUBJECT : LRP  Meeting  Minutes  (Saturday  4/13/02) 

CC: 


Electronic  Business/Web  Services:  Kevin 

The  focus  of  this  area  is  to  release  software  products  that  are  natural/practical  extensions  of  INPUT  s core 
capabilities. 

Sales  Force  Automation  (SFA) 

• 2 ways  to  calculate  market  size: 

o 6,000  Federal  IT  Companies  x $50,000  average  cost=$300  M.  10%  realizable=$30  M. 
o U S.  CRM=$8  B;  U S.  SFA=$2.5  B;  SFA  IT=$640  M;  Federal  IT  SFA=$38  M. 

• Total  market  size  all  IT  industries  (Fed,  S&L,  D/A,  AEC,  0&M)=$120-150  M 

• Parts  of  the  SFA  program: 

o Program  Business  Module  (what  we  currently  offer) 
o Transaction  Business  Module 
o Business  Analysis  Module 
o Contact/Relationship  Module 
o Account  Planning  Module 
New  Software  Product  Ideas 

• Total  market  size=$30  M 

• For  vendors: 

o Marketing  Management 
o Strategic  Planning 
o Proposal  Management 
o Resume  Database 
o Emergency  Contact  Database 
o Promotional  Management 
o Web  Survey  tool 
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o Partnering  Database  software 

• For  buyers: 

o Vendor  selection/Management 

• Challenges 

o Barrier  to  entry  in  this  market  is  upfront  development  cost 
o To  overcome  upfront  cost,  find  differentiator 

o INPUT'S  differentiator  is  customization.  It  is  expensive  for  companies  to  buy  generic 
software  and  customize  it  to  meet  their  needs. 

o Another  INPUT  differentiator  is  developing  software  that  uses/integrates  w'ith  our  data 
and  where  the  market  synergies  are  high 

Other  EB/Web  Issues 

• Infrastructure:  Hosting  vs.  providing  software 

o Would  require  separation  as  a different  business,  possibly  spread  out  to  data  centers 
o Security  considerations  (need  to  document  security) 


Ranking 

SFA  IT  Federal 

$30  M 

IT  S&L 

$21  M 

IT  Commercial 

$32  M 

IT  A/D  (Fed) 

$41  M 

Other  Software 

$45  M 

TOTAL 

$169  M 

Custom/Consulting:  Ellen 
Customer  Database 

• Based  on  10  data  points  for  1,000  customers=$200  K 

• Market  size:  $32  B x 1 % realizable=$32  M 

Lead  Generation/Qualification  Services 

• Benefit  High  value  to  customers,  short  time  commitment 

• Market  size:  16,000  x $10K=$160M  x 10%  realizable=$  1 6 M 
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TCO 

• Old  product,  old  market  (IT)  market  size:  50K  x 16,000=$800M  x 2%=$16  M 

• Old  product,  new  market  (Telecom/Wireless)  market  size:  1/5  of  IT  market=$3  M 

Customer  Satisfaction 

• Customer  Sat.  Customer  Demand  & Buyer  Behavior  total  market  size=$90  M ($30  M each) 

Market  Forecasting/Strategy 

• Market  Assessment  market  size=$30  K x 16,000=$480  M x 4%  realizable=$20  M 

Business  Development/Acquisition  Search  (Due  Diligence) 

• Market  size=$16  M 

Capture  Assistance  Services 

• INPUT  plays  the  market  research  role  in  the  sales  process  for  a company  doing  a large  deal 
(sales,  systems  engineer,  research) 

• Market  size=$4K  a month  retainer  for  1 year  average  timeframe=$50  K.  Total=$5  M. 

Focus  Groups 

• No  differentiating  factor  for  this  idea,  too  broad,  put  on  back  burner.  Could  do  it  electronically 
related  to  government  procurement  in  the  future. 

Long  Range  Research  Services 

• Market  size:  $30K  for  16,000  (Fed/S&L)  annually=$480  M x 8%  reahzable=$38  M 

Competitive  Analysis 

• Win/Loss  market  size:  $20  M 

• Pricing  market  size:  $8  M 


Ranking 


Cust  DB 


Cust  Sat 


LRP  Services 


Cust  Demand 


Buyer  Behavior 


$40  M 
$32M 
$30  M 
$30  M 
$30  M 
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Win/Loss 

$20M 

Mkt  Assessment 

$20M 

TCO 

$19M 

Bus  Dev 

$16M 

Capture 

$8M 

Pricing 

$8M 

TOTAL 

$253M 

Overall  Ranking  by  Vote 

Vendor  Contacts/Teaming  35 


SFA  33 

S&L  Analyses  33 

Cust  Sat  32 

Grants  30 

TCO  30 

Customer  Database  28 

Market  Assess  27 


Future  LR  Planning  Process 


Markets 


Existing 

New  J 

Products 

New 

3 

4 

Existing 

1 

2 

1 . Examine  opportunity  for  existing  products  in  existing  markets 

2.  Examine  existing  products  in  new  markets 

3.  Examine  new  products  in  old  markets 

4.  Finally,  look  at  new  products  in  new  markets 
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2002  Opportunities 


9/26/2002 


Synergy  Analysis 

Marlt 

t Opportunity  Analys 

IS 

loverag 
e Area 

Status 

Customer 

Process* 

Average 

Tot. 

Rank 

Avg. 

Rank 

# Co's 

% of  Co's 

Adj  # Co's 

Avg  Fee  $ 

Total  Mkt 

Realiza 

ble 

Realizable  $ 

Priority 

Fed 

5 

5 

5 

5.0 

8,000 

100% 

6,000 

$ 

8,000 

S 

48,000,000 

25% 

5 

12.000,000 

s 

12.000,000 

Fed 

S 

5 

5 

5.0 

6,000 

50% 

3,000 

$ 

5,000 

$ 

15,000,000 

25% 

$ 

3,750,000 

$ 

3,750,000 

5 

4 

5 

4.7 

6,000 

75% 

4,500 

$ 

2,000 

S 

9.000,000 

25% 

1 

2.250,000 

j 

2.250,000 

Fed 

5 

5 

3 

4.3 

6,000 

50% 

3,000 

$ 

2,000 

* 

6,000.000 

25% 

S. 

1,500,000 

$ 

1.500,000 

Fed 

5 

5 

5 

5.0 

6.000 

50% 

3,000 

$ 

5,000 

$ 

15,000,000 

25% 

s 

3,750,000 

$ 

3.750.000 

S&L 

Existing 

5 

5 

5 

5.0 

10,000 

100% 

10,000 

$ 

6,000 

* 

60,000,000 

20% 

S 

12,000,000 

* 

12.000,000 

5 

5 

5 

5.0 

10,000 

50% 

5,000 

$ 

3,000 

s 

15.000,000 

20% 

$ 

3,000,000 

$ 

3.000,000 

SSL 

5 

5 

3 

4.3 

10,000 

50% 

5,000 

S 

2,000 

* 

10,000,000 

20% 

S 

2,000,000 

S 

2.000,000 

Fed 

4 

3 

5 

4.0 

5,500 

50% 

2,750 

$ 

2,000 

s 

5,500,000 

25% 

$ 

1,375.000 

$ 

1 .375,000 

4 

3 

4 

3.7 

5,500 

50% 

2,750 

$ 

5,000 

S 

13,750,000 

25% 

$ 

3.437,500 

$ 

3,437,500 

Fed 

2 

2 

5 

3.0 

8,400 

25% 

2,100 

$ 

2,000 

S 

4,200,000 

20% 

$ 

840,000 

$ 

840,000 

2 

2 

5 

3.0 

8,400 

25% 

2,100 

$ 

5,000 

$ 

10,500,000 

20% 

s 

2,100,000 

$ 

2.100,000 

3 

3 

5 

3.7 

600 

25% 

150 

$ 

2,000 

$ 

300,000 

25% 

s 

75,000 

* 

75.000 

Fed 

Existing 

3 

3 

5 

3.7 

600 

25% 

150 

* 

5.000 

$ 

750,000 

25% 

S 

187,500 

* 

187,500 

3 

3 

5 

3.7 

26.0 

3.7 

5,500 

100% 

5,500 

$ 

8,000 

$ 

44,000,000 

25% 

* 

11,000.000 

Fed 

3 

3 

5 

3.7 

600 

50% 

300 

$ 

6,000 

S 

1 .800,000 

20% 

$ 

360,000 

Fed 

New 

2 

2 

5 

3.0 

16.0 

2.3 

8,400 

50% 

4,200 

$ 

6,000 

$ 

25,200,000 

20% 

$ 

5,040,000 

Fed 

New 

5 

5 

3 

4.3 

35.0 

5.0 

15,000 

100% 

15,000 

$ 

10,000 

s 

150,000,000 

10% 

$ 

15,000,000 

$ 

15,000,000 

SSL 

4 

4 

4 

4.0 

15,000 

100% 

15,000 

s 

10.000 

S 

150,000,000 

10% 

J- 

15,000,000 

New 

3 

3 

3 

3.0 

16,000 

100% 

16,000 

s 

10,000 

$ 

160,000,000 

13% 

s 

20,800.000 

SSL 

5 

5 

3 

4.3 

29.0 

4.1 

10,000 

100% 

10,000 

$ 

12,000 

$ 

120,000,000 

20% 

|A 

24,000,000 

All 

4 

5 

2 

3.7 

23.0 

3.3 

15,000 

100% 

15,000 

$ 

67,000 

s 

1,005,000,000 

3% 

s 

30,150,000 

5 

5 

5 

5.0 

6.000 

50% 

3,000 

$ 

9,000 

i 

27,000,000 

20% 

Li 

5,400,000 

5 

5.400.000 

SSL 

New 

4 

3 

5 

4.0 

33.0 

4.7 

10,000 

50% 

5,000 

$ 

6,000 

$ 

45,000,000 

20% 

$ 

9,000,000 

$ 

9,000,000 

Fed.  SSL 

New 

5 

2 

4 

3.7 

17.0 
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© 

INPUT  LRP 
Forecast 


© 

9/26/2002 


Orders 

2001 

2002 

2003 

2004 

2005 

2006 

Market 

Share 

% Total 

CAGR 

Impact 

$ 3,647 

$ 9,118 

$ 16,412 

$ 22,976 

$ 27,571 

$ 30,328 

$ 102,665 

30% 

57% 

53% 

Software 

$ 153 

$ 612 

$ 3,060 

$ 6,120 

$ 10,710 

$ 16,065 

$ 124,125 

13% 

30% 

154% 

Custom 

$ 585 

$ 1,287 

$ 2,574 

$ 4,118 

$ 5,766 

$ 6,919 

$ 137,200 

5% 

13% 

64% 

$ 4,385 

$ 11,017 

$ 22,046 

$ 33,215 

$ 44,047 

$ 53,312 

$ 363,990 

15% 

100% 

65% 

151% 

100% 

51% 

33% 

21% 

Impact 

150% 

80% 

40% 

20% 

10% 

Software 

300% 

400% 

100% 

75% 

50% 

Custom 

120% 

100% 

60% 

40% 

20% 

Staffing 

@ S175K  (High) 

25 

63 

126 

190 

252 

305 

® $1 50K  (Mid) 

29 

73 

147 

221 

294 

355 

® $1 25k  (Low)  | 35 

88 

176 

266 

352 

426 
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MEMORANDUM 


DATE: 

TO: 

FROM: 

SUBJECT: 

CC: 


November  22,  2001 

Kevin  M.  Plexico,  Doug  Strahan 

PAC 

Planning  2002  - meeting  Nov  26  & 


There  are  two  main  subjects: 

1 . Business  we  do 

2.  How  we  do  the  business. 

Agenda  needs  to  be: — Co/tAcr^r 


1 . Business  - PS  Vendor 

a)  Market  needs  and  potential 

b)  Product  set  (not  just  data  bases) 

c)  Pricing 

2.  Sales  & Marketing  - PS  Vendor 

a)  Sales  approach/type 

b)  Sales  metrics 

c)  Numbers  of  sales  people  by  type 

d)  Marketing  staff  and  activities 

e)  Cost  of  sales 

f)  Resulting  business 

3.  Operations  - PS  Vendor 

a)  Organization 

b)  Numbers 

c)  Other  Expenses 


t)  rit/SnM;  Cc/sr 
t)  f/Y-KoT 

* ' - \Zc»v<X^ 

- e*c»>. 

ft*)* 


(jjL  ^ 


TUCH 
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GENERAL 


Notes  from  Planning  Meeting  for  2002 
November  30  - December  3 

Participants:  Kevin  P.,  Doug  S.,  Peter  C.,  David  H.,  Pat  C. 

05/22/02 


Review  of  2001  Plan  vs.  Performance 

• We  identified  the  reasons  we  did  not  make  the  plan  for  2001.  Variance  through  October  in  PS 
approximately  $2  million.  Variance  in  Commercial  $600k.  Reasons  for  PS  variance  include: 

pricing  was  far  lower  than  what  was  expected  ($500k). 

failed  to  meet  sales  luring  goals  - which  accounted  for  $800k  shortfall 

didn't  up  sell  as  expected  to  large  accounts  as  planned  (only  $300k  of  up  sales  made) 

didn't  execute  marketing  staffing  and  spending  plans? 

didn't  attain  the  level  of  sales  productivity  we  expected  ($400k) 

• The  sales  force  and  sales  management  team  did  not  perform  as  expected: 

The  sales  managers  were  grossly  overpaid  for  a poor  performance. 

Some  sales  people  were  also  overpaid  and  we  identified  inequities  in  the  sales  compensation 
plans. 

We  agreed  one  sales  person  would  be  terminated  by  year  end. 

We  were  also  critical  of  the  our  sales  hires ...  we  have  not  been  getting  the  right  people. 

• Next  year,  we  need  to  do  the  following. 

hire  on  time  - hiring  sales  people  on  time  is  critical  to  success  of  the  plan 

need  to  correct  die  pricing  assumptions  in  the  plan  - Doug  has  done  this 

hire  marketing  director  to  organize,  plan  and  execute  marketing  activities 

focus  sales  force  to  improve  up  sell  performance  and  sales  performance 

create  an  up  sell  spreadsheet  by  client  by  product  showing  gaps.  Sales  to  fill  in  die  gaps. 

need  to  look  at  sales  performance  and  be  ready  to  terminate  when  necessary 

• For  2002  it  would  be  nice  to  get  out  of  negative  equity  situation,  but  that  will  probably  slip  to  next  year 
(2003). 


Remaining  Planning  Actions: 

• Need  to  complete  compensation  plans  for  2002  in  the  next  couple  weeks 

• Doug  to  incorporate  changes  we  agreed  from  staffing/planning  perspective  and  we  will  revisit  next  week  in 
the  board  meeting. 

Company  Mission/Vision 

• Tag  line  suggested:  "INPUT,  a provider  of  Web-based  sales  and  marketing  tools  to  IT  vendors." 

• Key  attributes: 

software  & content 

sales  or  buying 

IT  plus  other  verticals 

web  delivered  subscription  products. 

• Overall  market  size:  $100  billion  in  IT  spending  at  Federal.  State,  & Local.  Sales  and  marketing  costs  at 
least  10%  of  market  size.  Market  size  for  sales  and  marketing  information  & tools  = $10  billion. 


Con ) 
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Notes  from  Planning  Meeting  for  2002 
November  30  - December  3 

Participants:  Kevin  P.,  Doug  S.,  Peter  C.,  David  H.,  Pat  C. 


COMMERCIAL 


05/22/02 


Commercial 

• Agreed  that  someone  needs  to  focus  on  sales.  That  person  can  either  be  part  of  the  existing  staff  or 
someone  new  hired  to  replace  one  of  the  existing  staff.  Cannot  add  an  additional  person.  Agreed  to  let 
Albert  make  the  decision. 

• Agreed  that  we  need  to  have  a conversation  about  what  we  do  with  commercial  if  the  group  fails  to 
perform.  Could  include  reallocating  people  where  appropriate  to  the  public  sector. 

• Agreed  to  drop  EGs  from  the  Commercial  site 

• Strategy  needs  to  include  productization  of  TCO’s  and  Web  surveys. 

• Cancel  InTouch  Program  and  revisit  what  to  do  on  a recurring  basis. 

• Need  to  focus  resources  on  selling  E-Business  Forecast  produced  by  Wilson  Haddow. 

PUBLIC  SECTOR  - SALES  & MARKETING 


Sales  Organization 

• After  much  discussion,  we  agreed  to  the  following  structure: 

Sue/Don  to  continue  managing  reps  selling  the  PS  database  services  including  My  INPUT 
hire  one  sales  person  to  sell  FMA  program  and  productized  custom  (hire  a second  if  the  first  is 
successful). 

hire  VP  of  sales  for  the  overall  sales  function 
hire  a sales  person  for  SFA  and  MyINPUT 

one  of  the  new  hires  in  PS  sales  group  needs  to  be  a telesales  rep  selling  S&L  entrepreneur  level 

• Still  need  to  resolve  territory  allocations  and  comp  plans  for  2002 

• Sales  Comp.  Ideas  to  consider:  quota  by  product,  multi  tier  commission  (%)  structure 

• Need  to  make  sure  that  sales  of  FMA  and  custom  are  still  allowed  for  existing  sales  force,  the  FMA 
account  manager  will  not  have  an  exclusive.  Compensation  issues  need  to  be  addressed  for  the  FMA 
position. 

• Need  Job  Description  for  FMA/Custom  sales,  SFA  and  Telesales  (Pat  can  provide  a previous  telesales  JD) 

• We  discussed  Telesales  and  it’s  importance  to  expanding  our  sales  reach  cost  effectively.  We  discussed 
transferring  Albert's  telesales  person  but  decided  that  was  not  likely. 

• We  agreed  the  first  Telesales  person  hired  could  be  the  lead  person  so  they  had  to  have  management 
capability. 

• We  also  agreed  that  the  new  lower  priced  products  should  be  sold  by  Telesales. . .although  the  field  sales 
force  should  still  be  able  to  sell  them. 

• We  also  agreed  tire  entrepreneur  level  sales  should  be  handled  by  telesales.  The  hiring  plan  for  the  field 
sales  force  will  need  to  be  modified  if  we  make  this  move. 

• We  also  agreed  the  sales  force  was  selling  to  low  within  client  or  prospect  organizations.  This  is  a problem 
and  we  need  to  sell  at  higher  levels. 

• Sales  staff  to  track  hours  in  timesheets  by  new  vs.  renewal  sales  activity. 

• KP  and  DS  to  interview'  GIGA  sales  candidate  to  learn  about  sales  metrics. 

• Sales  Managers  must  make  sure  territories  do  not  go  uncovered  when  a new  Account  Manager  starts  (i.e., 
during  the  AM’s  ramp  up). 

• Protection  of  accounts  - KP  and  DS  to  discuss  and  recommend  whether  we  should  keep  or  shorten  the  90- 
day  protection  period. 

• Need  to  develop  an  Investment  bank  / Financial  community'  vertical  sales  strategy. 

• DB  Sales  staffing  for  2002  reviewed  and  PAC  developed  a spreadsheet,  which  documents  the  quota 
contribution  expected  from  each  existing  employee  and  new  hire.  Current  sales  per  seasoned  rep.  are 
approximately  $360k.  Base  on  this  assumption  we  can  expect  approx.  $4.2  million  from  our  current  staff 
(less  one  termination)  plus  the  10  hires  in  2002.  If  we  allocate  the  manager  quota  and  show  an  1 1% 
improvement  in  sales  production,  the  quota  for  2002  increases  to  $600k.  This  yields  approx.  $4.6  million 
in  revenue.  Recap  of  quota  calculation: 
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Notes  from  Planning  Meeting  for  2002 
November  30  - December  3 

Participants:  Kevin  P.,  Doug  S.,  Peter  C.,  David  H.,  Pat  C. 

05/22/02 


Existing  production  level 

$360k 

Allocate  manager  quota 

$ 70k 

Improve  Production  by  1 1% 

$ 50k 

Planned  performance  (80%  Quota) 

$4 80k 

Quota  (100%) 

$600k 

Renewal  Process 

• Agreed  we  need  to  formalize  renewal  process. 

• Invoices  / Service  Agreements  need  to  be  presented  to  clients  in  advance  of  the  renewal. 

Pricing 

• Agreed  to  pricing  recommendations  made  by  Doug,  Kevin  and  Peter  in  a prior  meeting. 

• Price  list  needs  a few  more  items  on  it  to  complete  it,  including  guidelines  for  productized  custom.  SFA 
pricing  and  individual  reports  for  FMA  program. 

• Agreed  we  need  to  put  together  final  price  list  for  2002  ASAP  and  announce  to  Sales  organization.  Price 
changes  to  go  in  effect  1/1/2002.  Sales  should  proactively  use  this  as  opportunity  to  close  new  and  renewal 
clients  at  2001  prices. 

• Kevin  and  Doug  to  agree  on  pricing  for  State  & Local  Profiles  product. 

• In  the  future  we  need  to  raise  prices  consistently  not  erratically 

• Agreed  that  we  can  offer  up  to  3 months  free  service  for  prospects  that  are  switching  from  FSI  to  INPUT  as 
long  as  they  commit  to  the  an  annual  subscription  at  the  regular  fees.  Ideally,  the  payment  for  these 
sendees  would  be  made  up  front,  but  we  agreed  to  keep  that  at  management  (Doug  and  Kevin)  discretion. 

Competition 

• We  all  agreed  that  winning  against  FSI  over  the  next  6 months  would  be  key,  since  that  is  likely  when 
Primedia  will  be  forced  to  make  a decision  about  them. 

• It  was  stated  we  are  in  a name  recognition  battle  with  FSI. 

• Agreed  to  formalize  and  maintain  competition  customer  lists. 

• Customer  lists  to  identity'  each  product  purchased  from  each  competitor  and  the  renewal  date. 

• We  need  to  aggressive  target  these  prospective  customers  3 months  in  advance. 

• We  agreed  to  offer  15  month  subscriptions  to  FSI  customers  who  switch  early  (i.e.,  prior  to  the  end  of  their 
current  FSI  sub.  Term). 

• We  agreed  to  continue  to  offer  free  seats  of  MyINPUT  with  our  IMPACT  DB’s. 

• Agreed  to  update  the  feature  / function  set  comparison  monthly. 

Marketing 

• Determine  tire  description  of  the  company  at  two  levels: 

The  short  (one  phrase)  description 
The  longer,  paragraph  level  description 

• Examine  the  press  releases  for  companies  in  our  space  for: 

The  tag  line  at  the  end  of  the  first  paragraph 

The  short  paragraph  describing  the  company  at  the  end  of  the  release. 

See  how  this  might  effect  what  we  say. 

• Develop  for  the  company: 

Vision 

Objectives 

Values 

• Develop  a message  platform  that  provides  messages  to  the  communities  we  address  that  are  consistent  and 
tailored: 

Customers  and  prospects 
Investors 

Employees  and  prospective  employees 


Corij 
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Notes  from  Planning  Meeting  for  2002 
November  30  - December  3 

Participants:  Kevin  P.,  Doug  S.,  Peter  C.,  David  H.,  Pat  C. 

05/22/02 

• Use  a consultant  to  help  in  this  process. 

• Agreed  to  hire  a Marketing  Director  who  is  focused  on  lead  generation  and  promotional  activities  such  as 
direct  marketing,  speaking  engagements,  media  releases  and  mentions. 

• For  product  marketing,  use  consultants  who  are  able  to  develop  market  positions  for  products.  We  can  do 
the  research  and  analvsis.  We  need  consultants  that  can  take  this  and  provide  the  link  to  lire  sales  process. 

• Agreed  to  hire  a consultant  on  a temporary  basis  to  help  drive  lead  generation  in  S&L,  SFA  and  possibly 
other  products  - agreed  to  look  at  using  one  of  Diane's  consultants  or  possibly  the  candidate  we  had  for  the 
Marketing  Manager  position.  It  needs  to  be  a Marketing  Communications  oriented  individual. 

• Ads  in  WT  need  to  be  corporate  branding  ads  not  product  specific. 

• Talk  to  associations  to  examine  opportunity  for  an  ITAA  industry  pulse  equivalent 

• Look  at  partnerships  with  publications  (ex.  Governing) 

• Look  at  radio  advertising;  hosting  a radio  show 

• Get  list  of  research  staff  at  brokerage  firms,  investment  managers  (Thomson  Financial  and  "Institutional 
Investor")  for  promotion  of  Vendor  DB  and  FMA. 

• Look  at  Memberships  in  Associations  to  determine  appropriate  participation  levels:  identified  NVTC,  SIA. 
ITAA.  NASCIO.  IAC/FGIPC.  PSC  (estimate  budget  $15k). 

• Marketing  Events  to  include  Holiday  Event  and  FMA  Forecast  Event. 

• Identified  tliat  the  INPUT/Output  would  be  a marketing  piece  for  the  company  as  a whole  rather  than  just 
for  the  commercial  group. 

• Agreed  to  a $150k  budget  that  would  be  focused  around  direct  marketing.  Budget  could  roughly  break  out 
as  follows: 

$35k  WT  advertising  (this  is  a barter) 

$ 10k  for  federal  lists,  consultant  time 

$20k  S&L  lists,  consultant  time  ($5k  per  quarter) 

$5k  for  brokerage/investment  community  names 
$5k  for  SFA  to  warm  up  leads  for  sales  hire 
$5k  for  SFA  focus  group 
$20k  for  2002  Customer  Holiday  Party  (12/3/02) 

PUBLIC  SECTOR  - DB  PRODUCTS 

State  & Local: 

• Consider  pricing  / product  segmentation: 

By  geography 

By  type  of  function  (department  category,  program) 

• Sales  plan  for  2002:  1/3  new  up  sell,  1/3  sale  with  other  new  products  and  1/3  new  sales  to  S&L  only 
customers. 

• Competition  - Onvia:  Need  to  look  at  model  for  collecting  information  (the  local  procurement  office  enters 
the  data  into  the  Onvia  system). 

• Agreed  to  conduct  customer  satisfaction  survey  in  Q2. 

State  & Local  Profiles: 

• Need  to  launch  by  end  of  Q1 

• Prioritize  research  by  adding  largest  $ spending  gov.  entities  first  (whether  is  State.  City'  or  Regional 
Authority). 

• Pricing  50%  off  1st  six  months 

• KP  and  DS  to  recommend  a price. 

MyINPUT 

• Approximately  260  seats  generating  $166k  in  revenue.  Avg.  $640  per  seat  in  2001 

• 19  customers  avg.  13  seats  each  in  2001 

• Agreed  to  conduct  a customer  satisfaction  survey  of  all  seats  (w  hen?) 


Con. 
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Notes  from  Planning  Meeting  for  2002 
November  30  - December  3 

Participants:  Kevin  P.,  Doug  S.,  Peter  C.,  David  H.,  Pat  C. 

05/22/02 

• Need  to  continue  developing  the  value  of  this  program. 

• With  regard  to  auto  notification,  do  we  include  this  in  Opportunities  to  compete  with  FSI  or  keep  it  in 
MyINPUT? 

• Consider  adding  MyTechnologies,  MyCalendar.  My  Actions,  make  it  collaborative 

• Agreed  to  bundle  2 seats  with  Mid  and  Large  tiers  and  1 seat  with  Entrepreneur  tier 

• Agreed  to  determine  users  by  type  of  customer  (Large,  Mid.  and  Entrepreneur).  When  w ill  we  convert  all 
customers  to  having  unique  logins  for  each  user?  We  estimated  7 users  per  co  x 200  co  s = 1,400  users. 
$2.2  million  in  GFI  revenue  for  an  average  of  $1,570  per  seat. 

• Consider  HP  sales  effort  as  model  for  selling  seats.  We  rolled  out  the  product  with  training  to  100  potential 
users.  After  a brief  trial  they  purchased  50  seats  based  on  utilization.  We  questioned  why  we  did  not  go 
back  to  tire  HP  people  who  did  not  sign  up?  We  also  questioned  why  we  had  not  followed  up  with  those 
that  had  utilization  and  satisfaction  so  that  we  could  promote  it  to  others  (great  example  of  poor  follow  -up 
and  lack  of  up  selling). 

• In  general  we  were  dissatisfied  with  the  sales  effort  for  MyINPUT. 

• MyINPUT  should  be  positioned  as  a software  tool  that  improves  productivity. 

• How  are  we  selling  this  today? 

• 2002  sales  plan  will  have  both  DB  sales  force  and  SFA  salesperson  selling  these  seats. 

Federal  Vendor  DB 

• Reverse  of  Agency  Profiles 

• Orientation  by  Vendor. 

• 3000  to  4000  IT  vendors 

• Prime  contracting  $ 

• Future  Development: 

bv  type  of  vendor  SIC/NAICs 
link  to  Hoovers’  capsule 
link  to  D&B  data 

link  to  contract  opportunities  by  agency' 
search  & trend  reporting  capabilities 
Competitive  analysis 
Co.  descriptions 
Link  to  SEC.gov  for  public  co’s 
Key  contacts 
Organization  information 
- NEWS 

Ability  to  track  / monitor  changes 

• Includes  all  prime  contracting  $ lm  or  greater  over  last  several  years. 

• Federal  IT  Market  Potential: 

Not  necessarily  the  same  buyer  as  the  opportunity  DB.  Tire  market  research  function  is  a target 
(competitive  analysis),  but  the  product  can  be  sold  to  many  other  functions. 

200  customers 

Entry  level  pricing:  Large  Co  = $7850,  Mid  Co  = $5250,  Entre  Co  = $3,500. 

Agreed  to  offer  50%  discount  for  1st  6 inths  after  launch. 

Sell  into  existing  accounts:  5 of  60  Large  Co.,  10  of  80  Mid  Co..  5 of  90  Entre  Co.,  for  a total  of 
30  co’s.  Another  30  (same  split)  from  new  customers. 

Total  revenue  of  approximately  $300k. 

• We  agreed  there  is  an  analytical  component  to  these  reports.  We  could  show'  quarter  by  quarter  trends  in 
the  performance  of  comparative  vendors. 

• There  was  also  a question  as  to  whether  this  should  be  in  the  vendor  information  program  or  in  the  FMA 
program. 

• Need  to  promote  / sell  to  government  procurement  staff. 

• Q1  task  to  create  product  development  plan  for  version  2,  including  price  and  feature  set. 

• Q2  task  to  evaluate  verticals  other  than  IT 
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Notes  from  Planning  Meeting  for  2002 
November  30  - December  3 

Participants:  Kevin  P.,  Doug  S.,  Peter  C.,  David  H.,  Pat  C. 

05/22/02 

• Evaluate  potential  / develop  plan  to  sell  into  other  communities  (financial,  legal,  etc.) 

Federal  Buyer  / Portal 

• PAC  indicated  we  should  evaluate  CNET  model  for  developing  our  buver/portal  business. 

• Agreed  to  create  a portal  page  / dashboard 

• Portal  to  deliver  vendor  and  contract  data  to  gov't  buyers 

• Content  to  include  a limited  portion  of  FMA,  Agency,  and  Opportunities. 

• We  discussed  the  implications  for  providing  information  free  to  the  buyer  community'  as  we  may  eventually 
look  to  charge  for  the  service.  GSA  is  a paying  customer  today.  We  may  well  provide  tire  information  free 
for  a period  of  time  or  in  return  for  some  agreement  to  keep  us  informed  (for  example). 

• We  agreed  we  should  be  promoting  our  sen  ice  to  tire  government  community'  right  now.  We  decided  the 
effort  would  be  minimal. 

• We  discussed  the  concept  of  an  IMPACT  light  for  government  users. 


Contacts 

• Competitors  in  the  space  include: 

Federal  Yellowbook 

Carroll's  directory  (top  1/3  of  agency,  org  chart  orientation). 

Subscriber  lists  from  Gov’t  IT  publications. 

• Updating  process  is  labor  intensive? 

• Our  DB  does  not  overlap  with  Carroll's  as  our  contacts  data  is  generally  limited  to  procurement  and  CIO 
staff. 

• Agreed  to  defer  development  to  future. 

Contracts: 

• Competitors  in  the  space  include: 

Govcon  - purchased  by  verticalnet 
Eagle  Eye 

Not  sold  separately  by  FSI 

• Vendor  product  manager  will  also  handle  Contracts. 

• Available  4/1 

• Potential  for  2002  = $60k 

• Develop  in  2002  and  figure  out  how  it  fits  with  Vendor 

• Develop  a strategy  to  sell  this  to  Gov’t  staff  (buy  ers). 

Transportation: 

• To  include  all  verticals:  IT,  construction,  other  services 

• This  is  probably  a separate  buyer  from  S&L 

• Transportation  is  a global  market  with  global  vendors. 

• Q1  research  project  to  investigate  the  potential  for  this  product. 

• Fund  this  project  through  a multi-client  custom  project.  Albert  and  his  team  should  put  together  a 
prospectus  and  complete  the  project. 

• Estimated  cost  to  conduct  the  research  is  $ 1 0k. 

Defense  / Weapons 

• C3I  is  Command,  Control,  Communications,  and  Intelligence  (it  does  not  include  weapons  systems). 

FSI  currently  offers  a C3I  database  as  a separate  product. 

As  we  consider  expanding  into  the  defense  / weapons,  we  will  need  to  identify'  the  line  of 
differentiation  between  what  is  IT  vs.  defense  / weapons. 

INPUT  currently  includes  C3I  opportunities  in  our  IT  vertical. 

Agreed  to  sell  C3I  as  a stand-alone  product.  KP  to  research  and  recommend  a price  for  this 
product. 
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Notes  from  Planning  Meeting  for  2002 
November  30  - December  3 

Participants:  Kevin  P.,  Doug  S.,  Peter  C.,  David  H.,  Pat  C. 

05/22/02 

• Weapons  Systems 

Do  we  staff  this  vertical  with  an  analyst? 

How  many  opportunities  are  in  this  vertical? 

How  easy  is  it  to  get  this  information? 

Will  we  be  required  to  obtain  a security  clearance? 

Agreed  to  conduct  a telephone  survey  of  30  co’s  to  evaluate  potential  for  tliis  product. 

Agreed  to  allocate  one  person  for  2 months  to  research  opportunities 
DH  to  call  Ardak  to  see  if  they  have  a weapon  systems  database? 

Architecture  & Engineering.  Operations  & Maintenance,  Construction 

• Agreed  to  only  pursue  contracts  and  vendor  products  within  these  verticals. 


PUBLIC  SECTOR -CUSTOM 

Federal  Market  Analysis: 

• Need  plan  from  Payton  to  address  product  and  pricing. 

• Corrected  delivery  issue  ( Payton  hired.  Forecast.  Outsourcing  Marketview  complete.  CRM  Marketview 
close  to  completion). 

• Content:  Forecast,  5-6  Marketviews  per  year.  Market  briefs  (need  to  determine  frequency  ). 

• Agreed  to  conduct  customer  satisfaction  survey  in  Ql. 

• Agreed  to  collapse  report  and  subscription  revenue  for  tliis  program  into  one  account 

• Sales  plan  for  2002:  60  co’s  at  $10k  = $600k  new  business.  Large  Co's  = 36  (60%),  Mid  Co  s = 18  (30%). 
Entrepreneur  = 6 Co’s  (10%) 


Custom: 

• Agreed  focus  should  be  to  productize. 

• Web  customer  satisfaction  survey’s 

Target  is  large  co's. 

Target  is  co’s  who  sell  products  through  channels. 

INPUT  potential  200  co’s  x 10%  = 20  x $ 15k  per  project  = $300k  revenue. 

Already  productized? 

• Federal  Sales  Planning: 

Outsource  solution  for  customers 
FSI  does  this  today. 

RG  and  PS  built  straw  man  and  presentation  for  this  product. 

Need  to  productize. 

Need  to  specify  which  segments  of  the  industry  we  will  profile 
Research  to  cover  opportunities,  competitive  activities,  and  agency. 

Delivery'  Qtrly 
FSI  price  $ 10k/  qtr. 

INPUT  price  $40k  for  2 segments  (Ql=$15k.  Q2=$7.5k,  Q3=$7.5k.  Q4=$7.5k) 

Client  must  already  subscribe  to  IMPACT. 

Value  pricing  parameters:  $60k  analyst  x 50%  x 1.67  (fully  loaded)  = $50k 
Market  potential:  10  co’s  x $2.0m  each  = $20m  x 25%  share  for  qtrly  segment  = $5m. 
INPUT  potential:  8 to  12  co’s  x $40k  = $320-$480k  with  4 mths  sales  ramp  up. 
Competition:  Federal  Consulting,  Capital  Rep’s,  FEI,  Market  Access,  CAI/SISco. 
Delivery  : web  interface,  segmentation  = resale  to  multiple  clients,  productize. 

• Lead  Generation:  ID  buyers.  Market  Access  does  this  today. 


PUBLIC  SECTOR  - OPERATIONS 

Operations 
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Notes  from  Planning  Meeting  for  2002 
November  30  - December  3 

Participants:  Kevin  P.,  Doug  S.,  Peter  C.,  David  H.,  Pat  C. 

05/22/02 

• Need  to  examine  how  we  can  make  analysts  more  productive.  We'd  like  to  leverage  their  time  as 
effectively  as  we  can. 

• Agreed  to  develop  a craw  ler  to  search  the  new  FEDBIZOPS  CBD  web  site 

• ET  to  develop  scripts  by  year  end  200 1 

• Ops  to  create  annual  customer  satisfaction  calendar  (schedule). 

• ML  to  report  S&L  opportunities  by  the  type 

• ML  to  focus  S&L  resources  on  winning  the  content  war  with  FSI. 

• Agreed  to  staff  FMA/FSP/Custom  with  Manager.  Sr.  Analyst  and  Jr.  Analyst 

• Agreed  to  hire  2 new  Fed  DB  analysts 

• Agreed  to  hire  3 new  S&L  DB  analysts  (including  1 for  S&L  Profiles). 

Product  Management 

• Each  product  needs  a manager.  Need  to  identify  internal  candidates  / hire  external  candidates  for 
program/product  manager  positions. 

• Potential  internal  candidates  include:  Marcus  Fedeli  and  Kim  Neblett 

• Expectation  for  a program  manager  (managing  the  content  and  the  context): 

qualify  of  product 
development  of  product 
sales  of  product 
pricing 
performance 

market  / customer  research. 

• Need  to  follow  a more  structured  process  for  creating  products  and  services  pipeline. 

• We  need  to  do  a better  job  of  looking  at  each  product  and  examining  what's  important  to  the  customer 

• Need  to  review  program  manager  plans  from  Pat  and  agree  on  roles/responsibilities  for  product  managers 

• Need  to  look  at  market  potential  by  product  and  overall  for  planning  purposes  as  well  as  to  improve  our 
positioning  to  the  financial  community 

• Need  to  examine  our  opportunities  outside  the  IT  area  and  possibly  outside  the  U.S.  Agreed  to  table  this 
until  the  planning  meeting  in  the  Spring  2002. 

Web/IT  Activities 

• Need  to  identify,  organize,  prioritize  and  schedule  development  activities 

• Agreed  to  add  a developer  in  the  3rd  quarter  as  an  addition  to  the  plan.  This  w ould  be  in  lieu  of  the  federal 
analyst  we  identified  in  Q2  and  Q3. 

• Possible  product  improvements. 

Agreed  we  need  customer  / user  feedback  capability  built  into  the  website. 

Link  contact  record  with  CIO  bio’s  on  gov’t  websites. 

Partnering  / teaming  features. 

Integrate  voice  / video  into  our  product 

WEB  SERVICES 

MySFA 

• Discussed  hiring  a technical  product  manager  for  this  area;  a portal  manager  type? 

• Agreed  to  hire  a sales  person  for  this  ASAP  but  by  April  1 - an  ex-SAP,  Siebel,  Oracle  sales  person  (selling 
ERP  or  CRM  solutions)  should  be  a good  fit. 

• Need  marketing  activities  in  this  area  so  leads  are  warm  when  sales  person  starts 

• Will  need  to  put  software  code  in  escrow 

• Look  at  using  SGI  for  a testimonial  and  getting  an  article  for  the  system  in  Washington  Tech.  They  could 
quote  INPUT  and  SGI. 

• Should  we  integrate  with  or  compete  against  existing  CRM  / Contact  management  information  systems. 
(Act.  Goldmine.  Siebel.  Oracle,  Sales.com?) 

• Are  we  a replacement  or  compatible  sale  for  these  products? 
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Notes  from  Planning  Meeting  for  2002 
November  30  - December  3 

Participants:  Kevin  P.,  Doug  S.,  Peter  C.,  David  H.,  Pat  C. 

05/22/02 

• Need  to  develop  a feature  / function  profile  for  these  products  and  compare  to  SFA. 

• Need  to  consider  XML  integration  or  other  interfaces. 

• Need  to  evaluate  and  possibly  sell  this  product  on  a modular  basis.  Current  program  includes  a Large 
Complex  Sales  module  and  a Transaction  Business  module. 

• Other  Modules  to  consider.  Contact  Manager.  Proposal  Development.  Supply  Chain  Capability. 

• The  buyer  for  this  product  is  a Sr.  Executive. 

• Need  to  position  as  Hosted  Service  and  also  offer  as  Software  Sale. 

• Need  to  determine  price  for  2002.  Currently  $75k  for  implementation  / configuration  plus  annual  per  seat 
cost.  Should  we  introduce  tiers  based  on  customer  size? 

• Conduct  focus  group  for  product  with  5-10  Sr.  Executives 

• DS  to  review  Software  Revenue  Recognition  accounting  practices. 

ADMINISTRATION 

Recruiting 

• New  hire  process  metrics:  total  effort  7-10  days.  2-3  months  of  total  cycle  time. 

• Our  hiring  plans  for  2002  must  take  into  consideration  the  cycle  time. 

• New  hires  must  be  in  place  prior  to  or  concurrent  with  the  start  date  in  the  plan. 

• Sales  hires  must  be  completed  prior  to  non-sales  hires 

• New  hire  offer  letters  must  reflect  the  change  to  an  annual  review  process  (i.e.,  reviews  will  occur  at  the 
end  of  each  calendar  year  for  management  level  hires  only). 

Human  Resources 

• Need  to  announce  to  management  the  change  to  an  annual  review  process.  All  managers  must  be  reviewed 
in  the  month  of  January  (at  the  latest)  All  other  employees  will  continue  to  be  review  ed  based  on 
anniversary  date. 

• Current  benefits  level  is  about  6%  (not  counting  taxes,  insurance,  etc.)  of  labor  costs 

• Agreed  to  revisit  our  health  plans  relative  to  the  quality,  benefits  provided  and  cost. 

• Agreed  to  allow  employees  to  participate  in  401k  as  soon  as  practicable  after  their  3 month  review  (subject 
to  terms  of  the  plan) 

• Agreed  to  add  a 40  IK  matching  for  tire  company  of  10%  of  each  $ up  to  6%  EE  contribution.  Plan  will 
continue  to  include  a discretionary  profit  sharing  component. 

• Agreed  plan  to  include  a 5%  of  base  salary  bonus  for  non-sales  & management  staff. 

• DS  to  prepare  Organization  Chart  for  Y/E  2001  and  Y/E  2002  for  the  board  meeting  on  12/18. 

Office  Management 

• Need  to  look  at  VoIP  capabilities  and  Siemens  phone  capabilities  to  reduce  costs,  improve  technical 
capabilities  and  facilitate  hot  desking 

• Need  to  finish  updating  the  practices.  DS  provided  a status  report  to  Pat.  KP  and  DS  to  continue  working 
on  updating  the  practices.  DS  to  follow  with  PEC  and  agree  on  process  for  review  / approv  al  of  updated 
practices. 

• Information  Infrastructure: 

Use  of  R drive  vs.  an  Intranet  based  system 
Allocate  responsibility  by  area  for  the  R drive 
No  C drive  storage  of  files. 

PAC  indicated  we  were  going  to  move  to  an  Intranet  / Portal  and  that  Kevin  was  to  work  up  a 
plan. 


Reporting: 

• Need  to  organize  the  company  reports,  who  produces  them,  when  they  are  to  be  produced  and  to  whom 
they  are  distributed 

• Some  of  tlie  reports  identified  include: 

MyINPUT  sales  and  seat  status  report 
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Notes  from  Planning  Meeting  for  2002 
November  30  - December  3 

Participants:  Kevin  P.,  Doug  S.,  Peter  C.,  David  H.,  Pat  C. 

05/22/02 

Web  usage  reports 

Need  to  review  comp  plans  quarterly  for  tire  board  - including  operations  and  sales  plans 

Competitive  reports 

Trademark/IPR  Issues: 

• Agreed  that  this  would  be  a marketing  function  when  the  Director  is  brought  on  board.  It  is  boards 
decision  as  to  which  domains  we  should  try  to  protect. 

Other  Expenses: 

• Agreed  to  breakout  Telecom  voice  from  data/hosting. 

• Agreed  to  breakout  Recruiting  and  Training. 

• PEC  to  provide  a corp.  expense  budget  for  2002.  DS  has  already  included  estimates  in  other  expenses  but 
needs  to  make  sure  we  have  adequate  coverage. 

CORPORATE  / STRATEGIC  DEVELOPMENT 

• We  need  to  put  together  an  executive  summary'  and  Business  Review  that  can  be  used  to  introduce  INPUT 
to  prospective  investors  (probably  based  on  the  platform  message?).  (PAC  to  work  with  DH  and  DS). 

• We  need  to  cultivate  relationships  with  VC  and  other  private  equity  groups  — most  likely  to  provide 
financing  in  the  event  we  want  to  acquire  other  companies.  (PAC  and  DS  to  start  a list.  PAC  to  make  a few 
preliminary  contacts) 

• We  need  to  identity  our  universe  of  merger/acquisition  targets  and  begin  contacting  these  organizations  to 
determine  their  interests  and  better  understand  the  dynamics  of  related  market  niches.  (KP  to  start) 

• We  should  target  completing  tire  written  material  regarding  INPUT  and  identify  ing  prospective  targets 
within  Q1  2002.  Our  contacts  with  VCs  and  others  should  be  made  in  Q2.  By  the  end  of  Q2  we  should 
have  a good  grasp  of  our  financabilitv.  a clear  vision  that  we  can  communicate  externally  and  several 
acquisition  candidates  in  the  pipeline.  (PAC  to  prepare  a v ision  and  organization  practice  before  year  end) 
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CONTACT  REPORT  Written:  October  23,  1997 


INPUT  Staff: 

PAC 

Contact  Date:  06/30/97 

COMPANY: 

Tania  Amochaev 

Program/Project: 

Name: 

DISTRIBUTION  - F/U: 

Action: 

Paul,  Kevin,  Peter, 

Norm,  Wilson,  Felix 

Phone: 

Fax: 

E-Mail: 

Mail  List  Update:  □ (Check  to  add) 

RE:  INPUT  vision  and  plan 


A.  Business 

She  calculated  we  had  an  average  sales  of  $2 16k  per  program  with  an  average  of  8 clients  at  $27k 
Our  objectives  should  be  $1  million  programs. 

Targets:  Vendors; 

a.  Annual  subs.-  go  from  6 to  20,  60%  full  and  40%  partial  (Market  Research) 
use  15  as  example  then  have  10  full  at  $30k  = $300  k 

and  5 partial  at  $20k  = $100k 

b.  Projects  - 3 per  program  at  5 clients  per  project  at  $10k  = $150k 

c.  Report  and  other  sales  per  program:  $100k 
So  total  is  only  $650k;  need  to  get  $3 50k  more 

Ways  to  do  that: 

1 . More  services  to  vendors 

• Send  to  additional  prospects  - quote  a rate  per  prospect? 

• Sell  Guide  rights  so  that  they  can  do  their  own 

• Sell  leads  and  or  responses 

• Sell  “hits”  on  the  Web  site 

i.  On  INPUT’S  site 

ii.  On  vendor’s  site 

• Sell  RFQs 

• Help  them  respond  to  RFQs 

2.  Sell  to  buyers.  Have  multi-level  presentation  to  the  buyers 
i.  Summary  - general  information 

detail  by  vendor 

ii  RFQ  quality  - position  the  buyer  to  produce  an  RFQ 

- provide  a template 

iii  Provide  References  for  a buyer  so  that  they  can  check  out  vendors. 

3 . Broaden  audience 

i.  Bigger  mailing/contact  list 

ii.  Sell  the  Web  page 
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CONTACT  REPORT  Written:  October  23,  1997 


Sell  more  to  a bigger  list.  Emphasis  is  on  the  selling  support  in  order  to  raise  the  level  of 

business. 

B.  Actions 

1 . In  all  project  marketing  we  must  specify  the  buyer:  industry,  title,  size  of  company! 

2.  Specify  the  number  of  each  that  will  be  targeted. 

3.  Make  the  Industry  the  “Super  Buyer’s  Guide”  for  that  subject! 

4.  Make  projects  subsets  of  the  industry  report!  Make  the  industry  report  an  “Industry  folder” 
which  provides  an  annual  status  which  is  constantly  updated  through  projects  and  other 
actions,  such  as  presentations. 

Use  the  modern  idiom  of  folders!!! 

5.  Do  not  give  away  the  Buyer’s  Guides;  provide  them  at  no  cost  for  X months  and  then  charge 
for  them.  Use  the  Netscape  model. 

6.  Go  to  incremental  pricing:  price  per  unit  and  price  per  hit. 

7.  Make  sure  that  the  Buyers'  Guide  Executive  Summary  is  written  for  the  Buyer! ! 

C.  Web  comments 

1.  Need  a different  Web  page  (this  was  the  old  one  she  was  looking  at) 

2.  We  must  Market  the  Web  page;  get  people  to  visit.  (Kevin  and  Paul  please  look  at  this) 

3.  Difficult  to  find  out  what  is  in  it. 

4.  Slow  response 

5.  Government  report  needs  updating. 

6.  Provide  a usage  chart  on  the  Internet 

7.  Consider  on-line  data  service  charging 

8.  Get  company  profiles  in  the  government  fast! ! (Tania  is  on  the  Board  of  GTSI;  so  she  knows 
something  of  the  value  of  this  information!) 

9.  Charge  vendors  to  keep  their  profile  up  to  date;  again  value  is  if  buyers  are  looking  at 
it! 

10.  Could  not  find  office  locations  to  contact  INPUT 

11.  Use  Framelink  so  that  a browser  does  not  get  out  of  INPUT’S  site  if  they  hotlink  to  a 
company  through  our  site. 

12.  Should  the  French  report  also  be  available  in  English  at  least  partially  or  for  marketing 
purposes? 

13.  Should  have  status  check  on  availability;  annoying  to  find  that  things  are  unavailable!  Only  use 
blue  for  what  is  available  now. 

14.  LHS  and  RHS  frames  should  be  better  balanced.  Make  the  LHS  one  tiny. 

15.  Look  at  Cnet  model  for  pricing  per  hit  . 

16.  Address  of  the  internal  Intranet  needs  to  be  “input”  not  “inputgov”  as  the  main  part  of  the 
address. 
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Plan  2001-2005 


INPUT  Business  Plan 
P&L  Statement 


Date  Prep;  1/15/01  4:52  PM 


Year 

2000 

2001 

2002 

2003 

($000) 

Sales 

Government 

2,030 

5,442 

10,888 

19,866 

Marketing  Services 

300 

600 

900 

1,350 

Commercial  Market  Research 

600 

600 

900 

1,350 

Web  Services 

70 

70 

150 

300  ' 

Total  Sales 

3,000 

6,712  « 

12,838 

22,866 

'Z 

Growth  (%) 

124 

91 

78 

Revenues 

/vN' 

Government 

1,830 

4,237 

8,504 

15,540 

Marketing  Services 

300 

600 

900 

1,350 

At  $2,000  per  day 

Commercial  Market  Research 

600 

600 

900 

1,350 

At  $2,000  per  day 

Web  Services 

70 

70 

150 

300 

Total  Revenues 

2,800 

5,507 

10,454 

18,540 

Growth  (%) 

97 

90 

77 

Cost  of  Sales 

Sales  Compensation 

683 

1,197 

2,229 

3,758 

Marketing  Compensation 

52 

243 

432 

Promotion  & Advert.  ($000) 

4 

30 

250 

500 

Total  Cost  of  Sales 

686 

1,279 

2,722 

4,690 

Gross  margin 

2,114 

4,228 

7,732 

13,850 

Operations 

Govt.  Compensation 

984 

980 

1,988 

2,606 

Mktg.  Svs.  Compensation 

300 

200 

300 

450 

At  $500/day  loaded  plus  expenses 

Commercial  MR  Comp 

200 

300 

450 

At  $500/day  loaded  plus  expenses 

Web  Services  Comp 

25 

25 

50 

100 

Without  sales 

Total  Operations 

1,309 

1,405 

2,638 

3,606 

G&A 

G&A  Compensation 

220 

328 

712 

853 

Rent/Facilities 

164 

155 

250 

350 

Internet  Access/Telephone 

31 

75 

180 

250 

T ravel 

45 

36 

250 

350 

Legal/Accounting 

94 

69 

100 

250 

Other  Expenses 

162 

176 

180 

340 

Total  G&A 

715 

839 

1,672 

2,393 

Bonuses 

397 

684 

1,570 

Total  Costs 

2,711 

3,523 

7,032 

10,690 

EBITDA 

89 

1,984 

3,422 

7,850 

Earnings  before  interest,  taxes,  depreciation  & amortization 

Depreciation/Amortization 

30 

38 

55 

62 

Interest  Expense  (Net) 

100 

32 

-92 

-342 

EBT 

-41 

1,914 

3,459 

8,131 

Percent  of  Revenues 

35 

33 

44 

Profit  Growth  Rate  (%) 

81 

135 

Taxes 

765 

1,384 

3,252 

Net  Income 

1,148 

2,075 

4,879 

3 Year  Plan  Scenario  Final121700.xls 
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Proprietary  & Confidential 

Notes  from  Planning  and  Board  Meetin2S  12/08/00  to  12/11/00 


Items  Noted  from  the  Planning  Meeting 


1.  IMPACT  data: 


• We  have  gone  from  500  to  1000  opportunities  in  our  database  this  year.  Probably  1500  is 
a realistic  number  for  Federal  IT  opportunities.  (Note  that  FedCapture  already  claims  this 
through  a trick  of  including  a recompete  opportunity  as  soon  as  a certain  type  of  contract 
is  awarded.  Presumably  these  are  operational  or  continuing  contracts  and  we  probably 
should  do  this  also.  Then  information  could  be  linked  from  the  contract  to  the 
opportunity.  My  impression  is  that  once  a contract  is  awarded  we  do  not  continue  to 
update  it  and  that  may  be  a gap  that  FedCapture  could  leverage.) 

We  complimented  the  group  on  this  performance. 

• There  are  3 main  components  of  the  IMPACT  database.  The  approximate  distribution  of 
accesses  to  each  is  as  follows: 

- Opportunities  - 66% 

- Contracts  - 17% 

- Contacts- 17% 

Kevin  will  measure  and  report  the  access  volume  by  database  each  quarter. 

• The  contract  information  is  obtained  from  a third  party  and  probably  little  can  be  done  to 
improve  it,  except  for  the  information  on  potential  recompetes  mentioned  above. 

• There  is  potential  new  business  in  the  contact  area;  the  access  volume  is  higher  than  we 
thought  and  there  is  the  potential  for  splitting  it  out  of  the  IMPACT  database  as  a separate 
product.  This  would  tie  in  with  our  Relationship  Information  System/Service  we  have 
discussed  before. 

Because  of  customer  demand  we  are  updating  our  present  list  of  about  3,000  using  an 
intern.  We  will  measure  the  performance  of  the  intern  in  updating  the  current  database 
and  use  these  numbers  as  a base  for  estimating  the  costs  of  construction  and  maintenance 
of  a full  database. 

Kevin  estimates  it  would  take  between  $50,000  and  $100,000  in  labor  costs  to  bring  this 
data  base  up  to  a 10,000-entry  database  that  would  be  unique.  The  costs  are  minimal 
because  intems/home  workers  can  do  the  work  on  a piece-rate  basis. 

There  would  be  additional  costs  for  computers  and  other  materials  of  probably  $25,000. 
There  would  be  an  undetermined  maintenance  cost. 

[During  the  1st  quarter  2001  we  will  estimate  the  value  of  this  database  and  the  potential 
[revenues  from  it. 

Implementing  it  will  be  very  easy  as  we  have  the  structure  and  management  in  place. 

2.  MvINPUT  has  the  following  components  in  place  or  planned: 

“•  My  Agencies 
••  MyOpportunities 
• • Mv  Vendors 
H>  MyContacts 
'•  MySearches 

[•  MyTechnology  (will  come  from  eGovemment  program) 


|M' 
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3.  State  & Local  Programs.  (This  model  assumes  a January'  start  whereas  we  will  start  in 
February) 


J 


We  calculated  the  cost  as  follows 

Content  for  S&L  IMPACT  including  contacts:  4 people  for  6 months  at  annual  salaries  + 
indirect  labor  of  $5  Ok  gives  labor  cost  of  $100,000. 

Development:  1 person  for  6 months  at  annual  cost  of  $100,000  gives  labor  cost  of 
$50,000. 

Other  costs  including  systems  $50,000 

Total  costs  of  development  are  $200,000  over  6 months. 


Operational  costs  for  6 months  will  be  about  $150,000  or  $25,000  per  month. 
For  first  year  we  will  have  total  costs  of  $350,000. 


• We  can  start  selling  the  program  after  3 months,  as  there  will  be  populated  content  on 
initial  states.  In  the  first  year  we  estimated  to  sell  $300,000  (this  seems  low  given  that  we 
will  have  9 months  of  sales)  with  cash  collection  of  $200,000. 


4.  We  discussed  pricing  in  three  regards: 


• Price  per  program  - except  for  INPACT  (discussed  below)  there  were  no  changes  for 
2001  indicated.  However,  that  is  not  to  say  we  cannot  make  changes. 

There  can  be  different  prices  for  new  and  renewal  clients.  (Our  costs  on  renewals  are  less 
than  on  new  clients  - see  below) 

• Quarterly  payments  - pricing  and  payment  terms  are  discussed  below 

• Discounts  - INPUT’S  policy  (which  we  have  had  for  25  years  and  represents  the  only 
ethical  way  of  doing  business)  is  that  all  clients  pay  the  same  for  the  equivalent  service. 
Discounts  are  only  offered  when  there  is  a legitimate  cost  reduction  reason  for  INPUT 
and  the  discount  policy  is  on  INPUT’S  price  list.  Multiple  program  discounts  are  not 
allowed. 

5.  We  discussed  the  pricing  at  length  for  IMPACT  and  less  for  the  other  programs.  The  average 
price  for  IMPACT  today  is  about  $8,333.  This  is  made  up  of  40%  of  clients  at  $5000,  40%  at 
$10,000  and  20%  at  $12,500.  If  we  could  get  this  average  price  to  $10,000  we  would  make  a 
$234,000  difference  to  our  bottom  line. 
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Clients 

Price 

Revenues 

Clients 

Price 

Revenues 

($000) 

($000) 

($000) 

($000) 

52 

5 

260 

52 

6 

312 

52 

10 

520 

52 

12.5 

650 

26 

12.5 

325 

26 

14.5 

377 

Total 

1105 

Total 

1339 
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• Suggested  price  changes  are  $6,000  instead  of  $5,000  for  small  companies. 

Possible  elimination  of  the  $10,000  level  and  replacement  by  $12,500. 

Possibly  raising  the  costs  of  the  top  level  to  $14,500. 

If  these  changes  resulted  in  a loss  of  10%  of  companies  in  these  brackets  the  results 
would  still  be  $100,000  positive. 

If  these  changes  resulted  in  a loss  of  20%  of  companies  in  these  brackets  (highly 
unlikely)  the  results  would  be  $23,000  negative. 


Clients 

Price 

Revenues 

Clients 

Price 

Revenues 

(-10%) 

($000) 

($000) 

(-20%) 

($000) 

($000) 

47 

6 

282 

42 

6 

252 

47 

12.5 

588 

42 

12.5 

525 

23 

14.5 

333 

21 

14.5 

305 

Total 

1203 

Total 

1082 

• We  could  offer  renewals  in  the  first  6 months  of  2001  at  the  old  price  provided  the  money 
was  received  immediately  it  was  due  (thus  improving  our  cash  flow). 

We  should  also  identify  the  increase  in  benefits  from  the  contact  system  and  other 
improvements  to  the  service  in  the  last  year. 

We  can  differentiate  between  old  clients  and  new  clients. 

• Kevin  will  produce  a suggested  price  sheet  by  December  18th  for  approval  by  December 
22nd  covering  all  of  the  above  items.  This  price  sheet  will  then  become  the  standard  that 
the  accounting  staff  will  use  for  entry  of  orders.  Only  standard  entries  will  be  credited  for 
orders,  sales  or  quota  performance. 

6.  Cash  collection  must  be  tightened  up.  Melody  is  doing  this  for  immediate  payment.  We  need 
to  get  the  sales  staff  to  communicate  the  conditions  of  sale  to  our  prospects. 

Our  policy  is  that  payment  of  cash  starts  a subscription.  We  turn  the  service  on  when  we 
receive  payment. 

As  a practical  matter  we  allow  30  days  for  payment.  We  could  vary  this  by  type  of  client;  for 
example,  we  could  decide  that  we  would  not  turn  on  small  companies  until  we  have  received 
their  first  payment. 

Our  order  forms  state  that  payment  is  due  with  the  order.  It  should  also  state  that  there  is 
interest  due  on  any  payment  received  after  30  days  from  the  start  of  the  subscription  period. 
We  should  bill  and  collect  this  interest;  an  additional  bill  for  interest  always  gets  attention. 
We  then  need  a formal  process  of  handling  non-payment  after  30  days.  We  have  this  for 
admin,  and  sales  staff 

Besides  the  admin/sales  process  there  should  be  messages  from  the  system  on  all  client 
accesses.  If  a client  has  not  paid  in  30  days  we  should  issue  a warning;  if  they  have  not  paid 
in  60  days  we  should  cut  them  off  from  further  access,  with  a cut-off  warning. 

We  will  measure  days  outstanding  on  receivables  and  target  a 30  (45)  -day  (DSO)  days  sales 
outstanding. 

7.  We  noted  that  since  Kevin  has  been  dealing  with  the  orders  the  incidence  of  cancelled  orders 
has  dropped  dramatically;  this  is  a real  contribution. 
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8.  With  reference  to  quarterly  payments,  we  determined  that  this  was  distorting  our  collection 
and  cash  plans  as  we  have  been  planning  based  on  collections  of  full  sales  amounts.  We  must 
minimize  them  in  200 1 because  of  cash  flow  issues  but  long  term  we  may  consider  a more 
flexible  payment  policy. 

• There  are  circumstances  where  quarterly  payments  are  acceptable;  primarily  for  small 
companies  as  we  presently  define  them.  However,  we  want  to  work  with  the  sales  people 
to  minimize  their  occurrence. 

• Pricing  for  quarterly  is  an  issue.  We  need  to  make  it  less  attractive  for  quarterly 
payments.  Therefore  we  will  charge  a 20%  premium  for  quarterly  payments. 

A $5,000  fee  will  become  a $6,000  fee  (or  $1,500  per  quarter) 

A $10,000  fee  will  become  a $12,000  fee  (or  $3,000  per  quarter) 

A $12,500  fee  will  become  a $15,000  fee  (or  $3,750  per  quarter) 

This  formula  will  be  used  on  any  combination  of  program  fees. 

• Note  that  the  sales  people  get  credit  for  the  amount  billed  under  this  formula. 

• The  amount  entered  into  orders  is  only  the  amount  that  is  billable  as  is  our  current  policy. 
(That  means  that  each  month  there  will  be  added  (in  aggregate)  the  holdovers  from 
previous  months  that  are  billable  that  month).  We  probably  need  on  our  reports  one 
column  for  the  total  sale  and  one  for  the  immediately  billable  amount. 

• The  collection  process  must  be  tightened  up.  We  decided  that  quarterly  payments  must  be 
invoiced  at  least  30  days  (possibly  45  days)  before  the  beginning  of  the  new  quarter.  If 
not  paid,  they  are  then  overdue  on  the  first  day  of  the  new  quarter  and  not  30  days  later. 

9.  We  noted  that  our  revenue  recognition  policy  for  subscriptions  was  50%  in  the  first  month  of 
subscription  because  of  sales  costs  and  the  rest  was  distributed  across  the  remaining  1 1 
months 

Items  Noted  on  the  Board  Meeting. 

1.  With  regard  to  outside  directors,  I reported  on  Dennis  Rohan  and  will  follow  up  with  Victor 
Millar  to  get  a contact  at  the  Carlisle  Group 

2.  We  agreed  to  a number  of  written  reports  on  the  VA  operations  that  Kevin  will  have 
produced  at  the  first  of  each  month  and  distributed  with  the  monthly  reports. 

• MyINPUT  performance:  plan,  sales  to  date,  number  of  seats  (cumulative)  and  accesses. 

• Monthly  report  on  competition  (FS  and  ePipeline/FedCapture) 

3.  We  must  get  our  file  and  systems  structure  properly  organized  and  documented.  We  are 
unable  to  find  items  from  other  units  that  were  transferred  to  VA.  All  our  information 
resources  must  be  organized  including  archived  material.  (We  need  a plan  and  schedule  for 
this  - by  December  31) 

4.  We  agreed  to  immediately  hire  a Controller  reporting  to  Peter  A.  Cunningham.  I will  take 
over  the  financial  function.  Melody  will  help  as  much  as  she  can.  We  will  replace  Lang, 
which  has  been  a disappointing  experience. 

5.  Pat  will  distribute  the  stock  awards  this  month. 


Notes  Planning  Board  Meetings  120800 


Page  4 of  5 


Confidential  - INPUT 


Proprietary  & Confidential 


November  30,  2001 


6.  We  discussed  compensation  for  Kevin;  we  agreed  a $150,000  base  effective  January  1. 

There  will  be  a bonus  plan  that  has  a $20,000  component  payable  in  4 equal  quarterly 
installments  based  on  achieving  cash  collection  targets  in  the  previous  quarter. 

There  will  be  a sales  component  as  last  year  that  we  targeted  at  $30K.  Kevin  will  run  out  the 
previous  year’s  plan  on  sales  for  our  consideration. 

We  would  like  to  put  this  into  effect  January'  1 . 

7.  We  discussed  compensation  for  the  sales  people.  We  agreed  that  current  compensation  and 
incentive  plans  did  not  need  change  except  that  the  quota  levels  will  change. 

8.  Kevin  will  run  out  the  managers"  plans  using  our  plans  for  200 1 . He  will  submit  them  for 
approval.  We  will  increase  the  base  salaries  for  the  two  sales  managers. 

9.  We  discussed  FS  and  determined  we  want  to  go  forward  based  on  a risk  reward  analysis.  We 
have  an  open  min  with  regard  to  Jim  Kane’s  role.  I will  call  Scott  to  inform  him  of  this  (done) 
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INPUT  FORECAST 
A.  Summary 


Date  Printed  9/5/2003 


Summary  Financial  Data 

2003  Plan 

2004  Plan 

2005  Plan 

2006  Plan 

STATEMENT  OF  OPERATIONS 

Total  Net  Revenue 

10,284,746 

18,812,443 

32,741,472 

49,652,588 

Cost  of  Sales 

3,058,640 

5,868,919 

8,428,448 

11,358,306 

Gross  lncome/(Loss) 

7,226,106 

12,943,524 

24,313,024 

38,294,282 

Sales  & Marketing 

5,222,874 

9,799,211 

14,536,708 

20,234.376 

General  & Administrative 

2,607,951 

3,845,039 

5,410,021 

7,248,435 

EBITDA 

(604,719) 

(700,726) 

4,366,295 

10,811,472 

Depreciation  & Amortization 

303,384 

588,535 

947,771 

1,240,007 

Operating  lncome/(Loss) 

(908,103) 

(1,289,261) 

3,418,524 

9,571.465 

Other  Income  / (Expense) 

35,286 

3,928 

21,301 

21,301 

Income  / (Loss)  Before  Taxes 

(872,817) 

(1,285,333) 

3,439,825 

9,592,766 

Provision  for  Income  Taxes 

- 

- 

- 

3,482,375 

Net  lncome/(Loss) 

(872,817) 

(1,285,333) 

3,439,825 

6,110,391 

EBITDA  % 

-5.9% 

-3.7% 

13.3% 

21.8% 

Net  Income  % 

-8.5% 

-6.8% 

10  5% 

12.3% 

Total  Sales  Orders 

12,966,095 

25,539,848 

40,414,921 

60.126  934 

Orders  % Revenue 

126% 

136% 

123% 

121% 

ST 

ATEMENT  OF  CASH  FLOW 

Cash  Flow  from  Operating  Activities 

1,653,129 

3,163,761 

9,768,933 

13,993,950 

Cash  Flow  from  Investing  Activities 

(1,100,731) 

(998,813) 

(1,570,273) 

(2,099,217) 

Cash  Flow  from  Financing  Activities 

396,000 

(120,000) 

(120,000) 

(120,000) 

Net  Change  in  Cash 

948,398 

2,044,948 

8,078,660 

11,774,733 

BALANCE  SHEET 

Cash  and  Cash  Equivalents 

2,379,890 

4,424,838 

12,503,498 

24,278,230 

Net  Working  Capital  (excl.  cash) 

(5,704,135) 

(9,564,693) 

(14,946,031) 

(21,589,583) 

Total  Assets 

7,038,859 

11  158,625 

21,506,310 

36,470,254 

Total  Stockholders'  Equity 

(2,486,106) 

(3,771,439) 

(331,614) 

5,778,777 
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INPUT  FORECAST 
81 . Orders  & Revenue 


Date  Printed.  9/5/2003 


Orders  & Revenue 

2003  Plan 

2104  Plan 

2005  Plan 

2006  Plan 

■ 

US 

IT  MDS 

Sales  Orders 

Renewal  Subscriptions  Target 

7,149,240 

12,031,497 

22,013,355 

31,743,923 

Renewal  Subscription  Orders 

5,675,388 

9,473,660 

17.544,629 

25,062,392 

New  Subscription  Orders 

6,794,026 

12,539,695- 

14,199,294 

17,473,552 

Custom  & Other 

(1 ,500) 

- 

- 

* 

Total  Sales  Orders 

12,467,914 

22,013,355 

31,743,923 

42,535,944 

18,701,871 

26,968,662 

36,137,232 

Revenue 

Subscriptions 

9,651,151 

16,628,428 

26,489,968 

36,574,135 

Custom  & Other 

139,404 

- 

- 

Total  Net  Revenue 

9,790,555 

16,628,428 

26,489,968 

36,574,135 

Ratio  Sales  Orders  / Revenue 

127% 

132% 

120% 

116% 

53% 

77% 

44% 

34% 

ADVISORY  SERVICES 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

- 

- 

- 

Renewal  Subscription  Orders 

- 

- 

- 

- 

New  Subscription  Orders 

6,000 

- 

- 

- 

Custom  & Other 

43,524 

639,997 

1 ,253,328 

2,333,324 

Total  Sales  Orders 

49,524 

639,997 

1 ,253,328 

2,333,324 

Revenue 

Subscriptions 

29,002 

1,500 

- 

- 

Custom  & Other 

46,507 

439,998 

1 ,208,884 

2,111,103 

Total  Net  Revenue 

75,509 

441 ,498 

1,208,884 

2,111,103 

1 

Ratio  Sales  Orders  / Revenue 

66% 

145% 

104% 

111% 

-89% 

1192% 

96% 

86% 

SOFTWARE  SOLUTIONS 

Sales  Orders 

Renewal  Subscriptions  Target 

S 

54,529 

1,252,466 

3,066,309 

Renewal  ^Subscription  Orders 

- 

45,805 

986,320 

2,406,710 

New  Subscription  Orders 

61 ,000 

1 ,206,661 

2,079,989 

4,333,312 

Ciistom  & Other 

50,000 

300,000 

600,000 

1,000,000 

Total  Sales  Orders 

1 1 1 ,000 

1,552,466 

3,666,309 

7,740,022 

Revenue 

Subscriptions 

66,291 

646,841 

2,206,565 

4,941,141 

Custom  & Other 

- 

225,000 

206,250 

391 ,667 

Total  Net  Revenue 

66,291 

871,841 

2,412,815 

5,332,808 

Ratio  Sales  Orders  / Revenue 

167% 

178% 

152% 

145% 

i r 

16% 

1299% 

136% 

111% 

EVENTS 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

- 

- 

- 

Renewal  Subscription  Orders 

- 

- 

- 

- 

New  Subscription  Orders 

- 

- 

- 

- 

Custom  & Other 

337,657 

655,500 

1 ,005,000 

1,240,000 

Total  Sales  Orders 

337,657 

655,500 

1,005,000 

1,240,000 

nr 

Revenue 

Subscriptions 

- 

- 

- 

- 

Custom  & Other 

327,419 

655,500 

1 ,005,000 

1 ,240,000 

Total  Net  Revenue 

327,419 

655,500 

1 ,005,000 

1,240,000 

Ratio  Sales  Orders  / Revenue 

103% 

100% 

100% 

100% 

94% 

53% 

23% 

/wru 

• V*  |t>  (.  p*-i  cm/T  «» 
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r 


Orders  & Revenue 

& 

IN)  C~/b> 

2003  Plan  f 

2004  Plan 

2005  Plan 

2006  Plan 

INT 

ER 

NATIONAL  IT  MDS 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

- 

* 

Renewal  Subscription  Orders 

- 

- 

- 

New  Subscription  Orders 

- 

- 

678,530 

Custom  & Other 

- 

- 

Tot 

al  Sales  Orders 

- 

TT 

678,530 

n 

Revenue 

Subscriptions 

- 

- 

215,177 

Custom  & Other 

- 

- 

- 

Total  Net  Revenue 

- 

- 

215,177 

Ra 

io  Sales  Orders  / Revenue 

#DIV/0! 

#DIV/0! 

315% 

US 

IT  BUYER  MDS 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

- 

678,530 

Renewal  Subscription  Orders 

- 

534,450 

New  Subscription  Orders 

- 

678,530 

1 ,535,060 

Custom  & Other 

- 

- 

To 

al  Sales  Orders 

- 

678,530 

2,069,510 

Re 

venue 

Subscriptions 

- 

215,177 1 

1,353,597 

Custom  & Other 

- 

- 

To 

al  Net  Revenue 

- 

215,177 

1 ,353,597 

Ra 

tio  Sales  Orders  / Revenue 

#DIV/0! 

315% 

153% 

T1 

205% 

US  AEROSPACE  / DEFENSE  MDS 

Sales  Orders 

Renewal  Subscriptions  Target 

- 

678,530 

2,067,830 

Renewal  Subscription  Orders 

- 

532,770 

1,625,210 

New  Subscription  Orders 

678,530 

1 ,535,060 

1,904,394 

Custom  & Other 

- 

- 

- 

To 

tal  Sales  Orders 

678,530 

2,067,830 

3,529,604 

Re 

venue 

Subscriptions 

215,177 

1 ,409,629 

2,825,769 

Custom  & Other 

- 

- 

To 

tal  Net  Revenue 

215,177 

1 ,409,629 

2,825,769 

R? 

tio  Sales  Orders  / Revenue 

315% 

147% 

125% 

1 1 

205% 

71% 

CONSOLIDATED 

Sales  Orders 

Renewal  Subscriptions  Target 

7,149,240 

12,086,026 

23,944,351 

37,556,593 

Renewal  Subscription  Orders 

5,675,388 

9,519,465 

19,063,719 

29,628,762 

New  Subscription  Orders 

6,861 ,026 

14,424,886 

18,492,874 

25,924,848 

Custom  & Other 

429,681 

1,595,497 

2,858,328 

4,573,324 

Tr 

tal  Sales  Orders 

12,966,095 

25,539,848 

40,414,921 

60,126,934 

12,966,095 

22,228,364 

35,639,660 

53,728,222 

Rr 

ivenue 

Subscriptions 

9,746,445 

17,491,945 

30,321,338 

45,909,819 

Custom  & Other 

513,330 

1 ,320,498 

2,420,134 

3,742,769 

Tc 

tal  Net  Revenue 

10,259,775 

18,812,443 

32,741,472 

49,652,588 

R 

atio  Sales  Orders  / Revenue 

126% 

136% 

123% 

121% 

49% 

97% 

58% 

49% 

49% 

71% 

60% 

51% 

v $0> 
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INPUT  FORECAST 
B2.  Income  Stmnt 


Statement  of  Operations 

2003  Plan 

2004  Plan 

2005  Plan 

2006  Plan 

■ 

(New  Policy) 

Reven 

ue 

US  IT  Mkt  Dev  Svcs 

9,651,151 

16,628,428 

26,489,968 

36,574,135 

Advisory 

29,002 

1,500 

- 

Software  - Hosted 

66,979 

646,841 

2,206,565 

4,941,141 

International  IT  Mkt  Dev  Svcs 

- 

- 

- 

215,177 

Buyer  IT  Mkt  Dev  Svcs 

- 

- 

215,177 

1,353,597 

Aerospace  / Defense  Mkt  Dev  Svcs 

- 

215,177 

1,409,629 

2,825,769 

Si 

btotal  - Subscriptions 

9,747,132 

17,491,945 

30,321,338 

45,909,819 

US  IT  Mkt  Dev  Svcs 

163,688 

- 

Advisory 

46,507 

439,998 

1,208,884 

2,111,103 

Events 

327,419 

655,500 

1,005,000 

1.240,000 

Si 

btotal  - Custom  (License) 

537,614 

1,320,498 

2,420,134 

3,742,769 

L 

Other 

- 

- 

Tc 

>tal  Net  Revenue 

10,284,746 

18,812,443 

32,741,472 

49,652,588 

On 

st  of  Sales 

Operations  - Personnel 

3,006,408 

5,738,919 

8,221,948 

11,037,056 

Other  Cost  of  Sales 

52,232 

130,000 

206,500 

321,250 

To 

al  Cost  of  Sales 

3,058,640 

5,868,919 

8,428,448 

11,358,306 

— r~ 

G 

7,226,106 

12,943,524 

24,313,024 

38,294,282 

j 

Sales  & Marketing 

Sales  and  Marketing  - Personnel 

4,471,611 

8,371,269 

12,251,498 

16,975,251 

Other  Sales  & Marketing  Expense 

751,263 

1,427,942 

2,285,210 

3,259,124 

To 

tal  Sales  & Marketing 

5,222,874 

9,799,211 

14,536,708 

20,234,376 

C 

ontribution  Margin 

2,003,232 

3,144,313 

9,776,316 

18,059,907 

i 

— i 

General  & Administrative 

General  &Administrative  - Personnel 

1,360,414 

2,117,487 

2,682,161 

3,409,154 

Other  General  &Administrative  Expense 

1,247,537 

1,727,552 

2,727,859 

3,839,281 

To 

tal  General  & Administrative 

2,607,951 

3,845,039 

5,410,021 

7,248,435 

FF 

JITDA 

(604,719) 

(700,726) 

4,366,295 

10811,472 

1 

-6% 

Depreciation  & Amortization 

303,384 

588,535 

947,771 

1,240,007 

(908,103) 

(1,289.261) 

3,418,524 

9,571,465 

1 

— 

Other  Revenues  / (Expenses) 

35,286 

3,928 

21,301 

21,301 

ne  / (Loss)  Before  Taxes 

(872,817) 

(1,285,333) 

3,439,825 

9,592,766 

Provision  for  Income  Taxes 

- 

- 

- 

3,482,375 

N 

st  1 

(872,817) 

(1,285,333; 

3,439,825 

6,110,391 

JJ 

-8% 

-7% 

11% 

12% 
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C.  Balance  Sheet 


Date  Printed:  9/5/2003 


Balance  Sheet 

2003  Plan 

2004  Plan 

2005  Plan 

2006  Plan 

Assets 

Current  Assets 

Cash  and  Cash  Equivalents 

$ 2,379,890 

$ 4,424,838 

$ 12,503,498 

$ 24,278,230 

Accounts  Receivable,  net 

3,321,813 

4,986,353 

6,632,876 

8,962.878 

Other  Current  Assets 

103,017 

103,017 

103,017 

103,017 

Total  Current  Assets 

5,804,720 

9,514,208 

19,239,391 

33,344.125 

1 

Fixed  Assets 

Fixed  Assets 

1,895,701 

2,894,514 

4,464,787 

6,564.004 

Less  Depreciation  & Amort. 

(728,111) 

(1,316,646) 

(2,264,417) 

(3,504  424) 

Net 

Fixed  Assets 

1,167,590 

1,577,868 

2,200,370 

3,059,580 

Other  Assets 

66,549 

66,549 

66,549 

66,549 

, 

Total  Assets 

$ 7,038,859 

$ 11,158,625 

$ 21,506,310 

$ 36,470.254 

Liabilities 

Current  Liabilities 

Accounts  Payable 

$ 92,435 

^ $ 125,302 

$ 197,795 

$ 287,861 

Other  Accrued  Liabilities 

1,277,626 

505,806 

710,780 

958,579 

Accrued  Interest 

- 

- 

- 

- 

Income  Taxes  Payable 

- 

- 

- 

- 

Other  current  Liabilities 

Deferred  Revenue  (Net  of  Unbilled) 

7,758,904 

14,022,955 

20,773,349 

29,409,038 

Tota 

1 Cu 

rrent  Liabilities 

9,128,965 

14,654,063 

21,681,924 

30.655.478 

1 

Non-Current  Liabilities 

CAI  Note 

- 

- 

- 

- 

Equipment  Loan 

396,000 

276,000 

156,000 

36.000 

Other  Long  term  liabilities 

Total  Liabilities 

9,524,965 

14,930,063 

21,837,924 

30,691.478 

Shareholders'  Equity 

Common  Stock  (no  par  value) 

8,350 

8,350 

8,350 

8,350 

Retained  Earnings  - Accumulated 

(1,621,639) 

(2,494,456) 

(3,779,789) 

(339,964) 

Retained  Earnings  - Current  Year 

(872,817) 

(1,285,333) 

3,439,825 

6,110,391 
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Statement  of  Cash  Flow 

2003  Plan 

2004  Plan 

2005  Plan 

2006  Plan 

Operating  Activities 

Net  Income 

$ (872,817) 

$ (1,285,333) 

$ 3,439,825 

$ 6,110,391 

Adjustments  to  reconcile  net  income  to  cash 

Depreciation  & Amortization 

CO 

o 

Vi 

N) 

00 

588,535 

947,771 

1,240,007 

Other 

(Inc.)  / Dec  in  Accounts  Receivable,  Net 

(871,399) 

(1,664,540) 

(1 ,646,523)' 

(2,330,002) 

(!nc.)  / Dec.  in  Other  Current  Assets 

26,509 

- 

- 

Inc.  / (Dec.)  in  Accounts  Payable 

(23,922) 

32,867 

72,493 

90,066 

Inc.  / (Dec.)  in  Accrued  Liabilities 

585,546 

(771,820) 

204,974 

247,799 

Inc.  / (Dec.)  in  Accrued  Interest 

239 

- 

- 

- 

Inc.  / (Dec.)  in  Income  Taxes  Payable 

- 

- 

- 

- 

Inc.  / (Dec.)  in  Deferred  Revenue 

2,508,245 

6,264,052 

6,750,393 

8,635,689 

Inc.  / (Dec.)  in  Other  Liabilities 

Net  Cash  Flow  from  Operating  Activities 

1,653,129 

3,163,761 

9,768,933 

13,993,950 

— 

Investing  Activities 

Fixed  Assets 

(1,064,124) 

(998,813) 

(1,570,273) 

(2,099,217) 

Other  Assets 

(36,607) 

- 

- 

- 

Net  Cash  Flow  from  Investing  Activities 

(1,100,731) 

(998,813) 

(1,570,273) 

(2,099,217) 

Financing  Activities 

CAI  Note 

- 

- 

- 

- 

Equipment  Loan 

396,000 

(120,000) 

(120,000) 

(120.000) 

Common  Stock 

- 

- 



— 

Net  Cash  Flow  from  Financing  Activities 

396,000 

(120,000) 

(120,000) 

(120,000) 

Increase  (Decrease)  in  Cash  and  Cash  Equivalents 

948,398 

2,044,948 

8,078,660 

11,774,733 

Cash  and  Cash  Equivalents  at  Beginning  of  the  Year 

1,431,492 

2,379,890 

4,424,838 

12,503,498 

Cas 

h and  Cash  Equivalents  at  the  End  of  the  Year 

$ 2,379,890 

$ 4,424,838 

$ 12,503,498 

$ 24,278.230 
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1 1 1 1 1 1 1 1 1 1 1 

Staffing  by  Month  - 2003  Plan 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Sales 

VP  Sales 

- 

- 

- 

- 

- 

- 

- 

- 

1.00 

1.00 

1.00 

1.00 

MDS 

23.00 

23.00 

21.00 

25.00 

26.00 

25.00 

25.00 

26.00 

31.00 

31.00 

35.00 

35.00 

Advisory 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

CMS 

2.00 

2,00 

2.00 

2.00 

2.00 

2.00 

1.00 

2.00 

2.00 

2.00 

2.00 

2.00 

International 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Buyer 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Non  IT 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

25.00 

25.00 

23.00 

27.00 

28.00 

27.00 

26.00 

28.00 

34.00 

34.00 

38.00 

38.00 

Sales  Support 

5.00 

5.00 

5.00 

5.00 

5.00 

5.00 

5.00 

5.00 

5.00 

6.00 

6.00 

6.00 

Marketing 

Marketing 

2.00 

2.00 

2.00 

4.00 

4.00 

4.00 

5.00 

5.00 

4.00 

4.00 

4.00 

4.00 

Events 

1.00 

1.00 

1.00 

1.00 

1.00 

2.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

3.00 

3.00 

3.00 

5.00 

5.00 

6.00 

6.00 

6.00 

5.00 

5.00 

5.00 

5.00 

Sales  & Marketing 

33.00 

33.00 

31.00 

37.00 

38.00 

38.00 

37.00 

39.00 

44.00 

45.00 

49.00 

49.00 
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INPUT  FORECAST 

Date  Printed:  9/5/2003 

E2.  Sales  Staffing  by  month 

os  < 

u<S 

oS 

/(/oTU  ■ 

1 1 1 1 1 1 1 1 1 1 1 

Staffing  by  Month  - 2004  Plan 

— 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Sales 

VP  Sales 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

MDS 

37.00 

39.00 

39.00 

41.00 

41.00 

43.00 

44.00 

45.00 

45.00 

47.00 

47.00 

47.00 

Advisory 

- 

- 

- 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

■ ■©MS 

2.00 

2.00 

2.00 

2.00 

3.00 

3.00 

3.00 

3.00 

3.00 

4.00 

4.00 

4.00 

International 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

“ 

Buyer 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Non  IT 

- 

1.00 

1.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3. 00 

3.00 

3.00 

3.00 

40.00 

43.00 

43.00 

48.00 

49.00 

51.00 

52.00 

53.00 

53.00 

56.00 

56.00 

56.00 

Sales  Support 

6.00 

6.00 

6.00 

7.00 

7.00 

7.00 

7.00 

7.00 

7.00 

8.00 

8.00 

8.00 

Marketing 

Marketing 

4.00 

4.00 

4.00 

5.00 

5.00 

5.00 

7.00 

7.00 

7.00 

8.00 

8.00 

8.00 

Events 

2.00 

2.00 

2.00 

2.00 

2.00 

2.00 

2.00 

2.00 

2.00 

2.00 

2,00 

2.00 

6.00 

6.00 

6.00 

7.00 

7.00 

7.00 

9.00 

9.00 

9.00 

10.00 

10.00 

10.00 

Sales  & Marketing 

52.00 

55.00 

55.00 

62.00 

63.00 

65.00 

68.00 

69.00 

69.00 

74.00 

74.00 

74.00 
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Date  Printed:  9/5/2003 


Staffing  by  Month  - 2005  Plan 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Sales 

VP  Sales 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

MDS 

48.00 

50.00 

51.00 

52.00 

53.00 

56.00 

57.00 

59.00 

60.00 

62.00 

63.00 

63.00 

Advisory 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

2.00 

2.00 

2.00 

2.00 

CMS 

5.00 

5jxr 

5.00 

5.00 

6.00 

6.00 

6.00 

6.00 

6.00 

8.00 

8.00 

8.00 

International 

- 

- 

- 

- 

- 

- 

- 

- 

- 

» 

- 

- 

Buyer 

- 

1.00 

1.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

Non  IT 

3.00 

3.00 

3.00 

4.00 

4.00 

4.00 

4.00 

4.00 

4.00 

5.00 

5.00 

5.00 

58.00 

61.00 

62.00 

66.00 

68.00 

71.00 

72.00 

74.00 

76.00 

81.00 

82.00 

82.00 

Sales  Support 

8.00 

8.00 

8.00 

9.00 

9.00 

9.00 

9.00 

9.00 

9.00 

10.00 

10.00 

10.00 

Marketing 

Marketing 

8.00 

8.00 

8.00 

9.00 

9.00 

9.00 

9.00 

9.00 

9.00 

10.00 

10.00 

10.00 

Events 

2.00 

2.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

10.00 

10.00 

11.00 

12.00 

12.00 

12.00 

12.00 

12.00 

12.00 

13.00 

13.00 

13.00 

Sales  & Marketing 

76.00 

79.00 

81.00 

87.00 

89.00 

92.00 

93.00 

95.00 

97.00 

104.00 

105.00 

105.00 
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INPUT  FORECAST 
E2.  Sales  Staffing  by  month 


e 

Date  Printed  9/5/2003 


1 ; j 1 1 | | | 

Staffing  by  Month  - 2006  Plan 

Jan 

Feb 

Mar 

Apr 

May 

Jun 

Jul 

Aug 

Sep 

Oct 

Nov 

Dec 

Sales 

VP  Sales 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

1.00 

MDS 

63. 00^ 

64.00 

65.00 

68.00 

69.00 

70.00 

71.00 

72.00 

73.00H 

74.00 

75.00 

75.00 

Advisory 

2.00 

2.00 

2.0CT 

3.00 

3.00 1 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

CMS 

9.00 

9.00 

9.00 

9.00 

11.00 

11.00 

11.00 

11.00 

11.00 

14.00 

14.00 

14.00 

International 

_ 

1.00 

1.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

3.00 

Buyer 

3.00 

3.00 

3.00 

4.00 

4.00 

4.00 

4.00 

4.00 

4.00 

5.00 

5.00 

5.00 

Non  IT 

5.00 

5.00 

5.00 

6.00 

6.00 

6.00 

6.00 

6.00 

6.00 

7.00 

7.00 

7.00 

83.00 

85.00 

86.00 

94.00 

97.00 

98.00 

99.00 

100.00 

101.00 

107.00 

108.00 

108.00 

Sales  Support 

10.00 

10.00 

10.00 

10.00 

10.00 

10.00 

10.00 

10.00 

10.00 

11.00 

11.00 

11.00 

Marketing 

Marketing 

10.00 

10.00 

10.00 

11.00 

11.00 

11.00 

11.00 

11.00 

11.00 

12.00 

12.00 

12.00 

Events 

3.00 

3.00 

4.00 

4.00 

4.00 

4.00 

4.00 

4.00 

4.00 

4.00 

4.00 

4.00 

13.00 

13.00 

14.00 

15.00 

15.00 

15.00 

15.00 

15.00 

15.00 

16.00 

16.00 

16.00 

Sales  & Marketing 

106.00 

108.00 

110.00 

119.00 

122.00 

123.00 

124.00 

125.00 

126.00 

134.00 

135.00 

135.00 
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Summary  - Product  Launches 


8/19/2003 


PRODUCT  LAUNCHES 
Year  Scheduled  Date  Product 
2003 


r5) 


2004 


May-2003  S&L  Grants 
May-2003  Higher  Education  Grants 
Jun-2003  Fed  BD  Toolkit 
Jun-2003  Fed  Vendor  Sales  Profiles 
Aug-2003  S&L  Vertical  Market  Analysis 
Oct-2003  Homeland  Security  Watch 

kn  c 

\ fire  rivt-iC* 

'JVsks  T«e>Ct 

Apr-2004  Local  Government  Profiles 
Jun-2004  Federal  Task  Order  Database 


Jun-2004  S&L  Bid  Notification 


t 


2005 


Jul-2004  Vendor  Database  for  Govt  Buyers 
Jul-2004  Proposal  Management  Software 
Aug-2004  Federal  Vendor  Contact  Database  . 
t^^fPffi&ep^lOOA  UK  IT  Opportunities 
■^->4  Sep-2004  UK  Government  Profiles 
" { f tZc*1 Usn  vP.  piuA 


Federaftf" Vendor  Contacts  Database-* 
Federal  A/D  Government  Profiles 
Business  Planning  Software 
Federal  A/D  Opportunities 


2006 


Jun-2005 

Jun-2005 

Jul-2005 

Sep-2005 

Apr-2003 

Apr-2003 

Sep-2005 

Sep-2005 


Mar-2006 

Apr-2006 

Jun-2006 

Jul-2006 

Sep-2006 

Sep-2006 


Area 

All  categories 

All  categories 

IT/C4I,  A/D,  A/E/C,  O&M 

IT/C4I,  A/D,  A/E/C,  O&M 

IT 

IT 


IT 

IT 

All  categories 
JT 

Software  » 

*IT 

IT 

IT 


( \o  S^° 


Federal  Agency  Analysis  for  Govt  Buyers 
Federal  Labor  Rate  Tracking  DB 
European  IT  Opportunities 
European  Government  Profiles 


Federal  Legis/Regulatory  Tracking  DB 
S&L  Labor  Rate  Tracking  DB 
S&L  Vendor  Contacts  Database 
Federal  AEC  Opportunities  Database 
Asia-Pacific  IT  Opportunities 
Asia-Pacific  Government  Profiles  


IT 

A/D 

Software 

A/D 

IT 

IT 

IT 

IT 


IT 

IT 

IT 

AEC 

IT 

IT 


/J 


(K  W- 

(54 

inps 
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8/1 0/2003 


Sales  Orders 



2002  Actual 

2003  Plan  | 2004  Plan  | 2005  Plan  | 

2006  Plan 

2003  Plan  | 

2004  Plan  | 2005  Plan 

2006  Plan 

MARKET 

DEVELOPMENT  SERVICES 

Growth  % 

EXISTING  PRODUCTS 

Federal  IT  & C4I 

6,880,581 

12,520,385  19,306,562 

26,335,944 

32,592,163 

82% 

54%  36% 

24% 

Federal  Aerospace  Defense 

Federal  Arch,  Eng.  & Const. 

J 

State  & Local  IT  (Only) 

1,090,960 

2,283,524  3,613,309 

5,419,964 

7,587,949 

109% 

58%  50% 

40% 

State  & Local  (All  Verticals) 

International  IT 

Total 

7,971,541 

14,803,909  22,919,871 

31,755,908 

40,180,112 

86% 

55%  39% 

27% 

NEW  PRO 

DUCTS 

federal  IT  & C4I 

- 

305,000  1,410,000 

3,387,500 

6,850,000 

n/a 

362%  140% 

102% 

Federal  Aerospace  Defense 

2,000 

120,000  460,000 

1,260,000 

2,770,000 

5900% 

283%  174% 

120% 

Fede  '■  Arch,  Eng.  & Const. 

- 

140,000 

280,000 

860,000 

n/a 

n/a  1 00% 

207% 

State  * Local  IT  (Only) 

- 

150,000  725,000 

2,200,000 

4,750,000 

n/a 

383%  203% 

116% 

State  & Local  (All  Verticals) 

150,000 

555,000  2,300,000 

5,037,500 

10,065,625 

270% 

314%  119% 

100% 

International  IT 

- 

135,000 

1,100,000 

2,575,000 

n/a 

n/a  7 1 5% 

1 34% 

Total 

152,000 

1,130,000  5,170,000 

13,265,000 

27,870,625 

643% 

358%  157% 

110% 

TOTAL  PRODUCTS 

Federal  IT  & C4I 

6,880,581 

12,825,385  20,716,562 

29,723,444 

39,442,163 

86% 

62%  43% 

33% 

Federal  Aerospace  Defense 

2,000 

120,000  460,000 

1,260,000 

2,770,000 

5900% 

283%  174% 

120% 

Federal  Arch,  Eng.  & Const. 

- 

140,000 

280,000 

860,000 

n/a 

n/a  1 00% 

207% 

State  & Local  IT  (Only) 

1,090,960 

2,433,524  4,338,309 

7,619,964 

12,337,949 

123% 

78%,  76% 

62% 

State  & Local  (All  Verticals) 

150,000 

555,000  2,300,000 

5,037,500 

10,065,625 

270% 

314%  119% 

100% 

International  IT 

- 

135,000 

1,100,000 

2,575,000 

n/a 

n/a  715% 

1 34% 

Total 

8,123,541 

15,933,909  28,089,871 

45,020,908 

68,050,737 

96% 

76%  60% 

51% 
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Marked  <*ntial 
US  Federal  Gov.  vendors 


$1  B 


Revenue  Tiers  for  Company's  Serving  Market 
2003 

$100  M $10  M $1  M 


Total  $1 


# Companies  in  Each  Tier  by  Vertical 

Information  Technology  & C4I 
Aerospace/Defense 

Architecture,  Engineering  and  Construction 
Operations  and  Maintenance 

Information  Technology  & C4I 
Aerospace/Defense 

Architecture,  Engineering  and  Construction 
Operations  and  Maintenance 


6 

11 

0 

4 

0% 
1% 
0% 
1 % 


IT  Opportunities 

Annual  Potential  Spend  per  Company 

Information  Technology  & C4I 
Aerospace/Defense 

Architecture,  Engineering  and  Construction 
Operations  and  Maintenance 


200  $ 
200  $ 
25  $ 
25  $ 


45 

357 

31 

239 

19 

354 

28 

81 

3% 

20% 

2% 

18% 

1% 

16% 

9% 

25% 

3% 

23% 

3% 

21% 

1% 

16% 

10% 

35% 

200 

$ 

25 

200 

$ 

25 

25 

$ 

25 

25 

$ 

25 

1063 

1908 

212 

77% 

79% 

84% 

65% 

100% 

100% 

100% 

100% 


$ 1 $ 

$ 1 $ 

$ 1 $ 

$ 1 $ 


Revenue 

Information  Technology  & C4I 
Aerospace/Defense 

Architecture,  Engineering  and  Construction 
Operations  and  Maintenance 


1 200  $ 9,000  $ 8,925  $ 

2,200  $ 6,200  $ 5,975  $ 

$ 475  $ 8,850  $ 

100  $ 700  $ 2,025  $ 


1,385  $ 
1 ,063  $ 
1 ,908  $ 
212  $ 


Proportion  of  Revenue  (%) 

Information  Technology  & C4I 
Aerospace/Defense 

Architecture,  Engineering  and  Construction 
Operations  and  Maintenance 

Cumulative  Proportion  of  revenue  (%1 


Buyer  (Agency)  Profiles  & Budgets 

Annual  Potential  Spend  per  Company 

Information  Technology  & C4I 
Aerospace/Defense 

Architecture,  Engineering  and  Construction 
Operations  and  Maintenance 


6% 

14% 

0% 

3% 


200  $ 
200  $ 
25  $ 
25  $ 


44% 

44% 

7% 

40% 

39% 

7% 

4% 

79% 

17% 

23% 

67% 

7% 

50% 

93% 

100% 

54% 

93% 

100% 

4% 

83% 

100% 

26% 

93% 

100% 

200 

$ 

25 

$ 

1 

200 

$ 

25 

$ 

1 

25 

$ 

25 

$ 

1 

25 

$ 

25 

$ 

1 

$ 

$ 

$ 

$ 


Revenue 

Information  Technology  & C4I 
Aerospace/Defense 

Architecture,  Engineering  and  Construction 
Operations  and  Maintenance 


1 200  $ 9,000  $ 8,925  $ 

2 200  $ 6,200  $ 5,975  $ 

- $ 475  $ 8,850  $ 

100  $ 700  $ 2,025  $ 


1 ,385  $ 
1 ,063  $ 
1,908  $ 

212  $ 


Proportion  of  Revenue  (%) 

44% 

44% 

7% 

Information  Technology  & C4I 

40% 

39% 

7% 

Aerospace/Defense 

4% 

79% 

17% 

Architecture,  Engineering  and  Construction 

3% 

23% 

67% 

7% 

Operations  and  Maintenance 

50% 

93% 

100% 

Cumulative  ProDortion  of  revenue  (%l 

54% 

93% 

1 00% 

4% 

83% 

100% 

26% 

93% 

100% 
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M/2003 


Revenue  Tiers  for  Company's  Serving  Market 
2004 

$100  M $10  M $1  M 


M plus  $1  B 


1793 

6 

1344 

11 

2281 

0 

325 

4 

100% 

0% 

100% 

1% 

100% 

0% 

100% 

1% 

45 

357 

31 

239 

19 

354 

28 

81 

3% 

20% 

2% 

18% 

1% 

16% 

9% 

25% 

203% 

223% 

203% 

221% 

201% 

216% 

210% 

235% 

Total  $1  M plus 


1385 

1793 

1063 

1344 

1908 

2281 

212 

325 

77% 

100% 

79% 

100% 

84% 

100% 

65% 

100% 

300% 

300% 

300% 

300% 

11  $ 210.00  $ 210.00  $ 

11  $ 210,00  $ 210.00  $ 

5 $ 26.25  $ 26.25  $ 

9 $ 26.25  $ 26.25  $ 


26.25 

$ 

1.05 

$ 

12 

26.25 

$ 

1.05 

$ 

12 

26.25 

$ 

1.05 

$ 

5 

26.25 

$ 

1.05 

$ 

10 

20  510  $ 1,260  $ 9,450  $ 

1 5,438  $ 2,310  $ 6,510  $ 

11  233  $ - $ 499  $ 

3,037  $ 105  $ 735  $ 


9,371 

$ 

1,454 

$ 

21,536 

6,274 

$ 

1,116 

$ 

16,210 

9,293 

$ 

2,003 

$ 

11,795 

2,126 

$ 

223 

$ 

3,189 

100% 

100% 

100% 

100% 


6% 

14% 

0% 

3% 


44% 

44% 

40% 

39% 

4% 

79% 

23% 

67% 

50% 

93% 

54% 

93% 

4% 

83% 

26% 

93% 

7% 

100% 

7% 

100% 

17% 

100% 

7% 

100% 

100% 

100% 

100% 

100% 

11  $ 210.00  $ 210.00  $ 

11  $ 210  00  $ 210.00  $ 

5 $ 26.25  $ 26  25  $ 

9 $ 26  25  $ 26.25  $ 


26.25 

$ 

1 05 

$ 

12 

26.25 

$ 

1.05 

$ 

12 

26.25 

$ 

1.05 

$ 

5 

2625 

$ 

1 05 

$ 

10 

20,510 

$ 

1,260 

$ 

15,438 

$ 

2.310 

$ 

1 1 ,233 

$ 

$ 

3,037 

$ 

105 

$ 

9,450  $ 9.371  $ 

6,510  $ 6,274  $ 

499  $ 9,293  $ 

735  $ 2,126  $ 


1 ,454  $ 21 ,536 

1,116  $ 16,210 

2,003  $ 11,795 

223  $ 3,189 


100% 

6% 

100% 

14% 

100% 

0% 

100% 

3% 

44% 

44% 

40% 

39% 

4% 

79% 

23% 

67% 

50% 

93% 

54% 

93% 

4% 

83% 

26% 

93% 

7% 

100% 

7% 

100% 

17% 

1 00% 

7% 

100% 

100% 

100% 

100% 

100% 

Confidential  - INPUT 


9 


9 


Printed:  October  6,  2003 


You  were  right  in  interpreting  that  we  need  a cross-functional  strategy  team  that  can  tackle 
this  (we  have  a great  start  with  Kevin,  Mark  and  Chris). 

• My  main  point  was  that  the  presentations  reflected  that  we  are  setting  our  sights  too  low 
(incremental  products  producing  low  incremental  revenue-earning  pennies  instead  of 
thinking  about  how  to  own  the  market).  We  currently  seem  to  have  momentum  and  a 
window  of  competitive  advantage  on  our  side,  but  all  competitive  advantage  is  temporary 
these  days.  1 hope  we  can  use  technology  to  crawl  through  the  window  of  opportunity 
presented  by  our  temporary  competitive  advantage  and  slam  it  shut  behind  us-shut  out  the 
competition.  Create  a technological  barrier  that  is  insurmountable  for  them  and  then  chip 
away  at  their  customer  base  until  we  outright  own  the  market.  How  to  do  this  entails 
thinking  bigger  (like  Chris  and  Mark  were  do  ng).  Yes,  the  presenters  needed  to  think  about 
context,  but  it  seemed  to  be  an  after  thought  (including  myself)- 

• At  the  same  time,  an  oncoming  challenge  to  a bigger  vision  is  growing  pains.  We  need  to 
proactively  plan  to  minimize  growing  pains  or  they  could  stall  us  out  and  prohibit  us  from 
climbing  through  that  window.  One  thing  we  can  do  to  reduce  growing  pains  is  grow  product 
managers-training  them  to  run  the  business-not  just  the  products.  I'm  sure  some  training  is 
going  on,  but  1 expected  to  see  more  reflected  in  the  presentations.  We  could  start  with  better 
training  on  building  business  cases  (complete  with  ROI)  for  new  products  (not  just  write 
product  plans).  As  they  build  business  cases  they  can  be  trained  to  think  about  the  entire 
business  systems  approach  (what  does  this  mean  for  sales,  finance,  customer  support,  etc.). 
That  way  we'll  be  grooming  the  next  gen  management  team. 

• Another  observation  that  I thought  was  noteworthy  was  Don's  comment  that  customers  are 
asking  for  more  value  added  services. 

• Lastly,  1 thought  Pat's  comments  about  "do  the  right  thing  and  be  the  right  kind  of  people" 
was  an  important  reminder  that,  in  this  day  and  age  and  as  we  grow,  maintaining  integrity  is 
critical. 

Chris  Chay 

• Establish  a forum  and  a medium  to  capture  product  ideas  outside  of  the  normal  means.  This 
is  currently  done  by  product  managers  and  our  product  planning  process.  The  idea  here  is  to 
set  up  a body  that  can  help  foster  and  capture  product  ideas  generated  by  others  that  are  not 
involved  in  our  established  means.  In  support,  Lauren  came  up  with  the  name  "Innovation 
Council."  And  she  and  I were  appointed  to  charter  this. 

• We  need  to  draft  and  produce  a "product  specification  sheet."  This  document  should  identify 
market,  customers,  and  product  features.  Someone  mentioned  (Doug?  or  you)  that  we  have  a 
practice  on  doing  this  very  thing. 

• HR  and  non-product  issues.  The  success  of  INPUT,  I believe,  resides  on  not  only  our 
products,  but  also  on  our  culture  - our  people.  I was  involved  with  a small  consulting 
company  that  went  from  0 to  50  million  dollars  in  less  than  3 years.  They  were  also  able  to 
adapt,  establish  and  successfully  implement  many  processes  by  empowering  the  middle 
management  and  the  rank  & file.  The  upper  management  provided  oversight  and  the  final 
approval,  but  the  leg  work  was  done  by  various  task  teams  for  short  lived  tasks  and 
committees  for  long  term  issues.  BTW,  this  also  off  loaded  the  burden  from  the  upper 
management  and  was  well  received  by  ti  e general  public.  (This  also  provides  opportunity  for 
number  of  things:  leadership,  presentation,  research  ...  that  would  otherwise  not  be  available.) 
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• Ownership.  Like  Mark,  I'm  skilled  at  recognizing  patterns.  As  you've  mentioned  repeatedly. 

I've  noticed  soon  after  I joined  INPUT,  that  many  issues  "slip  through  the  crack."  The 
solution  to  this  is  simple;  designate  an  "owner",  with  a clear  goal/deliverable,  and  a date.  If 
these  3 things  are  done.  I'm  confident  that  we  will  no  longer  have  this  chronic  problem. 

• Quarterly  Evaluation.  I've  implemented  a quarterly  check  up  for  my  staff.  This  is  an 
informal  evaluation  to  assess  where  they  are  in  relation  to  the  last  formal  review  and  where 
they  needed  to  be  at  next  full  evaluation.  It's  difficult  to  steer  someone  with  an  annual 
feedback.  Sometimes  it's  just  "too  late"  to  do  anything  about  poor  performance.  This  way,  a 
"negative  performance"  can  be  rectified  and  good  ones  propagated  to  the  rest  of  the  team.  It 
works  quite  well.  There  are  other  numerous  advantages  to  this,  as  you  can  see. 

Kevin  Plexico: 

• We  need  to  get  sales  to  participate  more  actively  in  product  planning  meetings. 

• We  need  to  address  the  issue  of  how  we  build  products  that  are  tightly  integrated  rather  than 

products  that  grow  up  separately. 

• We  need  to  balance  our  organization  in  its  level  of  experience  (e.g.,  more  senior 
level  knowledge  and  experience).  Similarly,  ve  need  to  bring  in  people  who  have 
participated  in  the  activities  we  facilitate  (e.g.,  sales/BD  planning,  development  and  capture 
management). 

• We  need  more  active  participation  in  the  company  in  the  industry  - continue  to  raise  the  level 
of  participation  in  associations,  committees,  etc. 

Chi  rag  Shah: 

• ET/CS/ML:  Hire  senior  people  for  the  opportunities  products  (PC) 

• Data  Gathering/Warehousing  Data:  the  consensus  was  that  INPUT  gathers  as  much  data 
as  possible.  This  data  would  easily  allow  INPUT  to  roll  out  new  products,  better  slice 
and  dice  the  data  for  more  analytical  reports,  and  allow  INPUT  to  become  “the  source” 
for  information. 

• Training/Staff  Development:  INPUT  executives  and  managers  feel  that  staff  development 
and  training  is  a very  key  objective  for  the  immediate  future,  as  well  as  going  forward. 

• Sales  Feedback  to  product  development  and  product  enhancements:  the  program 
managers  and  executives  felt  that  Sales  need  to  help  product  teams  and  ideas  to  be 
aligned  with  customer  needs  and  expectations.  Sales  see  what  the  clients  need  and  want, 
and  that  feedback  is  very  crucial  to  the  product  planning  process.  More  sales 
involvement  is  necessary  in  the  product  planning  meeting  as  well  as  in  the  product  task 
team  meetings. 

• Suggestions/Feedback  Mechanism:  as  INPUT  continues  to  grow,  management  feels  that 
it  is  very  important  to  obtain  continuous  feedback  from  the  staff.  The  philosophy  we 
want  to  implement  is  that  it  is  adequate  to  identify  problems,  but  it  is  equally  important  to 
identify  potential  solutions. 

Mark  Creamer: 

• People  that  suffer  together  grow  together.  The  meeting  followed  by  dinner  was  an  endurance 
test,  dealing  with  difficult  and  complex  issues  at  a high  intensity  level.  I expect  that  managers 
will  work  better  as  a team  as  a result  of  the  experience. 
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• The  vision  of  INPUT  all  along  the  procurement  supply  chain  (a/k/a  “eco-system",  “circle  of 
life”,  etc.)  can  yield  a set  of  strategic  objectives  if  we  set  our  minds  to  it.  Enough  of  the 
people  in  the  meeting  understood  this  vision  without  controversy.  That  vision  can  be  shared 
and  embraced  with  a little  effort.  Documentation  of  the  supply  chain  and  INPUT’S  positions 
along  the  chain  can  provide  context  for  future  product  decisions. 

• Nothing  happens  without  Sales.  When  we  are  short  of  plan,  nothing  else  will  matter.  When 
we  are  ahead  of  plan,  INPUT  will  address  more  ambitious  objectives.  Not  before. 

Tom  Craver: 

• Need  for  Improved  Communications:  I feel  that  the  current  execs  are  spread  too  thin  and  w/o 
an  EA  that  looks  out  for  all  they  are  accountable  for  important  things  naturally  slip  through 
the  cracks;  typically,  it  comes  down  to  not  communicating  things  (i.e.  schedules, 
expectations,  etc)  before  it  becomes  a crisis.  A good  EA,  I feel,  would  significantly  help 
improve  the  overall  organizational  balance  and  performance. 

• Should  think  about  more  leverage  of  off-the-shelf  technology:  we're  building  more  and  more 
technology  and  I feel  in  some  areas  we  could  get  better  overall  productivity  and  agility  if  we 
wisely  leveraged  off-the-shelf  products.  For  instance,  we've  created  and  are  maintaining  our 
own  report  writer  for  CMS  when  a company  as  rich  in  technology  products  and  software 
development  competency  as  Microsoft  uses  a third-party  report  writer  (Crystal  Reports)  in 
their  SFA  offering.  The  same  could  possibly  also  be  true  for  licensing,  v creating  commercial 
portal  technology. 

• This  was  not  from  Friday's  dinner  but  a comment  I should  have  made  at  the  close  Saturday: 
Better  presentation  templates:  there  was  considerable  combativeness  throughout  the  two  days. 
Perhaps  that  was  the  objective?  Regardless,  1 feel  that  improved  templates,  as  well  as  more 
review  with  management  of  the  work  conducted  prior  to  the  presentation,  would  improve  the 
quality  and  focus  on  the  mandatory  vs  superfluous  details.  I think  I can  safely  speak  for  the 
organization  in  saying  that  we  all  want  to  focus  on  the  executive  priorities,  as  well  as 
maximizing  our  respective  individual  productivity  and  performance,  and  could  have  benefited 
from  improved  templates  that  focused  each  of  our  respective  efforts  (i.e.  2003  v 2004?)  on 
the  details  of  highest  interest. 

Meredith  Luttner: 

• It  is  important  for  us  to  recognize  the  value  in  looking  back  at  the  First  six  months  of  the 
current  year  to  highlight  what  has  been  accomplished  relative  to  the  set  plan  as  well  as  noting 
those  things  that  we  have  not  yet  accomplished. 

• Employees  should  have  a way  to  contribute  complaints  along  with  suggestions/ideas  for 
improvement.  We  should  implement  a suggestion  box. 

• There  was  not  enough  sales  participation  in  the  product  plans.  Sales,  and  all  other  functional 
areas  of  the  organization,  must  dedicate  themselves  to  being  active  product  plan  team 
members  throughout  the  year.  The  Product  Managers  should  not  be  the  only  people 
generating  ideas.  We  also  need  to  have  the  sales  managers  present  for  the  actual  product 
planning  meeting. 
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MEMORANDUM 


DATE: 


April  23,  2003 
LRP  SS  Team 


TO: 


FROM: 


Peter  Cunningham 

LRP  Meeting  Minutes  Revised  (Saturday  4/13/02) 


SUBJECT: 


SMS  Sales  Force  Automation  (SFA) 

• 2 ways  to  calculate  market  size: 

o 6,000  Federal  IT  Companies  x $50,000  average  cost=$300  M.  10%  realizable=$30  M. 
o U.S.  CRM=$8  B;  U.S.  SFA=$2.5  B;  SFA  IT=$640  M;  Federal  IT  SFA=$38  M. 

• Total  market  size  all  IT  industries  (Fed,  S&L,  D/A,  AEC,  0&M)=$120-150  M 

• Parts  of  the  SFA  program: 

o Program  Business  Module  (what  we  currently  offer) 
o Transaction  Business  Module 
o Business  Analysis  Module 
o Contact/Relationship  Module 
o Account  Planning  Module 
New  Software  Product  Ideas 

• Total  market  size=$30  M 

• For  vendors: 

o Marketing  Management 
o Strategic  Planning 
o Proposal  Management 
o Resume  Database 
o Emergency  Contact  Database 
o Promotional  Management 
o Web  Survey  tool 
o Partnering  Database  software 

• For  buyers: 

o Vendor  selection/Management 

• Challenges 

o Barrier  to  entry  in  this  market  is  upfront  development  cost 
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o To  overcome  upfront  cost,  find  differentiator 

o INPUT  s differentiator  is  customization.  It  is  expensive  for  companies  to  buy  generic 
software  and  customize  it  to  meet  their  needs. 

o Another  INPUT  differentiator  is  developing  software  that  uses/integrates  with  our  data 
and  where  the  market  synergies  are  high 


Other  EBAVeb  Issues 

• Infrastructure:  Hosting  vs.  providing  software 

o Would  require  separation  as  a different  business,  possibly  spread  out  to  data  centers 
o Security  considerations  (need  to  document  security) 


Ranking 

SFA  IT  Federal 


$30  M 
$21  M 
$32  M 
$41  M 
$45  M 
$169  M 


IT  S&L 


IT  Commercial 
IT  A/D  (Fed) 


Other  Software 
TOTAL 
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MEMORANDUM 


DATE: 


April  24,  2003 

Doug  Strahan,  Kevin  Plexico, 

Peter  Cunningham 

LRP  Meeting  Minutes  Revised  Ac.(Saturday  4/13/02) 


TO: 


FROM: 


SUBJECT: 


CC: 


Custom/Consulting 
Customer  Database 

• Based  on  10  data  points  for  1,000  customers=$200  K 

• Market  size:  $32  B x 1%  realizable=$32  M 
Lead  Generation/Qualification  Services 

• Benefit:  High  value  to  customers,  short  time  commitment 

• Market  size:  1 6,000  x $ 1 0K=$  1 60M  x 1 0%  realizable=$  1 6 M 
TCO 

• Old  product,  old  market  (IT)  market  size:  50K  x 16,000=$800M  x 2%=$16  M 

• Old  product,  new  market  (Telecom/Wireless)  market  size:  1/5  of  IT  market=$3  M 

Customer  Satisfaction 

• Customer  Sat,  Customer  Demand  & Buyer  Behavior  total  market  size=$90  M ($30  M each) 

Market  Forecasting/Strategy 

• Market  Assessment  market  size=$30  K x 16,000=$480  M x 4%  realizable=$20  M 

Business  Development/Acquisition  Search  (Due  Diligence) 

• Market  size=$l 6 M 
Capture  Assistance  Services 

• INPUT  plays  the  market  research  role  in  the  sales  process  for  a company  doing  a large  deal 
(sales,  systems  engineer,  research) 

• Market  size=$4K  a month  retainer  for  1 year  average  timeframe=$50  K.  Total=$5  M. 

Focus  Groups 

• No  differentiating  factor  for  this  idea,  too  broad,  put  on  back  burner.  Could  do  it  electronically 
related  to  government  procurement  in  the  future. 

Long  Range  Research  Services 

• Market  size:  $30K  for  16,000  (Fed/S&L)  annually=$480  M x 8%  realizable=$38  M 
Competitive  Analysis 

• Win/Loss  market  size:  $20  M 

• Pricing  market  size:  $8  M 


Ranking 

LRP  Services 
Cust  DB 
Cust  Sat 
Cust  Demand 
Buyer  Behavior 
Win/Loss 
Mkt  Assessment 
TCO 


$40  M 
$32M 
$30  M 
$30  M 
$30  M 
$20M 
$20M 
$19M 
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Bus  Dev 
Capture 
Pricing 
TOTAL 


$16M 

$8M 

$8M 

$253M 


Overall  Ranking  by  Vote 


Vendor  Contacts/Teaming  35 

SFA  33 

S&L  Analyses  33 

Cust  Sat  32 

Grants  30 

TCO  30 

Customer  Database  28 

Market  Assess  27 
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MEMORANDUM 

DATE:  April  23,  2003 

TO:  LRP  2003  Team 

FROM:  Peter  Cunningham 

SUBJECT:  Meeting  Notes,  Long  Range  Planning,  April  12,  2002 

Modified  042303 


INPUT 


ACTION  ITEMS: 

Kevin  P.  - Look  at  customer  breakout  in  terms  of  products  and  revenues  (see  slide  1). 

Kevin  P Erik  T.,  Payton  S.  - Consider  definition  of  "Defense/Aerospace.”  Should  this  be  expanded? 

Kevin  P .,  Erik  4 ..  Meredith  L..  Payton  S.  - Develop  market  size  for  Healthcare  (Non-IT). 

Payton  S.  - Check  Gartner’s  sales  on  the  GSA  Schedule 

Introduction 

Vision:  INPUT  involved  in  every  technology  decision  - not  making  the  decision,  but  supporting  decision-making. 

Content  - Information  and,  to  a lesser  extent,  opinion 

Context  - Tools  to  access  information  (software,  databases,  training,  etc.) 

Be  a market  leader  (in  terms  of  market  share,  reputation,  innovation,  etc.) 

Deliver  vital  information 

Focus  on  Sales,  Marketing,  Planning  (and  procurement  in  the  future) 

Become  a “must  have”  for  clients,  an  essential  resource 
Cover  the  full  spectrum  between  government  and  industry 

Objective  - Make  money 

Mission:  Be  profitable,  grow  quickly,  be  a good  place  to  work 

Stiategies.  Marry  infoimation  and  software,  subscription  delivery  tor  recurring  revenue,  expand  products,  and 
expand  markets 

Principles:  One  company  mindset,  high  integrity,  fast  moving  and  decisive,  planning 

Focus 


Markets 


Existing 

New 

Products 

New 

3 

4 

Existing 

1 

2 

1 . Examine  opportunity  for  existing  products  in  existing  markets 

2.  Examine  existing  products  in  new  markets 

3.  Examine  new  products  in  old  markets 

4.  Finally,  look  at  new  products  in  new  markets 
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Market  Development  Services  - Data  Base  Services 

IMPAC 1 Information  Services  (including  all  database  services  and  market  analysis  services):  IMPACT  is  our 
portal 

Slide  I - Who  are  our  customers? 

Majority  are  services  companies 

One-quarter  are  software  companies 

Small  portion  in  equipment  and  telecommunications 

Challenge  is  to  address  product  companies  more  specifically 

Comments  - We  should  examine  the  customer  breakout  and  revenues  for  each  product 

Slide  2 - Clients  by  tier  (clients  vs.  all) 

Comments  - Good  penetration  into  large  companies,  but  we  are  not  getting  enough  revenue  from  them 
Slide  3 - Customer  titles 

Majority  are  sales  and  business  development  (44%) 

High  penetration  of  President/CEO-level  in  entrepreneurial  tier 
Marketing  is  21% 

Comments  - Over  the  past  years,  INPUT  products  have  moved  from  the  planning  areas  into  the  sales  areas 
Slide  4 - Market  size 

U.S.  is  $5  billion  for  BIS  and  B2B  communications 

15.000  U.S.  IT  companies,  not  including  telecommunications 

6.000  are  in  the  U.S.  federal  market 

-10,000  are  in  the  U.S.  State  and  Local  government  market 
INPUT  currently  has  -1%  of  the  U.S.  Federal  IT  market 

Slide  5 - Other  segments  in  the  Federal  market 

Architecture/Engineering/Construction  (AEC)  and  Healthcare  are  highly  fragmented 
Defense/Aerospace  and  Operations/Maintenance  are  highly  concentrated 
IT  is  a mix 

Slide  6 - Evaluation  Criteria  (for  ranking  long  range  business  opportunities) 

Market  opportunity  (how  big  is  the  market  addressable  by  the  proposed  opportunity) 

Synergies  with: 

o Current  markets 

o Current  customers 

o Current  processes 

Investment  required 

Slide  7 - Sales  cycle  product  match 

This  slide  matched  the  proposed  business  opportunities  to  the  vendor  sales  cycle  according  to:  Planning  Marketing 
Prospecting,  Qualification,  Bid/Proposal,  and  Post-award 

Slide  8 - Buyer  cycle 

I he  slide  matched  the  proposed  business  opportunities  to  the  buyer  cycle  according  to:  Planning,  Needs, 
Requirements,  Buy  v.  Build,  Vendor  selection.  Post-award 

Slide  9 - Best  product/service  candidates 

Industry  Opportunities  (Defense/Aerospace,  O&M,  AEC,  etc.) 

Market  Opportunities  (vertical  markets) 

S&L  Vertical  profiles 

Vendor  Contacts  (Teaming  services) 

Issue  Analysis 
Regulatory  Analysis 
S&L  Market  Analysis 
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Discussion  - Potential  Products 

Delense/Aei  ospace  - large  market  opportunity,  high  level  of  synergy  in  terms  of  existing  customers,  some 

potential  for  difficulty  in  collection  information 

Scott  L.  - How  many  points  of  influence  in  the  buying  decision? 

Sue  C.  - What  about  the  subcontracts  market? 

Many  - There  is  a large  demand  for  a task  orders  database.  (Note  that  this  is  for  all  Opportunities 
data  bases  and  not  just  A/DI 

Kevin  P.  - What  is  the  level  of  investment  for  Def7Aero? 

Eric  I . - A task  order  database  should  include  contracts  AND  opportunities. 

Bill  Y.  - We  already  have  contract  information  in  the  FPDC  data 

Kevin  P.  - Def/Aero  is  the  biggest  market  next  to  IT,  it  is  closest  in  terms  of  synergy  with  INPUT’S  existing  clients, 
the  issue  is  the  ease  of  collecting  information. 

Operations  and  Maintenance  - Smaller  market  than  Def/Aero  and  IT,  40%  is  concentrated  in  long  term 
opportunities  with  the  Department  of  Energy,  synergy  exists  with  INPUT’S  processes 
Peter  C.  - For  each  tier,  we  must  look  at  market  share  and  market  potential 

Sum  ni  ary 

Federal  IT  portion  - $20  million 
Federal  Def/Aero  portion  - $20  million 
Federal  O&M  portion  — $4  million 
Federal  AEC  portion  — $10  million 

Healthcare  - Non  IT 

Peter  C.  — We  can  look  at  SRA  as  an  example  — they  have  $90  million  in  revenues  in  the  healthcare  industry 
(pharmaceuticals,  immunology  programs) 

Kevin  P.  - This  area  needs  further  investigation  to  size 

Market  Opportunities  (IT  within  vertical  markets) 

Transportation  - substantial  market  opportunity,  especially  related  to  Homeland  Security 
Kevin  P.  - Grants-tracking  opportunities  exist  within  this  area 

Vendor  Contacts/Teaming  services 

Dor,  P.  - Really  likes  vendor  contacts/teaming  services,  believes  it  would  make  vendors  dependent  on  INPUT  and 
integrate  INPUT  into  the  bid  process 

Scott  M.  - Suggested  a relational  database  matrix  of  vendors  capabilities 
Kevin  P.  - INPUT’S  existing  subcontractor  information  is  spotty 

I eter  C.  — Potential  to  provide  a platform  for  collaboration,  a neutral  zone  for  partnering  services 
Peter  C.  - Bottom  line,  this  is  a $50  million  opportunity  for  INPUT 

State  and  Local  Verticals,  e.g.  criminal  justice,  motor  vehicles,  social  services. 

Ellen  H.  - Total  opportunity  is  $120  million,  $24  million  realizable  for  INPUT 

Regulatory  Analysis 

Ellen  H.  - This  has  huge  market  opportunity  and  substantial  cross  industry  synergy 
Doug  S.  - $1  billion  market  total,  $30  million  realizable  for  INPUT  (based  on  a 3%  share) 

Pricing  Analysis 

Peter  C.  - We  can  support  vendors  by  projecting  pricing  for  contracts 

Issue  Analysis 

Low  potential  for  selling,  Deleted  from  consideration 

Peter  C.  - The  buyer  is  unclear,  needs  more  focus  (i.e.  procurement  issues,  sales  issues) 

Doug  S.  - The  relevancy  is  unclear 
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Market  Analysis  Programs 

Separate  existing  market  analysis  program  into  technology  segments  (i.e.  hardware,  software,  services,  etc.) 
Peter  C.  - 1 ong  range  planning  topics  must  be  broader,  move  this  to  immediate  planning  opportunities 

S&L  Market  Analysis 

$75  million  total  market,  $15  million  addressable  by  INPUT 

Meredith  L.  — $20  million  realizable  for  S&L  market  analysis  (vendors  and  buyers) 

Buyer-oriented  Research  Services 

Peter  C.  - Check  Gartner’s  sales  on  the  GSA  Schedule,  Scott  Lewis  should  investigate  getting  INPUT  on  the  GSA 
Schedule,  add  an  additional  $10  million  for  market  analysis  for  the  federal  buyers 

Payton  S.  — $16  million  realizable  for  Federal  market  analysis  (vendors  and  buyers) 

International  Opportunities 

Lower  priority  than  domestic  opportunities  because  of  resource  issues,  language  barrier,  time  zones. 

There  are  a lack  of  vehicles  supporting  government  opportunities  in  Europe 

Kevin  P.  - Europe  market  size  is  probably  equal  to  U.S.  Federal,  realizable  for  INPUT  is  probably  half-  $10 
million 

Non-IT  Opportunities  - Market  size  is  unknown 

Task  Order  Tracking  - Should  this  be  historical  or  forward  looking? 

Bill  Y.  - This  is  an  important  market 

Kevin  P.  - Task  order  opportunities  overlap  with  existing  opportunities  coverage  in  IMPACT 

Technology  Analysis 

Kevin  P.  - This  is  buyer-oriented  research 

Peter  C.  - Can  include  pricing  analysis,  included  services 

Kevin  P.  - Market  size  is  to  be  determined 

Peter  C.  - We  can  support  vendors,  especially  integrators,  in  addition  to  buyers 
Sue  C.  - Could  we  do  facilities  profiles? 

Peter  C.  - This  fits  within  existing  contacts  umbrella,  we  need  to  identify  new  umbrellas  (lines  of  business,  market 
segments) 
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Government  as  Buyer  of  INPUT  services 

Government  buyers  include: 

- CIOs/CTOs 
Procurement 
Policy 

Deputies/Directors 
Program  managers 
Commissioners  (in  S&L) 

- IRMs 

Technical  Managers 

(CxO,  Deputies/Directors,  Commissioners  can  be  political  appointees) 

Buyer  Needs:  Technical  Information 

CIO’s  need  justification,  ROI,  business  assessment 

Legislative/Regulations 

Best  practices,  case  studies 

Performance  metrics 

Capital  planning 

Broad  needs: 

Issues  related  to  vendors 
Issues  related  to  technology 
Issues  related  to  business  processes 

Procurement  Process: 

Planning  - business  processes 
Needs  identification  - legislative/regulatory 
Requirements  - technology  analysis,  survey  needs 
Buy/Build 

Solution  - vendors,  solutions  data,  comparisons 
Vendor  selection  - selection  evaluation 
Implementation  - performance  metrics 

Post-award  - performance  metrics,  upgrades,  technology  refresh 

Throughout  the  process  - communication 

Scott  L.  - How  do  we  address  unsolicited  proposals? 

Peter  C.  - Should  we  look  at  operational  process,  business  process,  etc.? 

Scott  L.  - First  areas  should  be  vendor  analysis,  acquisition  selection,  pricing  analysis,  vendor  analysis  is  a long 
range  market 

Kevin  P.  - there  are  7,000  procurement  officials,  3,000  technical  managers  in  the  federal  government 

Scott  L.  - 60,000  management  level  individuals  related  to  procurement  in  government  (based  on  GCN  subscription 

data),  probably  10,000  with  real  interest/budget 

Kevin  P.  — $ 1 0,000  for  400  or  500  organizations  yields  a $5  million  total  market  opportunity 

Ollier  Markets 

Investment  (M&A,  Funding,  Lending) 

Legal  (also  lobbying) 

Staffing/HR  (also  relocation,  training) 

Real  Estate 

Advertising.  PR  (marketing  strategies) 

Media 

Two  areas  stand  out  - Investment  and  Legal 
Market  Size 

Investment  - Total  market  $150  million,  $30  million  realizable 

Legal  - $80  million  total,  $8  million  realizable  (opportunities  exist  for  regulatory  analysis,  vendor  information, 
agency  information) 
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INPUT 


MEMORANDUM 


TO: 


DATE: 


SUBJECT: 


FROM: 


April  15,2002 

Peter  Cunningham,  Kevin  Plexico,  Scott  Lewis 
Doug  Strahan 

Meeting  Notes,  Long  Range  Planning,  April  13,  2002 


CC: 


Saturday  April  13.  2002  (After  Lunch) 

Sales  Organization: 

We  discussed  the  long  range  view  for  our  sales  organization: 

• Field  Sales:  Mid  & Large  tier  clients  ($10k  plus  clients)  (major  accounts  and  other) 

• Telemarketing:  Entrepreneur  tier  clients  ($6k  clients) 

• Channel  Partners 

• E-commerce  (Less  than  $2k  clients) 

We  estimated  the  sales  staffing  required  to  produce  our  expected  sales  growth: 

• $30  mil.  DB  at  $850k  each  = 35  SR’s  (21  field,  14  telesales 

• $10  mil  Software  at  $1.2  mil.  each  = 8 SR’s 

• $10  mil  Custom  at  $1  mil.  each  = 10  SR’s 

Total  staff  required  is  53.  We  also  agreed  we  needed  to  allow  for  turnover  and  growth  (further  increasing  the 
total  by  20-30%). 

For  50  SR’s  we  identified  the  need  for  the  following  management  resources: 

• 20  Tele  sales  = 1 Director  and  2 Leads 

• 30  Field  sales  = 4 Mgrs 

• 1 VP 

We  also  discussed  E-commerce  in  more  detail: 

• Selling  our  products  on  line,  by  opportunity,  by  co.  by  agency  etc. 

• Consider  a transactional  model  (Pay  as  you  go  - metered). 

• PAC  indicated  we  need  the  ability  to  purchase  all  of  our  products  on  line 

• On  line  promotions  will  be  required  to  drive  e-commerce  transactions 
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We  projected  our  sales  mix  by  type  of  field,  telesales  and  e-commerce: 


2002 

2003 

2004 

2005 

2006 

Field 

95% 

84% 

70% 

57% 

50% 

Telesales 

5% 

15% 

25% 

33% 

35% 

E-commerce 

0% 

1% 

5% 

10% 

15% 

We  also  talked  about  exploring  the  following  pricing  strategies: 

• Selling  SFA  on  a per  seat  basis  to  individuals  (we  need  to  include  this  in  our  market  research). 

• Selling  MylNPUT  on  a per  seat  basis  on  our  website. 

We  discussed  possible  channel  partners: 

• Hardware  vendors  - sell  into  their  partners  (installers). 

• Company’s  like  Tech  Data. 

We  discussed  how  we  should  handle  territories: 

• Alpha  & Tier  split  (now) 

• Segment  by  product  (future) 


Marketing  Organization: 

We  discussed  Product  Marketing  / Management  and  identified  the  following  responsibilities: 

• Planning 

• Organizing 

• Communicating 

• Controlling 

We  discussed  several  alternative  structures: 

• A matrix  organization:  with  product  managers  and  operations  managers  sharing  the  overall  responsibility. 

• Three  separate  groups  within  operations  (information  operations  to  focus  on  content,  software  operations  to 
focus  on  development  and  maintenance,  and  product  management  to  focus  on  research  and  future 
development  of  the  product) 

• We  also  discussed  whether  the  product  management  function  should  be  in  operations  or  marketing. 

Corporate  Structure: 

We  discussed  two  ways  to  organize  the  business  in  2005: 

• A Functional  structure  with  business  development,  finance  and  a COO  reporting  to  the  President  and  sales, 
marketing,  operations  and  research  & development  reporting  to  the  COO. 

• A Product  structure  with  business  development,  finance,  research*  development  and  a COO  reporting  to 
the  President  and  divisional  managers  reporting  to  the  COO.  Each  division  would  include  sales,  marketing, 
operations. 

• We  preferred  the  functional  structure  as  we  felt  it  would  be  leaner  (cost  wise)  and  more  appropriate  tor  the 
size  of  the  company  (less  than  $50  million). 
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We  discussed  management  level  staffing  needs  for  2003: 

• COO 

• VP  Marketing 

• HR  / Recruiter 
e Controller 

• We  also  discussed  the  need  to  have  management  strength  behind  the  executive  team. 

• We  talked  about  stepping  up  our  recruiting  effort  with  MBA’s  from  Top  Schools 


* * * 
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The  following  sheets  present  intermediate  range  (2003  - 

2005)  data  on  products  that: 

1 . Exist  today 

2.  Are  planned 

The  Markets  for  Existing  and  Planned  products  have  been  sized  in  terms  of  market  potential  and  realizable  markets 

Market  Potential  is  based  on  the  total  number  of  target  companies  in  a market  sector  multiplied  by  an  estimate  of  the  average  spending  per  year  for  the  product 

Realizable  Market  is  based  on  INPUT'S  estimate  of  the  proportion  of  target  companies  that  will  spend  the  estimated  amount  on  the  product 

The  sheets  also  present  products  that  have  been  identified  (and  in  some  cases  researched)  by  INPUT  as  potential  markets  but  have  not  yet  been  sized 

The  three  categories  of  INPUT  product  that  have  been  examined  in  detail  are 

Market  Development  Services  (MDS)  that  are  subscription  services  composed  of  a combination  of  software  and  data  bases 

Advisory  Services  that  are  project  oriented  consulting 

Software  Solutions  that  are  software  products  offered  on  as  an  application  product  sale  or  application  service 

The  fourth  category  of  product  is  INPUT'S  events  business  that  has  not  as  yet  been  fully  examined. 

In  terms  of  the  further  long  range  plan  for  INPUT  each  category  of  product  can  be  developed  as  follows: 

In  each  market  sector  INPUT  will  provide  Market  Development  Services  (information  and  software)  on: 

Opportunities  for  vendors 

Profiles  of  buyer  organizations  including  budgets  and  spending  programs 

Profiles  of  vendors  as  competitors  and  partners 

Contacts  with  procurement,  contracting  and  program  officials 

Information  on  rules  and  regulations  (Potential) 

Contract  and  performance  analysis 

Market  forecasts  and  market  share  analysis 

Vendor  performance  data  (Potential) 

News  and  analysis  of  events,  laws,  rules  , etc 

Other  information  as  required  about  the  procurement  and  contracting  processes 

In  each  market  sector  INPUT  will  provide  Software  Solutions  (software  and  services)  for: 

Managing  the  vendor  pipelines  and  sales  process  (Sales  Management  Software) 

Managing  the  vendor  contract  management  process  (post  sales)  (Potential) 

Communicating  with  prospects  and  partners  (Contact  and  Collaboration)  (Potential) 

Marketing  to  prospects  (Potential) 

Managing  the  buyer  procurement  and  contracting  process  (Potential) 

In  each  market  sector  INPUT  will  provide  Software  Solutions  (an  electronic  platform)  (Potential)  for 

Buyers  to  advertise  their  requirements 

Buyers  and  vendors  to  communicate 

Vendors  to  advertize  capabilities  and  experience 

In  each  market  sector  INPUT  will  provide  Advisory  Services  (consulting)  to  vendors  for: 

Business  Development  including  mergers  and  acquisition  opportunities 

Market  identification 

Opportunity  selection 

Competitive  analysis 

Short  and  long  range  planning 

In  each  market  sector  INPUT  will  provide  Advisory  Services  (consulting)  (Potential)  to  buyers  for 

Short  and  long  range  planning 

Procurement  planning 
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In  each  market  sector  INPUT  will  provide  events  for  vendors  and  buyers  (Potential): 

1 J _ L . L_ ^ U 

Market  sectors  are  composed  of  industry  and  product  intersections.  For  example  market  sectors  are:  IT  and  federal  government,  health  care  and  state  and  local  government,  etc. 

Focus  in  on  the  US  with  gradual  expansion  internationally,  adding  one  country/region  per  year  after  2004. 
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Market  Opportunity  Analysis 

Opportunities 

1.  Exist 
today 

Avg  Fee  $ Per 
Prospect 

Total  Market  ($) 

Realizable 
Market 
Share  (%) 

Realizable  Market 
($) 

The  Markets  for  Existing  and  Planned  products  have  been  sized 

in  terms  of  market  potential  and  realizable  markets 

Federal  - IT  & C4I 

Market  Poten 

$ 19,000 

$ 114,000,000 

35% 

$ 39,900,000 

Federal  - Aerospace  & Defense 

Realizable  M 

$ 14,000 

$ 77,000,000 

15% 

$ 11,550,000 

The  sheets  also  present  products  that  have  been  identi 

8,400 

$ 4,250 

$ 35,700,000 

20% 

$ 7,140,000 

The  three  categories  of  INPUT  product  that  have  been 

600 

$ 4,250 

$ 2,550,000 

20% 

$ 510,000 

$ 229,250,000 

26% 

$ 59,100,000 

The  fourth  category  of  product  is  INPUT'S  events  busin 

10,000 

$ 12,800 

$ 128,000,000 

15% 

$ 19,200,000 

State  & Local  - All  Verticals 

18,333 

$ 9,545 

$ 175,000,000 

11% 

$ 20,000,000 

Total  MDS 

$ 303,000,000 

13% 

$ 39,200,000 

Software  Solutions 

21,500 

$ 40,698  $ 437,500,000 

10% 

$ 43,750,000 

Advisory  Services 

16,000 

$ 49,250  $ 788,000,000  5% 

$ 39,400,000 

Events  (Not  Yet  Sized) 

$ 

$ 1,225,500,000  7% 

S 83,150,000 

Total  US  Market 

$ 1,757,750,000  10% 

$ 181,450,000 
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€ 


Market  Opportunity  Analysis 

Opportunities 

Status 

Total  # Co's 

% of  Co's 
who  are 
Prospects 

# Prospect 
Co's 

Avg  Fee  $ Per 
Prospect 

Total  Market  ($) 

Realizable 
Market  Share 
(%) 

Realizable  Market 
($) 

Note  1 

Note  2 

Note  3 

Market  Development  Services  (MDS) 

Federal  - IT  & C4I 

Opportunities 

Existing 

6,000 

100% 

6,000 

$ 10,000 

$ 60,000,000 

35% 

$ 21,000,000 

Buyer  (Agency)  Profiles  & Budgets 

Existing 

6,000 

50% 

3,000 

$ 6,000 

$ 18,000,000 

35% 

$ 6,300,000 

Contracts 

Planned 

6,000 

50% 

3,000 

$ 2,000 

$ 6,000,000 

35% 

$ 2,100,000 

Vendor  Performance  & Profiles 

Existing 

6,000 

50% 

3,000 

$ 5,000 

$ 15,000,000 

35% 

$ 5,250,000 

Market  Analysis 

Existing 

6,000 

25% 

1,500 

$ 10,000 

$ 15,000,000 

35% 

$ 5,250,000 

Contacts 

Potential 

_ 

s 

$ 

Rules  & Regulations 

Potential 

$ 

$ 

Other 

Potential 

— 

$ 

$ 

Average  / Total 

6,000 

2,063 

$ 19,000 

$ 114,000,000 

35% 

$ 39,900,000 

Federal  - Aerospace  & Defense 

Opportunities 

Planned 

5,500 

100% 

5,500 

$ 9,000 

$ 49,500,000  15%  $ 7 425  000 

Buyer  (Agency)  Profiles  & Budgets 

Planned 

5,500 

50% 

2,750 

$ 4,000 

$ 1 1 ,000,000 

15% 

$ 1 ,650,000 

Contracts 

Planned 

5,500 

50% 

2,750 

$ 2,000 

$ 5,500,000 

15% 

$ 825,000 

Vendor  Performance  & Profiles 

Planned 

5,500 

50% 

2,750 

$ 4,000 

$ 1 1 ,000,000 

15% 

$ 1 .650,000 

Market  Analysis 

Potential 

. 

$ 

$ 

Contacts 

Potential 

_ 

$ 

$ 

Rules  & Regulations 

Potential 

. 

$ 

$ 

Other 

Potential 

- 

$ 

$ 

Average  / Total 

5,500 

$ 14,000 

$ 77,000,000 

15% 

$ 1 1 ,550,000 

Federal  - Architectural,  Engineering  & Construction 

Opportunities 

Planned 

8,400 

50% 

4,200 

$ 6,000 

$ 25,200,000 

20% 

$ 5,040,000 

Buyer  (Agency)  Profiles  & Budgets 

Potential 

_ 

$ 

$ 

Contracts 

Planned 

8,400 

25% 

2,100 

$ 2,000 

$ 4,200,000 

20% 

$ 840,000 

Vendor  Performance  & Profiles 

Planned 

8,400 

25% 

2,100 

$ 3,000 

$ 6,300,000 

20% 

$ 1.260.000 

Market  Analysis 

Potential 

$ 

$ 

Contacts 

Potential 

_ 

$ 

$ 

Rules  & Regulations 

Potential 

_ 

$ 

$ 

Other 

Potential 

— 

1,050 

$ 

$ 

$ 7.140.000 

Average  / Total 

8,400 

$ 4,250 

$ 35,700,000 

20% 

Federal  - Operations  & Maintenance 

Opportunities 

Planned 

600 

50% 

300 

$ 6,000 

$ 1 ,800,000 

20% 

$ 360,000 

Buyer  (Agency)  Profiles  & Budgets 

Potential 

$ 

$ 

Contracts 

Planned 

600 

25% 

150 

$ 2,000 

$ 300,000 

20% 

$ 60.000 

Vendor  Performance  & Profiles 

Planned 

600 

25% 

150 

$ 3,000 

$ 450,000 

20% 

$ 90.000 

$ 

Market  Analysis 

Potential 

_ 

$ 

Contacts 

Potential 

_ 

$ 

$ 

Rules  & Regulations 

Potential 

. 

$ 

$ 

$ 

Other  

3otential 

- 

$ 

Average  / Total 

600 

75 

$ 4,250 

$ 2,550,000 

20% 

$ 510,000 

Total  Federal  MDS 

$ 229,250,000 

26% 

$ 59,100,000 
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Market  Opportunity  Analysis 

Opportunities 

Status 

Total  # Co's 

% of  Co's 
who  are 
Prospects 

# Prospect 
Co's 

Avg  Fee  $ Per 
Prospect 

Total  Market  ($) 

Realizable 
Market  Share 
i%) 

Realizable  Market 

($i 

Note  1 

Note  2 

Note  3 

state  A I or.al  - Information  Technology 

10,000 

80% 

8,000 

$ 10,000 

$ 80,000,000 

15% 

$ 12,000,000 

Buyer  (Agency)  Profites  & Budgets 

10,000 

40% 

4,000 

$ 5,000 

$ 20,000,000 

15%> 

$ 3,000,000 

Potential 

. 1 

$ 

$ 

Potential 

- 

$ 

$ 

Planned 

10,000 

20% 

2,000 

$ 10,000 

$ 20,000,000 

15% 

$ 3.000,000 

Planned 

10,000 

40% 

4,000 

$ 2,000 

$ 8,000,000  15%  $ 1,200,000 

Potential 

$ - $ 

Potential 

- 

$ 

$ 

10,000 

2,250 

$ 12,800 

$ 128,000,000 

15% 

$ 19,200,000 

State  & Local  - Architectural,  Engin 

eering  & 

Construction 

Planned 

- 

$ 

$ 

. 

$ 

$ 

Planned 

- 

$ 

$ 

Vendor  Performance  & Profiles 

Planned 

- 

$ 

$ 

Potential 

’ 

$ $ 

Potential 

$ 

$ 

Potential 

- 

L 1 

$ 

Potential 

- 

* 

j 

. 

$ 

$ 

enance 

Opportunities 

Planned 

S 

$ 

Potential 

$ - * 

Planned 

- 

$ 

$ 

Planned 

i_ 

$ 

$ 

$ 

Potential 

$ 

$ 

,$ 

Potential 

— 

$ 

1 $ 

Potential 

— 

■ 

$ 

$ 

— 

$ 

$ 

State  & Local  - All  Verticals 

Planned 

25,000 

100% 

25,000 

$ 1 ,000 

$ 25,000,000  20%  $ 5,000,000 

Planned 

5,000 

50% 

2,500 

$ 10,000 

$ 25,000,000 

10%  $ 2,500,000 

Planned 

25,000 

50% 

12,500 

$ 10,000 

$ 125,000,000 

10°/ 

$ 12,500,000 

18,333 

13,333 

$ 9,545 

$ 175,000,000 

11°/ 

$ 20.000.000 

J 

$ 303,000,000 

13°/ 

$ 39,200,000 

Total  Market  Development  Services 

— — — 

$ 532,250,000 

18°/ 

$ 98,300,000 

C 


P-LRP  Opportunities  033103  PAC  (5) 


Page  5 of  6 


Confidential  - INPUT 


9 


INPUT  LRP 
Markets  - Detail 


7/4/2003 


Market  Opportunity  Analysis 

% of  Co's 

Realizable 

who  are 

# Prospect 

Avg  Fee  $ Per 

Market  Share 

Realizable  Market 

Opportunities 

Status 

Total  # Co's 

Prospects 

Co's 

Prospect 

Total  Market  ($) 

(%> 

<$> 

Note  1 

Note  2 

Note  3 

Software  Solutions 

SMS  - Federal  IT 

Planned 

6,000 

50% 

3,000 

$ 

50,000 

$ 

150,000,000 

10% 

$ 

15,000,000 

SMS  - S&L  IT 

Planned 

10,000 

50% 

5,000 

$ 

30,000 

$ 

150,000,000 

10% 

$ 

15,000,000 

SMS  - Federal  Aerospace  Defense 

Planned 

5,500 

50% 

2,750 

$ 

50,000 

$ 

137,500,000 

10% 

$ 

13,750,000 

Average  / Total 

21,500 

10,750 

$ 

40,698 

$ 

437,500,000 

10% 

$ 

43,750,00u 

Advisory  Services 

Sales  Planning 

Existing 

16,000 

10% 

1,600 

$ 

20,000 

$ 

32,000,000 

5% 

$ 

1 .600,000 

TCO 

Existing 

16,000 

5% 

800 

$ 

50,000 

$ 

40,000,000 

5% 

$ 

2.000,000 

Oust.  Satisfaction  Survey 

Existing 

16,000 

20% 

3,200 

$ 

30,000 

$ 

96,000,000 

5% 

$ 

4,800,000 

Market  Assessment 

Existing 

16,000 

10% 

1,600 

$ 

30,000 

$ 

48,000,000 

5% 

$ 

2,400,000 

Strategic  Advisory 

Planned 

16,000 

10% 

1,600 

$ 

50,000 

$ 

80,000,000 

5% 

$ 

4,000,000 

Oust.  Demand  Survey 

Planned 

16,000 

20% 

3,200 

s 

30,000 

$ 

96,000,000 

5% 

$ 

4,800,000 

Buyer  Behavior  Survey 

Planned 

16,000 

20% 

3,200 

$ 

30,000 

$ 

96,000,000 

5% 

$ 

4,800,000 

Capture 

Planned 

16,000 

10% 

1,600 

$ 

50,000 

$ 

80,000,000 

5% 

$ 

4,000,000 

Long  Range  Planning  - Research 

Planned 

16,000 

5% 

800 

$ 

50,000 

$ 

40,000,000 

5% 

$ 

2.000.000 

Competitive  Win  / Loss 

Planned 

16,000 

10% 

1,600 

$ 

25,000 

$ 

40,000,000 

5% 

$ 

2.000,000 

Competitive  Pricing 

Planned 

16,000 

10% 

1,600 

$ 

50,000 

$ 

80,000,000 

5% 

$ 

4,000,000 

White  Papers  / Case  Studies 

Planned 

16,000 

25% 

4,000 

$ 

15,000 

$ 

60,000,000 

5% 

$ 

3,000,000 

Average  / Total 

16,000 

2,067 

$ 

49,250 

$ 

788,000,000 

5% 

$ 

39,400,000 

Total  US  Market 

$ 

1,757,750,000 

10% 

$ 

181,450,000 

Notes 

1 ) Management  estimates  based  on  Corp.  Tech  and  Federal  Procurement  Data. 

2)  Management  estimates  based  on  experience  selling  into  the  Federal,  State  & Local  Market 

3)  Managements  estimate  of  market  share  that  can  be  realized  over  the  next  five  years 
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Jupiter  Planning  Meeting 


November  8th  — November  11th,  2007 


CONFIDENTIAL  & PROPRIETARY 

This  document  is  for  internal  company  use  only  and  must 
not,  under  any  circumstances  be  copied  or  reproduced  by 
any  means,  or  released  or  disclosed  to  any  person  not  a 
regular  employee  of  rNPUT.  It  must  be  returned  to  INPUT 
upon  termination  or  separation  from  the  company. 


www.input.com 


Printed:  November  25,  2007 


Meeting  Minutes  - Jupiter  Planning  Meeting 
November  8-11, 200j| 


New  Ideas  Actions 

- JD  Power  (RC) 

o Richard  will  have  business  plan  draft  by  12/31  2r  ^ , 

o Is  it  feasible  to  deliver  such  a product  (12/31)  — xu  e, 

- Org  Charts  (DD) 

o DD  - responsible  for  looking  at  sales,  marketing,  pricing  • 

■ Answer  the  market  question  - where  to  go  and  competition  V 

■ Consider  Linkedln,  Facebook  and  Zoomlnfo  component. 

S&L  Leads  (SD)  / 

o SD  - responsible  for  the  business  plan  and  owns  the  success  of  the  product 


imo 


1 month  to  have  business  plan  and  a defined  marketing  and  sales  model  i " — - — * 
(to  include  pricing) 

Open  Web  (pflj  frft  • 

o Ashlea  - deliver  the  message.  But  DccpakTrvvnyit.  ~ T ^ 

v o Define  it,  identify  a priority  and  try  a handful  of  things.  Work  quickly,  not 
methgdicallyi 

o $250k  mav  he  invested  to  make  it  happen. 

Sales  Automation  (KP) 

What  is  the  business  model?  ‘~r* 


o 


(I  /*>o 

— f-$o 


o 


is  in  April 


Commitments 

o Every  quarter  at  the  Offsite  we  will  revisit;  next  one 
o Nothing  gets  added  unless  something  comes  off 
Other  Activities 

o Events  - Mary  Beth  to  decide  - it  is  killed  as  a business  but  may  be  a 


"h 


o 


4 


o 

o 


marketing 

■ May  embed  Conferences  in  the  products. 

S&L  Verticals 

■ MC  and  SD  to  resolve  S&L  Vertical  sales/product  approach 

Enterprise  sales  - MC  ? - U|tf. 

All  - Read  Death  by  Meeting  by  Tuesday  L 
Richard  has  to  update  the  time  sheet  practice  by  1 l/f-8 
Create  small  cards  for  the  We  Will/You  Will  list 


Goals  (Business)  2008-2010 

• Peter 

o 2008  - get  growth  going  again 
o 2010  - $40-50m  company  with  15%  EBITDA 

o Based  primarily  on  recurring  revenues  (80%  to  90%  minimum  recurring) 
o Belief  in  Info,  Analysis,  Community,  Personalization,  Workflow 
o Innovative,  fun,  growth  oriented  environment  with  strong  sense  of 
integrity  and  corporate  citizen  (charitable,  etc.),  a place  for  people  to 
grow.  Process  should  be  a key  capability;  position  to  scale.  Well  managed 
- we  are  not  well  managed. 
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o “Be  able”  to  sell  the  company  at  2010 

o Currently  we  have  integrity.  Fun  comes  with  succeeding.  Progressed  in 
training.  Good  in  corporate  citizenship. 

• Tom: 

o $50m  valuation 
o Culture  of  profit 

• Jed 

o Influential  in  the  market 
o Do  things  that  are  exceptional  not  adequate 


Strengths  (What  does  INPUT  have)? 

• Data 

• Researchers 

• Market  Share 

• Brand/Name  recognition 

• Good  way  to  do  things 

• Lots  of  sales  people 

• Good  development  team 

• Web  distribution 

• Open  minds  - willing  to  experiment 

• Expertise  around  government  industry 

• Easy  to  use  Web  site 

• Customer  Service 

Weaknesses 

• Stature 

• Rltnshps  w/  govnt  - getting  closer  to  decision  makers 

• Working/providing  information  w/  govn’t  users 

• Insight  govn’t 

• Forecasting 

• Internally  focused  organization 

• Immature  management/gelling/team 

• Not  focused 

• Reactive 

• Still  perceived  as  a data  provider 

• Weak  at  marketing 

• Commodity  provider 

• Weak  at  retaining  employees/recruiting/retention 

• Depth  of  research  capabilities 

• ffr**ly  complicated  system  - a system  for  the  power  users 
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• Not  opinionated  - or  conservative  on  our  opinion 

• Gap  between  member  support  and  consulting 

Comments  on  Strengths/Weaknesses 

• Peter:  we  have  a good  research  process  but  it  may  not  be  the  right  one  for  the  next 
20  years 

• Do  you  we  know  other  types  of  government 


Criteria  for  Major  Initiatives 

• Market  Size  - $5M  potential  in  3 years 

• Recurring  Revenue 

• Investment  required  less  than  $3M 

• Adjacency  to  our  current  customers 

• Adjacency  to  our  Sales  and  Distribution  Model 

• Risk  of  Investment 

• Management  skill  to  execute 

• Not  reliant  on  a “rock  star” 

• Fit  w/  Strategy 

• Perceived  Value  by  Financial  Firms  (an  exit) 


Ideas/Initiatives 


£ CC>*~ 


1.  Create  Document  Libraries  of  Government  Information 

Combine  with  Government  Workforce  Database 
Combines  this  with  1 of  2t  Mary  Ann  Hirsch’s  idea 

2.  Federated  Government  Web  Site  Search  Through  Metasearch 

3.  Open  Web  Strategy  - Leverage  Google  Technology  and  Audience  to  Drive 
INPUT 


Is  this  a marketing  effort  generating  revenue  for  current  products? 

Or,  is  it  advertising  driven  and  thus  generates  revenues? 

Kevin  elaborates:  Build  web  2.0  tools  around  existing  federal  products 
like  community  capabilities  around  FedBizOpps 

4T.  Create  a Consultant  Network 

5.  Semantic  Personalization  Engine  and  Customer  Defined  Experience 
Automated  Support 

Users  can  define  their  own  criteria  for  their  data  presentation  and  sorting 

6.  Proposal  platform 

Allow  people  to  use  our  tools  as  a means  to  collaborate  with  partners 

7.  Pre-populated  Sales  Force  Automation 

Populate  SFA  tools  with  our  data 

8.  Task  Order  Manager 

Develop  an  automated  web  scraping  tool  to  provide  a value-added  feed  to 
a member  to  develop  a consistent  pipeline  from  disperse  ID/IQ  databases 


9.  Government  Awards  & Reception  Banquet 

10.  Government  JD  Powers 

Survey  the  government  to  develop  reputational  ratings  for  vendors.  Also, 
perform  customer  satisfaction  surveys. 
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11.  Federal  Technology  Assessment 

Gartner  Deep  Dive 

12.  Intellipedia  - Government  Wiki 

Mary  Arm  Hirsch’s  idea 

13.  Federal  Regional  Data  product 

More  information  around  a particular  geography 

14.  Hedge  Fund 

Use  data  to  create  forward  looking  predictive  vendor  model 

15.  Expand  beyond  IT 

16.  Post  contract  award  management  support 

17.  Government  community  product 

Org  chart  product  to  government  as  foundation  of  Government 
information  portal  and  community  product 
Advertising  driven  product 

18.  Org  chart  product 

19.  S&L  leads  - Onvia  killer 

20.  Lite  product 

21.  Zoom  info  for  government  community 

22.  Legislative  database  & tracking 

23.  Competitive  Analysis  and  Assessment  Product 

24.  Best  practices 

Do  this  primarily  for  small  businesses,  Women-owned,  Veteren-owned, 
8(a) 

25.  Capture  and  Support  Product 

26.  Publish  Government  Budgets 

Spending  analysis.  Boil  down  budgets  and  post  on  a portal  and 
advertising  supported 

27.  Expose  other  contract  opportunities  on  our  network 

28.  Build  a procurement  management  tool  like  Demand  Star 

This  is  focused  on  helping  government  manage  their  procurement  process 

29.  Buyer  side  white  paper  development 

30.  Electronic  publishing 

Webinars,  like  CDG 

31.  Knowledge  base  for  Member  Services 

32.  Off-shoring  or  cheaper  US  labor  pools 

33.  Partner  channel  strategy,  syndication 

34.  Embed  our  software  into  other  software  platforms 

Things  We  COULD  Reduce  or  Eliminate 

Customer  Service 

- Health  IT 

- InfoSec 
Consulting 
Events 

- CMS 

Executive  Program 
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- S&L 

S&L  Verticals 

Management  activity/updates 
Field  Sales 
Inside  Sales 
Research  Analysts 

Agreed  to  Eliminate  or  Reduce 

• CMS  • 

• Info  Sec  product  - 

• Consulting  . — 

• Health  IT  • 

Issues  in  the  Business 
Lack  of  Insight 

o PAC  mentioned  that  he  does  not  hear  WHY  something  doesn't  happen  or 
why  we  miss  plan 

■ The  group  mentioned  that  they  would  love  to  provide  the  WHY 
but  there  was  never  an  opportunity  to  provide  the  WHY. 

■ Most  individuals  on  the  Executive  team  were  never  given  an 
opportunity  to  provide  feedback  to  Executive  team 

Communicating  vs.  Shielding 

o Should  more  involvement  of  staff  with  Executive/Board  take  place?  Not 
until  we’ve  solidified  our  relations  beforehand. 

■ RC  indicated  providing  access  to  PAC  and  Execs. 

■ Shielding  and  communicating  are  two  separate  things  - we  should 
be  able  to  provide  access 

■ BH  said  that  part  of  the  problem  was  being  unaware  of  what  was 
being  communicated  to  us  and  also  messages  were  not  getting 
communicated  up 

- Need  Exceptional  - What  is  it  and  how  do  we  build  it? 

o JL  - products  need  to  improve  and  get  better  and  better  year  over  year 

Metrics  and  Performance 

o Scorecards  are  critical  for  management  to  be  able  to  roll-up  to  upper 
management  and  executives 

o We  need  to  develop  key  performance  metrics  and  automate  them. 

- Direct  client  feedback  to  approach  to  product  development? 

Events 

MC  and  KP  to  prove  value  of  events  to  Peter  by  end  of  November. 

- -Cl MiM.tr  nrp  fY|PSjdPrprl  lr»cc  1 nn rl nw  unit  ekunlri  ho  rtnnp  with  Qplpnt  rnnfnrnnnflS 

Need  to  prove  their  value. 

Results  of  Criteria  Ratings 

JD  Power  idea  voted  #1  idea 
Pre-populated  sales  automation  idea  is  #2 
Org  chart  product  tied  from  #2 
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Open  Web  strategy  #W 
Onvia  killer  is  ^ 


Financial  Parameters  from  Board  for  2008  Plan 

20%  orders  growth 

- Net  Income  not  more  than  $lm  loss 

Restriction:  Must  show  investment  in  “exceptional” 

Discussion  on  Exceptional 

What  level  is  INPUT  and  where  do  we  aspire  to  be? 
o Ritz 

o Renaissance 
o Marriott 
o Townplace 
o Motel  6 

At  every  level,  we  want  to  be  of  good  quality  as  Marriott  is. 

Would  we  rather  have  a $lm  from  50  customers  or  $10  from  5,000,000 
customers? 

o Group  expressed  bias  towards  more  customers  at  lower  price  point 
Evaluating  the  service  levels  we  can  provide  a company 


Level 

Customer 

Product 

Segment 

1 (Sales) 

Lots 

Alerting 

LEADS 

Org  Charts/contacts 
Data  Aggregation 
Sources 

Transactional 
Individual  Sales 
Mkt  Generalist 
Direct 

Data  Aggregation  of 
disparate  data 
sources 

2 

3 (BD) 

Tracking 

4 

5 (Exec) 

Few 

Analysis 

- We  can  do  no  more  than  three  of  the  above  if  they  are  fairly  relevant  in  nature 
Voting  on  combination  of  above  (5,4,3  or  4,3,2  or  3,2,1) 
o Vote  split  between  4,3,2  or  3,2,1 
o Jed  indicated  that  3,2,1  typically  has  more  market  value 

Summary  of  What  Was  Agreed 

o Center  of  gravity  for  our  products  would  be  more  transactional  but 
perceived  as  exceptional 
o Up  to  3 segments  of  the  5 may  be  targeted 
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o Move  towards  wider  market  (1  million  potential  customers  or  3,2,1 ) 
o Exceptional  definition:  The  first  company  our  target  market  segment 
(whether  1,  2,  or  3)  thinks  of  when  they  need  knowledge/data  is  INPUT. 


Define  Qualities  of  Exceptional 


Concept  Word 

Antonym 

Ease  of  Use 

Complicated 

Timely 

Stale 

Accuracy 

Inaccurate 

Consistent 

Inconsistency 

Reliable 

Unreliable 

Proactive 

Reactive 

Insightful 

Superficial 

Personalized 

Generic 

Clarity 

Clutter 

Responsive 

Non  Responsive 

We  Will  Be 

Easy  to  use  but  not  simple 
Proactive  but  not  prescriptive 
Broad  but  not  deep? 
Personalized  but  not  custom 
Responsive  but  not  high  touch 


Key  Issue  Words 

• Pricing 

• Productivity 

• Upsell 

• Metric/Management  -- 

• Marketing 

• Organization 
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Action  Items 

Action  Item 

Do  not  start  an  inquiry  w/ad  hoc  analysis  if 
we  are  meeting  the  numbers 

Each  executive  should  produce  a first  draft 
of  reports  we  need  to  manage  our  business 
to  KMP  week  from  Monday  11/18  and  first 
version  automate  by  end  12/1 

Process  the  data  into  insight  whenever 
possible 

Must  include  analysis  of  labor  report 

Peter  reply:  Insight  with  coaching  by  phone 
we  call  Peter 

Richard  has  to  update  the  time  sheet 
practice  by  11/18 

No  revised  forecast 

Read  Death  by  Meeting  by  Tuesday 

Reduce  non-Death  by  Meeting  type 
meetings 

• Peter  agrees  that  if  we  put  management  metrics  in  front  of  Peter  and  we  are 
meeting  our  objectives,  he  will  not  start  ad  hoc  inquiries. 

• The  board  gets  a lot  of  numbers  but  not  enough  analysis.  Even  though  we  agreed 
to  take  the  management  discussion  out,  the  thinking  should  still  go  on. 

• Board  wants  monthly  financials 

• The  data  would  be  provided  to  the  executive  team  and  we  would  analyze  it. 
Executive  team  should  delegate  monthly  board  reports  to  their  employees 

• Tom  Hewitt  wants  to  see  a copy  of  the  metrics  we  use  to  measure  our  business 
and  the  board  just  gets  a copy  of  it. 

• Homework  - Read  Death  by  Meeting 

• If  we  haven’t  made  our  number  Peter  wants  analysis  on  our  management  metric 
delivered  to  him. 

• Accountability  of  executive  reaffirmed 

• Each  Executive  with  business  line  responsibility  should  have  their  own  financial 
budget  - P&L  For  2008  all  executives  will  have  budget  so  they  can  manage  their 
expenses.  rKevin  G.  will  have  that  by  end  of  yearj  ? — K 

• Executive  team  will  take  on  productivity  issues  and  report  back  in  a month.  — 

• <W*h«i  •J"**1-  <>U'- 
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Presentation  of  Business  Plans 


Member  Services 

• PAC  - what  can  we  do  to  prevent  40  accounts  from  leaving  every  month? 

• JL  - We  need  to  arm  the  MS  personnel  with  the  sales  points  to  pitch  the  value  oF-* 

and  responses  to  objections.  Change  in  mind  set  to  reflect  the  exceptional  - . ■-  — 
product 

• Deepak  is  empowered  to  hire  a new  manager;  the  team  also  needs  to  push 
down  the  root  cause  analysis  around  renewal  productivity  and  upsell  success 
and  implement  new  strategies  vs.  the  price  sensitivity 

• PAC  - if  we  could  get  $ 1 0,000  more  per  1 ,000  members,  that  equals  $ 1 0MM  , 

Sales  Business  Plan  - Mary  Beth 

• Agreed  we  will  stay  with  territory  structure  for  08 

Federal  IS  Plan  --  David 

• PAC  - wants  to  revisit  scraping  non-IT  opportunities  to  expand  coverage  as  ”P  ArfrvifV. 

opposed  to  adding  people  “ 

• PS  - inquired  can  we  open  up  our  platform  to  others  to  utilize  in  other  areas.  A CHitf8*- 

State  & Local  Plan  - Schalene 

• We  need  to  provide  renewal  rates  for  product  lines. 

IEP  - Richard 

• JL  - Adding  a research  agenda  that  is  EXCEPTIONAL  is  worth  1 Ox  current  price. 

We  need  an  EXCEPTIONAL  product.  Frustrated  that  we  are  receiving  price 
pressure  because  of  a networking/dinner  product. 

• JL  - Members  of  IEP  must  share  each  other’s  problems  and  not  have  a blend  of 
issues/problems. 


Management/Metrics  Issue  Discussion  - I low  could  we  be  better  managed? 

- Parish 

o Create  our  own  management  agenda  and  manage  against  it. 
o More  attention  to  process  and  who  owns  what  in  the  process 
o Need  to  build  a scalable  business  from  a management  infrastructure  point 
of  view. 

o Management  group  needs  to  gel;  forming,  storming,  norming.  We  are  in 
storming  area  and  need  to  get  to  norming. 
o Read  the  Coveystuff  * , 

o Need  a key'mance'fmg  person  that  can  be  at  the  table  (not  necessarily  an 
executive)  - brand  and  acquisition  marketing  oriented. 


Peter 


o Time  management 
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o Exec  Development  - individual  is  responsible  for  their  personal  growth 
and  to  ask  for  help,  not  wait  for  help  to  come. 

Richard 

o Need  urgency  but  patience 


Budget  Discussion 

• Need  to  prepare  a “story”  of  what  the  plan  is  about 

• Need  good  data  charts  that  tell  a story,  not  word  charts  - PPT  is  OK  in  that  case 


Rules  of  Engagement 
• Thou  Shall 

o Answer  questions  directly 
o Always  be  respectful 
o Provide  insight  with  data  support 
o Call  with  questions  and  to  seek  advice  . 
o Seek  support  from  each  other 
o Be  accountable 

o Use  the  cards  (voting).  , 

o Make  time  to  think  strategically  _ — 

o Be  explicit  about  what  you  are  covering  in  meetings  and  enforce  process 
(don’t  get  in  the  weeds  and  get  distracted) 

Exchange  roles  occasionally  (devils  advocate,  critical,  quiet,  analytical) 


o 

o 

<o 


EnforcelKe  rules  with  vigor  and  hold  each  other  accountable  to  them 

— LiU  foulrcftt  1. 


Bi-weekly  80k  foot  meetinj 


kA- 


o Be  positive  . ^ 

o Force  choices 

Thou  Shall  Not 

o No  one  discusses  details  out  of  the  group  and  we  will  abide  by  the  same 
words 

o Be  a victim 

o Treat  people  like  dumbshits 

o Spend  resources  on  things  not  on  the  5 , 

o Allow  things  to  creep  in  that  distract  - IkEy  • 

■ Team  needs  to  be  unified  point  of  view  — 

■ Take  something  else  off 

■ Board  approval 
Other  decisions 

o Have  Czars  - create  a scorecard  for  the  quarterly  off-site 

■ Accountability  - KP 

Behaviors  -DBy — 1 v U- 

le^ 

■ Compass  - BH 

■ Action  Items  - KG 

o Bi-weekly  team  meeting  of  the  80k  foot  level  ___ 
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Create  little  cards  with  these  on  them  for  the  board  and  executives. 


We  (INPUT  Management  Team)  Will 

• Be  accountable 

• Answer  questions  directly 

• Call  with  issues  and  seeking  advice 

• Provide  insight 

• Make  time  to  think 

• Positive  energy 

• (Coming  soon...  more  discipline) 


You  (Peter)  Will 

• Be  respectful 

• Stop  making  unsubstantiated 
generalizations  and  conclusions 

• Inspire  us  to  motivate  us 

• Stay  out  of  the  weeds 

• Package  great  ideas  in  a positive 
style 

• Focus  on  the  what,  not  the  how  ^ 


f- 
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INPUT  Jupiter  Meeting  Agenda 
November  8th -11th,  2007 


Attendees: 

Peter  Cunningham  (PAC) 

W:  (703)  880-6387 

Kevin  Plexico  (KP) 

W:  (703)  707-3520 

Kevin  Gates  (KG) 

W:  (703)  707-3521 

Mary  Beth  Cockerham  (MBC) 

W:  (703)  707-4041 

Brian  Haney  (BH) 

W:  (703)  707-3595 

Deepak  Bhat  (DB) 

W:  (703)  707-3641 

By  Invitation  to  Executive  Meeting: 


Attendees: 

Tom  Hewitt  (TH) 

W:  (703)  707-3500 

Jed  Laird  (JL) 

W:  (212)  590-2335 

Richard  Colven  (RC) 

W:  (703)  707-4191 

Schalcne  Dagutis  (SD) 

W:  (703)  707-3513 

David  DeBrandt  (DD) 

W:  (703)  707-4070 

Paresh  Shah  (PS) 

W:  (301)  912-2410 

Maryann  Hirsch  (MAH) 

C:  (703)919-1212 

Thursday,  November  8th.  2007  2007  Review  & Stage  Setting  for  2008 


8:30  - 9:00  Board  Review:  Board/  Execs 

October  & YTD  Financial  Performance  KG 

Forecast  for  November-December  2007  KG 

Audit  Plan  KG 

9:00  - 10:30  2007  Performance  & Response  to  Planned  Initiatives 

What  went  right?  All 

What  went  wrong?  All 

Personalization,  Analysis  and  KP 

Community  Performance 

Strategic  Canvas  Update  KP 

Red  Ocean/Blue  Ocean  performance  KP 

10:30  - 12:00  Market  Data  (Set  the  Stage)  KP 

Member  Satisfaction 
Market  Research 

Market  Sizes  by  Type/Size  of  Company  and  LOB 

Pricing 

Competition 


12:00-  1:00  Lunch 

1:00  Recreation 
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Friday,  November  9th,  2007  2008  Strategy  for  Information  Services 


8:30-10:00 

Presentation  on  Market  Conditions  MAH 

10:00-11:00 

Market  Conditions  Discussion 

Hirsch  presentation 

Processes  we  do  and  could  address  in  vendors 
Workflow  of  our  members  and  opportunities  to  add  value 
Competition  - Why  Pipeline,  FSI  et  al  still  growing? 

11:00-12:30 

Strategic  Opportunities  All 

Expanding  Existing  Accounts: 

Take  IS  revenues  per  strategic  account 
from  $100,000  to  $250,000? 

Small  Business  Needs? 

Building  revenue  generating  communities? 
Personalize/customize  subscription  offerings  (by  both 
technology-software  and  people)? 

Make  our  products  more  “real  time”? 

Role  in  search  and  community? 

Integrating  member  data  & systems? 

Selling  software? 

Expand  Accounts: 

Expand  beyond  IT  and  Technology? 

12:30-1:30 

Lunch 

1:30-3:00 

Arnold  Initiatives  KP 

Government  Document  Repository  (FOIA  & Budgets) 

Govt  Search  with  Metasearch 

Create  a Consultant  Network  (Like  GL) 

Partner  with  Google;  Prepare  for  Programmable  Search 
Engine  and  Google  Gears 

3:00-4:00 

Blue  Ocean  Strategy  Development  KP 

Ryan’s  Idea 
Ashleas’  Ideas 
Deepak  Idea 
Software 

Other  Innovative  Ideas 
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4:00-5:00 

2008-2010  Strategic  Plan:  INPUT  Execs 

Risks 

Actions  to  address  them 

6:30 

Dinner 

Saturday,  November  10th,  2007  2008 


8:30-9:30 

Member  Services/Renewals  DH 

MS  Staffing/Productivity 
Organization 

Systems/Productivity  Initiatives 
Renewals  by  Size  & Type  of  Member 
Upsales 

9:30-10:30 

Sales  MBC/  BH 

Sales  Force  Staffing/Productivity 
Systems/Productivity  Initiatives 

Expand  Technology  Accounts  from  1200  to  2000  (out  of  8000) 

Sales  by  Member  Size  and  Type 

Channels 

10:30-11:30 

Federal  IS  Services  DD 

Plan 

Competition 

Enhancements  & Tactics  for  2008 
Fissioning  by  Type/Size  of  company 
Organization  & Staffing 

11:30-12:30 

S&L  IS  Services  SD 

Plan 

Competition 

Verticals 

Leads 

Enhancements  & Tactics  for  2008 
Organization  & Staffing 

12:30-1:30 

Lunch 

1:30-2:00 

IEP  Services  KP 

How  do  we  make  it  a $20  Million  Business? 
Plan/Constituencies  Served 
Enhancements  & Tactics  for  2008 
Organization  & Staffing 
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2:00-2:30 

Organization  Charts  & Contacts  DD 

How  do  we  make  it  a $20  Million  Service? 

Plan/Segmentation 

Tactics  for  2008 

Organization  & Staffing 

2:30-3:30 

Industry  Analysis  Services  KP 

(Federal,  S&L,  InfoSec,  Health  IT) 

Plan 

Tactics  for  2008 
Organization  & Staffing 

3:30-4:30 

Consulting  BH 

Plan 

Types  of  Project 
Tactics  for  2008 
Organization  & Staffing 

4:30-5:15 

Events  & Marketing  KP 

Plan 

Web  activities  (Including  SEO/SEM) 

Ecommerce 
Tactics  for  2008 
Organization  & Staffing 

5:15-6:00 

Operations  KP 

Organization  & Staffing 
Locations 

Technology  Infrastructure 

7:00  p.m. 

Dinner 

Sunday.  November  12th.  2007  2008 


8:30-9:30 

2008  Budget  and  Plan  KG 

Financial 

Staffing 

Member  Types  and  Numbers 
Compensation  Plans 

9:30-10:30 

Board  Review  BOD 

10:30-11:30 

Staff  Review  BOD 

9:30-11:30 

Revise  ’08  Budget  as  necessary  Execs 

AG  Jupiter  Planning  Meeting  2007  (6)  102907  PAC.docx 

Page  4 of  5 


Confidential  - INPUT 


Printed:  November  7,  2007 


11:30-12:00 

Conclusion  Next  Steps 

All 

12:00 

Lunch 

12:30 

Recreation  or  Travel 
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-07  \ 

v Oct-07 

Nov-07 

76 

\74 

78 

255 

2&4sj 

266 

1,034 

1,365 

1,041 

1,379 

1,040 
\ 1.384 



«*  n°n-subscfiptlon  products  is  the  contract  value  Ld  lot  the  .ast  ,2  months. 
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INPUT  FINANCIAL  REPORT 
Income  Statement  - Current  Mo 


11/7/2007 


! 

/ CURRENT  MONTH 

Rever 

Actual  ($) 

Prior  Yr.  ($) 

Change 
JZ007  1 
2006  (%) 

Original 
Plan  ($) 

Variance 

to 

Original 
Plan  (%) 

Current 
Plan  ($) 

Variance  to 
Current  Plan 

<%) 

lue 

Subscriptions 

1,715,705 

1,716,6/8 

0% 

1,927,409 

-11% 

1,730,133 

-1% 

Software  Solutions 

10,598 

14  018 

-24% 

13,496 

-21% 

12,000 

-12% 

Consulting 

88,910 

4/000 

122% 

122,525 

-27% 

90,000 

-1% 

Events 

46,598 

l/l,311 

-67% 

132,000 

-65% 

12,500 

273% 

Other 

24,729 

7 4,637 

433% 

4,000 

518% 

5,000 

395% 

Total  Net  Revenue 

1,886,540 

1/916,644 

-2% 

2,199,429 

-14% 

1,849,633 

2% 

Cost 



>f  Services 

- 

958,050 

/ 761,864 

26% 

850,544 

13% 

900,074 

6% 

Gross Jncome  / (Loss) 

928,490 

' 1,154,780 

-20% 

1,348,885 

-31% 

949,559 

-2% 

i i 

49  Vl 

60% 

-11% 

61% 

-12% 

51% 

-2% 

Sales  & Marketing 

_ 

626,82$ 

591,066 

6% 

750,844 

-17% 

638,107 

-2% 

- 

Research  & Development 

134/59 

131,683 

2% 

126,697 

6% 

175,688 

-23% 

1 1 

General  & Administrative 

24$,  711 

181,072 

36% 

194,004 

27% 

202,438 

22% 

1 I 

Total  Expenses 

1,^66,146 

1,665,685 

18% 

1,922,090 

2% 

1,916,305 

3% 

1 1 

EBITC 

A 

/ (79,606) 

250,959 

132% 

277,339 

-129% 

(66,672) 

19% 

/ -4% 

13% 

-17% 

13% 

-17% 

-4% 

-1% 

k 

De 

predation  & Amortization 
ting  Income  / (Loss) 

/ 31,993 

45,977 

-30% 

56,102 

-43% 

38,000 

-16% 

Opera 

(111,599) 

204,982 

154% 

221,237 

-150% 

(104,672) 

7% 

Other  Revenues  / (Expenses) 

17,027 

12,336 

38% 

19,583 

-13% 

19,583 

-13% 

income  / (Loss)  Before  Taxes 

(94,572) 

217,318 

144% 

240,820 

-139% 

(85,089) 

11% 

. . LJ 

Provision  for  Income  Taxes  , 

— 

(3,499) 

- 

0% 

- 

0% 

_ 

0% 

Net  income  / (Loss)  / 

(91.073) 

217.318 

142% 

240,820 

-138% 

(85,089) 

7% 

-5% 

11% 

-16% 

11% 

-16% 

-5% 

0% 

/ 

Rever 

ue/Avg  Headcount  / 

142,431 

132,562 

140,980 

128,989 

f 

Nuits:  / 

l 

m 

(B) 

1 ■ 

(C) j 

havorable  Expense  Variances  to  Curr 
Unfavorable  Expense  Variances  to  Ci 

ent  Plan:  Personnel  Costs  $67k  (due  primarily  to  headcount) 

rrent  Plan:  Travel  $36k,  Legal  $20k, 

Marketing  $31  k (include*;  several  Oct  sponsorships-Nascio,  GIT  Rockin',  1105),  Accounting  $5k,  Bad  Debt  $10k  (to  increase  allowance 
Info  Costs  $6k  / 

R&D  includes  S 1 3k  in/abor  and  other  costs  for  products  under  development,  in  addition  to  the  costs  of  the  Development  Team 

Li. 

that  are  reported  directly  to  the  R&D  line. 
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YE/^-TO-DATE 

L 

Actual  ($) 

Prior  Yr.  ($) 

Change 
2007  / 2006 
<%) 

Original 
Plan  ($) 

Variance 

to 

Original 
Plan  (%) 

Current 
Plan  ($) 

Variance 

to 

Current 
Plan  (%) 

Reve 

iiie 

' 

— 

\ 

— 

— 

(Subscriptions 

16,919,714 

16,511,455 

2% 

1 7,894,889' 

-5% 

16,840,914 

0% 

(Software  Solutions 

103,354 

156,638 

-34% 

130,480 

\ -21% 

107.363 

-4% 

Consulting 

640,024 

643,273 

-1% 

853,147 

\25% 

622,374 

3% 

— 

' 

Events 

604,050 

706,667 

-15% 

1,083,000 

v% 

584.497 

3% 

T 

) Other 

130,214 

43,518 

199% 

40,000 

2^6% 

64,529 

102% 

otal  Net  Revenue 

18,397,356 

18,061,551 

2% 

20,001,515 

-8% 

18,219,677 

1% 

— 



Lost  or  bervices 

8,628,084 

7,196,371 

20% 

8,338,342 

3%  \ 

8,517,655 

1% 



Jjross  jncome  / (Loss) 

9,769,272 

10,865,180 

-10% 

11,663,173 

-16% 

\ 9,702,022 

1% 

11 

— 

53% 

60% 

-7% 

58% 

-5% 

T 53% 

0% 

Sales  & Marketing 

5,943,846 

6,428,111 

-8% 

6,956,300 

-15% 

1^,005,154 

-1% 

Research  & Development 

— 

1,460,076 

1,766,720 

-17% 

1,269,793 

15% 

1 ,436,145 

2% 

General  & Administrative 

rr  ~ ~ 

2,187,799 

1,933,607 

13% 

2,053,971 

7% 

2,100,934 

4% 

Total  Expenses 

18,219,805 

17,324,809 

5% 

18,618,406 

-2% 

18,059,888 

1 % 

EBITDA 

177,551 

736,742 

76% 

1,383,109 

-87% 

159,789'' 

11% 

— 

— 

1% 

4% 

-3% 

7% 

-6% 

1% 

V 0% 

Depreciation  & Amortization 

372,586 

489,073 

-24% 

504,042 

-26% 

391.210 

-5% 

upera 

r ~ 

1 _ 

ting  income  / (Loss) 

(195,035) 

247,669 

179% 

879,067 

-122% 

(231,421) 

-\6% 



juther  Kevenues  / (Expenses) 

202,600 

70,613 

187% 

195,830 

3% 

194,421 

4% 

Income  / (Loss)  Before  Taxes 

— 

7,565 

318,282 

98% 

1,074,897 

-99% 

(37,000) 

-12^o 

: •; 

Provision  for  Income  Taxes 

(3,499) 

_ 

0%T 



0% 

- 

0%  \ 

net  income  / (Loss) 

1 1 ,064 

318,282 

97% 

1.074,897 

-99% 

(37,000) 

-1 30%  \ 

— LJ 

0% 

2% 

-2% 

5% 

-5% 

0% 

0% 

LJ 

Reven 

ue/Avg  Headcount 

142,431  [ 

132,562 

140,980  j 

— 

128,989  1 

- 1 

_ [ 

nu  l tb: 

— 

(A) 

zn 

(B) 

havorable  Expense  Variances  to  Curr 
Bad  Debt  $18k  (favorable  collections^ 

3nt  Plan:  Personnel  $134k  (due  primarily  to  headcount), 

, Other  Prof  Svcs  $2 Ik 

expense  variances:  : ravel  V2k,  Legal  $50k,  Training  $58k  (primarily  timing,  due  to  sales  training), 

in 

tvems  uepi  <^osis  $ook  (aue  mainly  to  addn  al  pmts  to  ConnellyW 
Marketing  $47k,  Accounting  $10k,  Telecom/Web  Conf  $22krEmp 
Consulting  Revenue  thru  Oct  includes  $62. 7k  of  revenue  on  uncoi 

/ orks  for  S&L  Marketviews), 

<< 

(I 

o)! 

3)1 

oyee  Relations  $9k,  Misc  exp  $8k,  Info  Costs  $6k  j 
npleted  proiects  comouted  on  a Percentane  nf  r.nmnlotinn 

basis.  1st  halt  of  yr.  included  revenue  on  fully  completed  projects  only. 

R&D  includes  $207k  in  labor  and  other  costs  for  products  under  develoDment  in  addition  to  tha  rnctc  of  tha  rioudnnmont  Too™ 

r 

4 

that  are  reported  directly  to  the  R&D  line. 

— 

1 

L 

r 

L 

~r 

: J 

L 

— 

L 

L 

L 

— - — 
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INPUT  FINANCIAL  REPORT 
Orders  by  Line  of  Business  YTD 


11/6/2007 


G 


SUBSCRIPTIONS 

Renewal  Subs.  Base 


YEAR-TO-DATE 

Actual 

$(000) 

Prior  Yr. 
$(000) 

Change 

2007/2006 

(%) 

Original 
Plan  $(000) 

Variance  to 
Original 
Plan  (%) 

Current 
Plan  $(000) 

Variance  to 
Current 
Plan  (%) 

Renewal  Subscriptions 
New  Subscriptions 
Other 


Renewal  Rate 


SOFTWARE  SOL. 


Hosted  Base 


10,362 


5,828 


16,191 

68% 


Renewal  Hosted 


New  Hosted 


Implementation  & Other 


Renewal  Rate 


CONSULTING 


68 


14,567 


9,093 


6,268 

48_ 

15,409 


H — 


14% 


-7% 

-100% 


62% 


5% 

5% 


116 


41 


110 

64% 


523 

523 


E-COMMERCE 


80 

80 


29 

61 


13 

103 


25% 


658 

658 


134% 


-32% 


-100% 

6% 


15,268 


9,582 


9,986 


19,568 


63% 


106 


66 


8% 


15,268 


-42% 


10,733 


0% 


-17% 


5% 


6,713 


17,446 


70% 


92 


60 


39% 


-21% 

-21% 


126 


62% 


1,100 


1,100 


0% 


0% 


3% 


79 


-31% 


36 


0% 


-13% 


-37% 


114 

85% 


-3% 

-13% 


0% 


-7% 


-2% 


-13% 


16% 


0% 


-4% 

-23% 


-52% 


-52% 


630 


630 


0% 


0% 


EVENTS 


Attendance 


Sponsorship 


Market  Training 


TOTAL  SALES  ORDERS 


506 


130 


75 

711 


472 


472 


944 


7% 


-72% 

0% 


-25% 


359 


575 


279 


1,213 


41% 


-77% 


-73% 


-41% 


579 


96 


65 


-17% 


-17% 


1922% 


1922% 


-13% 


35% 


740 


15% 


-4% 
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Competitive  Won  Lost  Trend 


11/6/2007 


As  of  October  31,  2007 


Competitive  Won  Lost  - Rolling  13  Months 


$900,000 


$800,000 

$700,000 

$600,000 

« $500,000 

at 

■u 

6 $400,000 

</y 

$300,000 

$200,000 

$100,000 

$0 


Oct-06  Nov-06  Dec-06  Jan-07  Feb-07  Mar-07  Apr-07  May-07  Jun-07  Jul-07 

|~^^M$Won  L_ a $ Lost  — #Won  — H — # Lost  | 


Current  Month 

| Wins 

Competitors 

# 

Amount 

# 

Amount 

BidNet.com 

0 

$ 

0 

$ 

Carrolls 

0 

$ 

_ 

0 

$ 

Center  for  Digital  Government 

0 

$ 

0 

$ 

Centurion 

2 

$ 

25,800 

0 

$ 

CJIS 

0 

$ 

1 

$ 5,900 

E-Pipeline 

5 

$ 

50,500 

0 

$ 

Federal  Sources 

11 

$ 

171,920 

8 

$ 101.500 

Onvia 

2 

$ 

25,700 

2 

$ 

22.300 

Unknown 

0 

$ 

1 

$ 7,900 

Totals 

20 

$ 

273,920 

12 

$ 137,600 

Aug-07 


Sep-07 


70 
60 
50 
40 

300 

% 

20 

10 

0 


Oct-07 
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Competitive  Switches  Trend 
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As  of  October  31,  2007 


Competitive  Switch  Won  Lost  Trend 


$300,000  T 
$250,000 
$200,000 


Oct-06  Nov-06  Dec-06 


Jan-07  Feb-07 
MBS  Wop  EZ~ 


Apr-07  May-07  Jun-07 
— ■ — # Won  — K — # Lost 


Jul-07 


Aug-07  Sep-07  Oct-07 


Current  Month 

Wins 

Losses 

Competitors 

# 

Amount 

# 

Amount 

Centurion 

2 

$ 

25,800 

0 

$ 

CJIS 

0 

$ 

_ 

0 

$ 

E-Pipeline 

2 

$ 

14,800 

0 

$ 

Federal  Sources  - Federal 

2 

$ 

30,520 

0 

$ 

Onvia 

1 

$ 

14,800 

0 

$ 

Totals 

7 

i 

85,920 

0 

$ 
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INPUT  FINANCIAL  REPORT 
Product  Web  Usage 


Date  Printed:1 1/6/2007 


Federal  Products 

Opportunities 
Agency  Profiles 


184,089 


Vendor  Performance  Profiles 
Teaming  Profiles 
Labor  Pricing 
Task  Orders 
S&L  Products 
Opportunities 
Profiles 
Grants 

Vertical  Profiles 
Analysis  Products 
Federal  Industry  Analysis 
S&L  Industry  Analysis 
Federal  Information  Security 

Grand  Total 

# of  Page  Views  by  Members  (?) 
Usage  Per  Business  Day 

Web  Site  Uptime 


168,963 

15,047 

155,801 
16  545 

| 155 

.795 

155,868 

13,839 

4,623 

138,056 

12% 

172,703 

3.381 

2,952 

171 

3,113 

31  % 
91% 

16,586 

3,996 

12,245 

2.502 

10,933 

1 

896 

12,863 

10,980 

31% 

13,024 

2,710 

022 

1,831 

2,585 

38% 

2,358 

2,031 

2.616 

2,011 

2,054 

1,021 

37% 

2,224 
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INPUT  FINANCIAL  REPORT 
#Users  per  Product 


Date  Printed:  11/6/2007 


Monthly  # of  Users  Per  Product 


Product, 


Federal  Products 

Opportunities 

Agency  Profiles 

Vendor  Performance  Profiles 

Teaming  Profiles 

Labor  Pricing 

Task  Orders 

S&L  Products 

Opportunities 

Profiles 

Grants 

Vertical  Profiles 
Analysis  Products 
Federal  Industry  Analysis 
S&L  Industry  Analysis 


U 


Federal  Information  Security 


7.135  6.926 

1.185  1.632 

1.834 

1,768  1,424  1.471 

724  683  71 1 

2,178  2.161  2.153 

234  232  353 

236  240  243 

7,673  7.603 

7,241 

10% 

423  469 

2.476 

645 

2.033 

323 

200 

1.628  1.576 

1.543 

28% 

1.926  1.704 

194  204 

327  376 

1.539  2.567 

155  ' 258 

202  275 

2.381 

275 

262 

680  652 

2.125  2.187 

250  238 

231  257 

570 

1,924 

219 

212 

82% 
11% 
28%  " 
-25% 

984  958 

- | ;■  ....... ] 

J 

1 .378 

1.529  1.462 

1,409 

59% 

29  27 

12  23 

290 

23 

282  286  289 

14  15  16 

260 

310  285 

245 

25% 

28  41 

19 

16  30 

22 

-48% 

57  ' 76 

167  162 

68 

T~~~T t 

150 

105  121 

165 

264% 

111  88 
422  381 

154  287  149 

219  220  131  : 

23  8 23 

i 

277 

98 

35 

454  738 

353 

584% 

7 22 

i 1 1 

5 18 

— rr ~j 

9 

—4 

223  381 

32  17 

259 

10 

-67% 

771% 

7,828 

1,777 

771 

2,139 


249 

245 

1.564 

252 

15 

102 
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INPUT  FINANCIAL  REPORT 
Analysis  Deliverables 


11/6/2007 


Federal  Industry  Analysis  (PFMAP) 

t 

Industry  Report  Production 

Code 

Owner 

Da 

te 

Status 

Federal  IT  Market,  2007-2012 

PFMF7 

JS 

1 Planned 

04/30/07 

06/19/07 

Federal  IT  Outsourcing  Market,  2006-2011 

PFM01 

JS 

01/31/07 

02/06/07 

Released 

-J 

PFM10 

JS 

07/30/07 

09/17/07 

Health  IT  Market,  2007-2012 

PFM09 

JS 

07/30/07 

Federal  Telecommunications  Market , 2007-2012 

PFM06 

JS 

09/30/07 

! In  Progress/ 

Federal  Professional  Services  Market,  2007-2012 

| PFM07 

JS  I 11/30/07 

INPUT/Output  Production 

Owner 

1 Date 

INPUT  Output  #1 

JS 

Jan 

01/12/07 

.'02/02/07 

INPUT  Output  #2 

State  of  the  Union  Address  - IT  Implications 

JS 

Jan 

01/26/07 

-y 

01/25/07 

INPUT  Output  #3 

Federal  FY  2008  IT  Budget  Release 

JS 

Feb 

02/09/07 

02/08/07 

INPUT  Output  #4 

Joint  Funding  Resolution:  FY07  Agency  Funding 
Levels  Etched  in  Law 

JS 

Feb 

/ 

/ 

02/23/07 

02/16/07 

Released 

INPUT  Output  #5 

At-Risk  Projects:  OMB's  Watch  List 

JS 

Mar' 

03/16/07 

04/02/07 

INPUT  Output  #6 

Vistas  of  Opportunity:  Information  Technology 
Budget  Guidance  for  FY  2009 

JS 

Mar 

03/30/07 

07/19/07 

INPUT  Output  #7  Expectations6  "3",: 

y6S 

Apr 

04/20/07 

08/02/07 

INPUT  Output  #8  i Ahead"56  ArCh',eC,Ure  “ M°re  W0rk  and  Spendin9 

JS 

Apr 

04/30/07 

08/06/07 

INPUT  Output  #9 
INPUT  Output  #10 

UH5  tagle:  Working  Within  Homeland  Security's 
Dominant  Contract 

JS 

May 

05/15/07 

08/10/07 

Released 

Earned  Value  Management  - The  Feji^Drive  to 
Mandate  Value  for  its  IT  Dollar  / 

JS 

May 

05/31/07 

08/17/07 

INPUT  Output  #1 1 

Federal  Fourth  Quarter  Spendiptf  Spree:  Where  the 
Money  Is  and  How  to  Get  It / 

JS 

Jun 

06/12/07 

08/21/07 

INPUT  Output  #12 

Network  Centric  Solutiop^NETCENTS)  2 - Air 
Force's  Coming  BlocjrfJuster  is  Not  a Sequel 

JS 

Jun 

06/29/07 

10/04/07 

INPUT  Output  #13 

Performance  ftesed  Acquisition:  Being  Outcomes- 
based  in  a/ocess-bound  Environment 

JS 

Jul 

07/10/07 

10/10/07 

INPUT  Output  #14  y 

Fop^TO  Opportunities  in  the  Federal  IT  Market  for 
HJ08 

JS 

Jul 

07/31/07 

10/31/07 

Released 

INPUT  Output  #1 5 

small  Business  Set  Asides  for  2008 

JS 

Aug 

08/14/07 

10/31/07 

INPUT  Output  #16 

rhe  Federal  Human  Capital  Crisis  and  the 
mplications  for  IT 

JS 

Sept 

09/03/07 

1 

Progress 

INPUT  Output  #17 

Pv6  - As  Federal  D-day"  Approaches  What  is  the 
ikely  Battle  Plan? 

JS 

Oct 

10/31/07 

1 

/ 1 

>/  C 

INPUT  Output  #18 

itelligence  Community  Engineering  (ICE  2)  - Key 
onsiderations  in  the  Hot  Re-Compete 

JS 

Nov 

11/07/07 

Ir 

Progress 

INPUT  Out£uf#19 

v2— — ± 

Y 2008  Appropriations:  IT  Winners  and  Losers 

JS 

Dec 

12/14/07 

— 
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INPUT  FINANCIAL  REPORT  Date  Printed:1 1/6/2007 

Product  Development  Status 


Product  Name 

Phase 

% Complete 

Actual  / 
Projected 
Release  Date 

Description 

New  Products 

— 

*"  



1 

INPUT  Federal  Contacts  & Organization 
] Charts  Product  (Phase  2) 

Complete 

~ 100% 

To/15/2007 

L 

Develop  the  Federal  Contacts  & Organization  Chart  products 
that  can  be  sold  independantly  as  a subscription,  as  a part  of  a 
larger  package,  or  through  e-commerce.  Product  release  is 
October  1 5. 

Public  Sector  Sales  Automation  on 
Salesforce.com  Production 

Development 

10% 

12/17/2007 

Develop  a public  sector  sales  management  application  built  on 
Salesforce.com's  platform.  The  first  phase  is  complete.  Next 
phase  will  provide  build  out  and  ability  to  sell. 

Not  Started 

0% 

TBD 

Developing  business  plan  and  requirements  for  Health  IT 
Product  line.  Hired  new  Health  IT  manager  to  lead  this.  Expect 
to  release  first  product  in  2007. 

Product  Enhancement  Release  Schedule 

— 

— 

4 

Agency  Profiles  Enhancements 

Development 

50% 

11/30/2007 

tnhancements  to  the  Agency  Profiles  product  to  add  Budget 
Analysis  and  links  to  Exhibit  53  and  Exhibit  300s.  Also,  integrate 
government  program  assessments  from  ExpectMore.gov. 

5 

Development 

20% 

12/21/2008 

The  first  phase  of  the  Government  Community  entails 
establishing  an  automated  registration  system  for  provisioning 
access  to  INPUT  for  government  employees,  developing  a 
customized  view  of  INPUT  for  government  employees  and 
integrating  the  government  contacts  database  into  INPUT'S 
MPS  system. 

6 

[—*  _ | r-^  II,  r , — 

Koie  based  interface  and  Major  Usability 
Enhancements 

Specification 

5% 

TBD 

Implement  dashboards  and  tools  on  the  Web  site  for  various 
types  of  users.  Usage  patterns  and  information  needs  vary 
significantly  depending  on  the  role  of  the  individual  in  the 
company. 

E-commerce  Subscription  Management 

Specification 

0% 

TBD 

mplement  a tool  for  selling,  setting  up,  billing  and  managing 
subscriptions  sold  through  e-commerce  in  anticipation  of  selling 
S&L  Leads  and  Organization  Charts  through  e-commerce 
subscriptions. 

Internal  Development  Schedule 

8 

Sharepoint  2007  Implementation  - Corporate 
Content  Management 

Specification 

0% 

TBD 

mplement  a corporate  content  management  system  built  on  the  new 
Sharepoint  2007.  Conduct  research  with  staff  to  determine  highest 
Driorities. 
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INPUT  FINANCIAL  REPORT 
I Staffing 


Date  Printed:  11/7/2007 


✓ 


As  of  November  1,  2007 


\nUMBEROF  STAFF 



1/1/2007 

Actual 

Juty  Plan 

Oct  Hires 

Oct 

Terms 

Transfers 

Hires 

2007 

YTD 

Terms 

2007 

YTD 

SALES 

Executive  Management-  Sales 

1 

- 

\ 1 

- 

1 

- 

1 

Sales  Operations 

- 

5 

_\  5 

- 

- 

4 

1 

_ 

Sales 

Strategic 

6 

9 

Vi 

- 

- 

4 

- 

1 

Enterprise 

13 

13 

18 

2 

1 

5 

5 

10 

Small  Business 

23 

19 

26 

1 

1 

(4) 

9 

9 

IEP  Sales 

Subtotal 

- 

- 

A 

1 

1 

- 

1 

42 

41 

~~EV 

\ 3 

3 

6 

14 

21 

Advisors 

22 

22 

24 

\ 

1 

(4) 

8 

5 

Support 

7 

2 

6 

\ 

- 

(2) 

- 

3 

Subtotal 

29 

23 

29 

\ 

1 

(6) 

8 

8 

Marketing 

7 

3 

5 

\ 

1 

(3) 

1 

2 

Events 

2 

2 

2 

\ - 

- 

- 

- 

Subtotal 

9 

5 

7 

\ - 

1 

(3) 

1 

2 

Total  Sales 

80 

74 

93 

6 

2 

24 

32 

OPERATIONS 

— 

Executive  Mgmt-  Operations 

1 

1 

1 

- 

V 

- 

- 

- 

Subscriptions 

Federal  IT 

23 

26 

33 

- 

V 

(4) 

14 

7 

S&L  IT 

15 

17 

17 

- 

\ 1 

2 

5 

5 

Market  Analysis  & Exec  Program 

8 

6 

7 

- 

V 2 

2 

3 

7 

Subtotal 

45 

48 

56 

- 

\3 

- 

22 

19 

Research  & Development 

Software  Development 

12 

10 

10 

- 

(D 

- 

1 

Subtotal 

12 

10 

10 

- 

-\ 

(1) 

- 

1 

Consulting 

4 

3 

4 

- 

1 

\ (D 

1 

1 

Total  Operations 

62 

62 

71 

- 

4 

\ (2) 

23 

21 

CORPORATE/CENTRAL 

Executive  Management-  Corporate 

2 

1 

2 

- 

1 

- 

1 

(B) 

Finance,  HR  & Admin 

8 

11 

10 

- 

- 

\ 

5 

2 

IT/Internal  Development 

5 

5 

5 

- 

- 

- 

- 

15 

17 

17 

- 

1 

\ 

5 

3 

TOTAL 

157 

153 

181 

3 

11 

\ 

52 

56 

Voluntary 

25 

NOTES: 

(A)  Analysis  does  not  include  temporary  employees 

Involuntary 

31T 

(B)  Beginning  balance  reflects  removal  of  Pat  C from  headcount. 

- 
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Auditor  Comparison 


11/6/2007 


(1) 

(2) 

(3) 

(4) 

(5) 


site?1 SS “tot!  S P™r°fvr  h.a,e  ?"en  had  a non-'ocal  membor  o'  «»  oogagement  team,  and  the  lax 


return  is  completed  in  Richmond. 
KG  worked  at  Keller  Bruner. 
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Auditor  Comparison  Notes 


11/6/2007 


Finance  Team's  Recommendation  for  2008:  Retain  Deloitte  & Touche  as  Auditor  for  one  more  year 
Factors  in  favor  of  retaining  Deloitte: 

1 . Continuity  - keeping  Deloitte  will  help  to  mitigate  any  risks  that  may  arise  from  the  changes 
in  Finance  team  management  that  have  recently  occurred,  as  they  are  familiar  with  our 
operations  and  with  the  issues  that  we  have  had  in  the  past  from  an  accounting  perspective. 

2.  No  investment  in  transition  — to  change  auditors  would  require  several  days  worth  of  investment 
by  the  accounting  team  on  the  front  end;  may  be  difficult  to  pull  off  in  Q1  if  team  is  breaking  in 

a new  manager,  and  in  the  event  that  the  group  has  further  turnover  in  Q1 . 

3.  Quality  of  service  --  Board  should  feel  confident  that  Deloitte  is  providing  an  excellent  audit; 
they  certainly  invest  the  time  to  review  transactions  very  thoroughly. 

4.  Brand  name  - some  users  may  be  more  confident  in  the  quality  of  INPUT'S  financial 
information  when  it  is  reviewed  by  a "Big  4"  Firm. 

Factors  in  favor  of  dismissing  Deloitte: 

1 . Cost  - from  both  a fees  perspective  and  from  a drain  on  accounting's  time/resources 
perspective,  the  relationship  with  Deloitte  is  extremely  costly  relative  to  the  competition. 

Deloitte’s  time  estimates  to  complete  the  job  are  double  the  others’,  as  the  matrix  shows. 

2.  Approach  with  customers  our  size  --  it  is  clear  from  our  experience,  and  from  the  hours 
estimated  to  complete  the  engagement,  that  Deloitte  does  not  attempt  to  tailor  its  approach 
to  address  client-specific  factors/risks,  in  order  to  reduce  time  spent  on  the  engagement. 

3.  Staffing  issues  - Senior  on  the  job  was  removed  in  year  1 for  poor  performance;  Manager 
on  job  was  pulled  after  year  2 at  our  insistence;  Manager  in  year  3 was  good,  but  we've  been 
warned  that  she  might  not  be  back  next  year. 

4.  Interpretation  of  accounting  rules  - we  have  often  disagreed  with  the  angle  that  Deloitte  takes 
on  the  few  "accounting  issues"  that  we  have,  the  treatment  of  the  RBC  collateral  arrangement  & 
the  treatment  of  the  barter  transactions  being  two  examples.  They  seem  to  gravitate  toward  the 
"anti-client"  spectrum  of  gray  areas. 
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Printed:  November  7,  2007 


Vhat  Went  Right 
• Products/Sales 

o ^New  packaging  - moving  away  from  a la  carte  ) 

o Renewal  performance  - expecting  5%  above  plan 
o Moving  Enterprise  Renewals  to  Member  Services 
o Aligning  Member  Services  to  Type  of  Company 
o E-commerce  sales  of  industry  analysis 


• Team  Work  Across  the  Organization  (to  support  sales  and  memb 


• Training 

o Cornerstone  leadership  training 
o Value  Selling 

o Rolling  out  INPUT  Market  Fundamentals  Training 

• Quality  of  Events 

o Outsourcing  Event  Planning. 

*© — EeveragingTNPUT  research  foi  content — 


• Staffing 

o Getting  the  Right  People  on  the  Bus  and  the  Wrong  People  Off  the  Bus 


o Promoting  from  within  for  management  positions^ 


tasks-  leaving  no  room  for  strategic  thinking  or  actions. 


Turnover  irrkay  leadership  positions — lacking  depth  in  certain  areas 


Quality  of  IEP  research  l/ 


What  Went  Wrong 

• Lack  of  a “Main  ThiruTYFocus 


in  a constant  state  of  'crisis',  and  so  have  a lack  of  focus  and  are  mired  in 


o S&L  Ops  bundled  with  Fed  Complete  r~ 


o Going  totTar  on  enterprise  pricing 
• Not  Enough  New  Products 


o-^^rategy  in  2006  to  slow  new  product  development 
• R<  - 


• Lack  of  Leadership  in  Marketing  ^ 


• CompensationTTans  — 

• QufrnTahd  Territories  Not  Set  Well 


£ Ci 'Kbu'i  tQ  ^ - 

- 7. 


R What  Went  Right  103107  KMP.doc 


Page  I of  I 


Confidential  - INPUT 


* ' V 


«* 


7. 


9 
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Market 


( 


ca  - Index 


, ,/7/2007 


Worksheet 

Description 

Overall  Member  Satisfacation  - 1 

Overall  Member  Satisfaction  by  Quarter  for  2006  and  2007 

Overall  Member  Satisfacation  - I 

By  Type  of  Company 

Overall  Member  Satisfacation  - 3 

By  Size  of  Company 

Overall  Member  Satisfacation  - 4 

By  Usage 

Overall  Member  Satisfacation  - l 

By  Federal  vs.  S&L 

Market  Research 

2007  vs.  Selected  Historica 

Current  Market  Penetration 

Penetration  rates  of  identified  prospects 

Fedearl  IT  Market  Sizes 

Market  sizes  usinq  identified  prospects 

Federal  Non-IT  Market  Sizes 

Market  sizes  using  FPDS  company  count: 

R Market  Data  for  2008  Planning  -02-  110507  AAH.xls 


Page  1 of  10 


Confidential  - INPUT 


Overall  Member  Satisfaction  - 1 


11/7/2007 


Past  two  years  of  overall  member  satisfact 

ion  by  quarter 

Quarter 

Year 

Importance 

Satisfaction 

n 

Margin  of  Error 

Qk 

2006 

4.0 

3.9 

91 

0.2 

01 

2006 

4.0 

3.8 

162 

0.1 

01 

2006 

4.0 

4.0 

173 

0.1 

Q± 

2006 

4.0 

3.8 

176 

0.1 

01 

2007 

3.9 

3.9 

153 

0.2 

01 

2007 

3.9 

3.8 

103 

0.2 

* Survey  was  no 

performed  in  Q1  and  Q3  2007 

Overall  Importance  vs.  Satisfaction  by  Quarter 
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Overall  MemtA.  satisfaction  - 2 


.1/7/2007 


2007  Overall  Member  Satisfaction  by  Type  of  Company 


Primary  Organization  Type  - ordered  by  Satisfaction 
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Overall  Member  Satisfaction  - 3 


11/7/2007 


2007  Overall  Member  Satisfaction  by  Company  Size 


5 


Small  Business  Mid  Market  Enterprise  Strategic 


□ Importance 
■ Satisfaction 
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Overall  Mem  a Satisfaction  - 4 


1/7/2007 


2007  Overall  Member  Satisfaction  by  Usage 


O) 

c 

f 0 
O' 


□ Importance 
■ Satisfaction 


Usage  Band 

(total  hits  by  company  in  last  six  months) 
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Overall  Member  Satisfaction  - 5 


11/7/2007 


2007  Overall  Member  Satisfaction  by  Fed  vs.  S&L 


Federal  State  & Local  Both 

Subscription 

(sample  sizes: 

Federal  - 152 
S&L  - 3 
Both  - 97) 
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Market  .research 


1/7/2007 


Market  Research  - 2007  vs.  Selected  Historical 


5 

4 

O)  3 
c 

■ mmm 

ro 

* 2 

1 

0 


Federal 

Contacts 

(8/2007) 


Information 

Security 

(3/2007) 


Teaming 

(10/2004) 


Federal  Org 
Charts 
(8/2007) 


Capture 

Analysis 

(5/2007) 


Proposed  Solution  - ordered  by  Importance 


Resume  DB 
(7/2005) 


Task  Orders 
(4/2004) 


Labor  Rates 
(5/2004) 


Government 
Installations 
DB  (3/2005) 


Health  IT 
(3/2007) 
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Current  Market  Penetration 


11/7/2007 


Primary  Organization  Type 

Member 

Count 

%of 

Member 

Total 

Prospect 

Count 

%of 

Prospect 

Total 

Penetratration  rate:  % 
of  identified  prospects 
(Prospects  + Members) 
that  are  Members 

IT  - Other  IT  Services  Organizations 

182 

13% 

4,940 

33% 

4% 

IT  - Professional  Services 

662 

48% 

3,010 

20% 

18% 

IT  - Software  Products 

174 

13% 

1,445 

10% 

11% 

AEC  - Construction 

5 

0% 

1,003 

7% 

0% 

IT  - Consultants 

40 

3% 

953 

6% 

4% 

AEC  - Engineering  Services 

27 

2% 

570 

4% 

5% 

IT  - Computer  Eguipment 

44 

3% 

555 

4% 

7% 

IT  - Telecommunications  Services 

35 

3% 

447 

3% 

7% 

Other 

38 

3% 

392 

3% 

9% 

IT  - Other  (Including  Resellers) 

28 

2% 

368 

2% 

7% 

IT  - Systems  Integrators 

45 

3% 

303 

2% 

13% 

IT  - Telecommunications  Eguipment 

39 

3% 

299 

2% 

12% 

Other  - Financial  Services 

22 

2% 

165 

1% 

12% 

None  Selected 

1 

0% 

121 

1% 

1% 

AEC  - Architectural  Services 

1 

0% 

67 

0% 

1% 

Other  - Aerospace  and  Defense 

11 

1% 

44 

0% 

20% 

AEC  - Other 

1 

0% 

44 

0% 

2% 

Other  - Industry  Consultant 

11 

1% 

33 

0% 

25% 

Other  - Legal  Services 

2 

0% 

29 

0% 

6% 

R&D  - Other 

9 

1% 

21 

0% 

30% 

Information  Technology  Industry 

0 

0% 

12 

0% 

0% 

R&D  - Universities 

1 

0% 

10 

0% 

9% 

Other  - Biotechnology 

0 

0% 

8 

0% 

0% 

O&M  - Operations  & Maintenance 

0 

0% 

3 

0% 

0% 

AEC  Industry 

0 

0% 

2 

0% 

0% 

Total 

1378 

100% 

14,844 

100% 

8.5% 

|lT-only 

1249 

91% 

12,332 

83% 

10%| 

Source:  MPS  as  of  1 1/2007 
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Federal  > Market  Sizes 


V . 


Non-Information  Technology  Federal  Industry 

Market  Size 

Small  Business  ($M) 

Mid  Market  ($M) 

Total  ($M) 

IT  - Other  IT  Services  Organizations 

16.6 

2.7 

2.0 

21.3 

IT  - Professional  Services 

9.4 

2.2 

2.1 

13.6 

IT  - Software  Products 

4.6 

0.9 

1.2 

L 6.6 

IT  - Consultants 

3.5 

0.3 

0.2 

3.9 

IT  - Computer  Equipment 

1.4 

0.5 

1.0 

2.9 

IT  - Telecommunications  Services 

1.1 

0.5 

0.8 

2.4 

IT  - Other  (Including  Resellers) 

1.2 

0.2 

0.3 

1.7 

IT  - Telecommunications  Equipment 

0.8 

0.2 

0.6 

1.6 

IT  - Systems  Integrators 

0.9 

JL2 

0.3 

1.4 

Total 

39.4 

/ 7.7 

8.3 

55.4 

Sources:  MPS,  FPDS 

Assumptions: 

Market  size  = MPS  Prospect  Count  x INPUT  subscription 
pafckage  x Net  Contract  Value  per  package  per  tier  x 
INPUT  Realizable 


c 


1/7/2007 


INPUT  Realizable  = 50%  (current  market  penetration  rate 
is  10%) 
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Federal  Non-IT  Market  Sizes 


11/7/2007 


Market  Size 

Non-Information  Technology  Federal  Industry 

Small  Business  ($M) 

Mid  Market  ($M) 

Enterprise  ($M) 

Total  ($M) 

Architecture,  Engineering  and  Construction 

18.5 

3.7 

2.7 

24.9 

Health  Care/Medical 

17.4 

1.2 

0.9 

19.5 

Defense/Weapons/Aerospace 

13.3 

2.4 

1.6 

17.3 

Transportation 

9.9 

0.8 

0.8 

11.6 

Business  Services 

7.3 

0.6 

0.3 

8.2 

Operations  and  Maintenance 

4.0 

0.6 

0.7 

5.3 

Environmental/Natural  Resources 

5.0 

0.2 

0.0 

5.3 

Energy 

3.2 

0.2 

0.1 

3.5 

Utilities 

2.2 

0.3 

0.3 

2.8 

Science 

1.5 

0.2 

0.1 

1.7 

Education 

0.4 

0.1 

0.0 

0.5 

Social  Services 

0.3 

0.1 

0.0 

0.4 

Economic  Development 

0.3 

0.0 

0.1 

0.3 

Manufacturing 

0.1 

0.0 

0.0 

0.2 

Total 

$104.7 

$13.2 

$9.9 

$127.7 

Sources:  MPS,  FPDS  Assumptions: 

Market  size  = FPDS  company  count  x INPUT  subscription 
package  x Net  Contract  Value  per  package  per  tier  x 
INPUT  Realizable 


INPUT  Realizable  = 10% 
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Changes  from  2007 


11/7/2007 


Changes  to  2008  Price  List 

1.  Raised  SMB  Federal  IS  prices  5-7%. 

2.  Included  Org  Charts  in  Fed  Complete  and  raised  prices  5%. 

3.  Adjusted  slip  tier  pricing. 

4.  Added  3 new  bundles:  Fed  and  S&L  opps,  Fed  and  S&L  solution  and  Fed  and  S&L  Complete  (15%  discount  for  bundle.) 

5.  Implemented  flexible  packaging  at  mgmt  discretion. 

6.  Second  Strategic  Tier  pricing  added. 

7.  Strategic  Business  Unit  pricing  added. 

8.  Grandfathering  prices  to  include  a minimum  10%  increase,  with  goal  to  reach  current  list  prices. 
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IS  Current  Promos-as  of  Oct  07 


11/7/2007 


INFORMATION  SERVICES  - Promotions 

(1)  Competitive  Promotions  (no  end  date): 

Standard  Promotions:  As  a one  time  promotional  incentive  for  Companies  who  switch  to  INPUT  from  a competitive  Program  (FSI,  E-pipeline,  CDG)  prior  to  the  expiration  of  their  existing  contract, 
INPUT  offers  up  to  3 months  of  free  access  to  our  Programs  with  a 12  month  agreement  at  list  price.  The  number  of  months  of  free  access  is  designed  to  match  (not  exceed)  the  overlap  in  time  for 
the  Programs.  Fees  are  due  and  payable  by  subscription  start  date,  including  the  free  access  period. 

(2)  Early  Renewal  Upsell  Promotion  (no  end  date): 

As  a promotional  incentive  for  Companies  who  renew  up  to  two  (2)  months  prior  to  their  current  subscription  expiration,  INPUT  offers  up  to  two  (2)  months  of  free  access  for  any  New  Programs 
purchased  for  12  months  at  list  price.  The  number  of  months  of  free  access  is  intended  to  coincide  with  the  early  renewal  for  a period  not  to  exceed  two  (2)  months.  Only  Companies  who  renew  all 
existing  programs  are  eligible  to  receive  the  free  access  for  New  Programs.  Fees  are  due  and  payable  by  subscription  start  date,  including  the  free  access  period. 

(3)  18-month  for  12-month  pries  Competitive  Switch  Promo  (ends  12/31/07) 

As  a one  time  promotional  incentive  for  Companies  who  switch  to  INPUT  from  a competitive  Program  (FSI,  E-pipeline,  CDG),  INPUT  offers  up  to  18  months  of  access  to  our  Programs  with  a 12 
month  agreement  at  list  price.  Quota  credit  will  be  granted  at  the  sales  price  of  the  order.  Competitive  switch  must  be  noted  on  the  OIF  and  the  competitor  must  be  named  on  the  OIF  and  in  MPS 
18/12  is  available  for  all  competitive  take-aways. 

(4)  S&L  Verticals  Promo  (ends  12/31/07) 

Homeland  Security  and  Justice  & Public  Safety  will  be  offered  together  for  the  price  of  one.  This  offer  is  good  Jan  1 through  Dec  31 . 


(5)  Contacts  and  Org  Charts  Promo  (ends  12/31/07) 

Introductory  pricing  for  Contacts  and  Organization  charts  from  Sept  4 through  Dec  31  (see  Info  Services  Pricing  worksheet): 

• /-M i ' . . I _ 


|US  Federal  Contacts  and  Org  Charts 

Strategic 

Named 

Enterprise 

$>100M 

Mid  Market 
$20-1 00m 

Small  Business 
$<20m 

PFOCC  Enterprise  License  to  Contacts  and  Org  Charts 

14,500 

9,900 

6,900 

3,900 

PFNIT  Federal  Contacts 

5,500 

3,900 

2,900 

1,500 

PFORG  Federal  Organization  Charts 

12,500 

7,500 

4,500 

2,900 

(6)  Qualified  Take-Away  Sales  Promo  (ends  12/31/07) 

All  qualified  take-away  deals  will  receive  110%  performance  and  quota  credit.  This  is  for  orders  at  standard  prices  (NSO's  with  great  discounts  will  be  commissioned  at  100%).  Qualifying  competitors 
include  FSI,  ePipeline,  Centurion,  Onvia,  CDG,  and  CJIS.  Competitive  take-away  must  be  noted  on  the  OIF  and  the  competitor  must  be  named  on  OIF  and  in  MPS.  The  110%  incentive  will  not 
apply  to  18  for  12  deals  - the  CV  for  18  for  12  deal  is  already  calculated  on  a 12  month  term  basis 
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INFORMATION  SERVICES 


2007  - PRICES 


Level  # 

Level  - Revenue  Range 

Strategic 
Named  (1) 

Strategic 
Named  (2) 

r — ■ 

Enterprise 

$>100M 

Mid  Market 
$20-100m 

! Small  Business 
! $<20m 

US  Federal  Information  Services 



PFOIT  1 Federal  ODDortunities 

20,900 

15,900 

15,900 

11,900 

6 250 

PFSAS  [Federal  Sales  Solution 

48,500 

30,900 

24,500 

16,900 

9,500 

PFCOM  I Federal  ComDlete  includes  Ora  Charts 

79,900 

47,900 

35,500 

24,500 

12,500 

US  Federi 

il  Vertical  Solutions 



PFIIS 

Federal  Information  Security  Solution 

14,500 

11,500 

11,500 

7,500 

5 900 

PFIISO 

Federal  Information  Security  Solution  with  Federal  ODDortunities 

9,900 

US  Federal  Contacts  and  Organization  Charts 

Standard  F 

3ricina 



PFOCC 

Enterprise  License  to  Contacts  and  Orq  Charts 

15,900 

11,900 

11,900 

8,900 

4 500 

PFNIT 

Federal  Contacts 

6,900 

4,900 

4,900 

3,500 

1 900 

PFORG 

Federal  Organization  Charts 

13,900 

9,900 

9,900 

6.900 

3,500 

Promotion,. 

il  pricinp  from  Sept  4 to  Dec  31  is  listed  below 

PFOCC 

Entemrise  License  to  Contacts  and  Ora  Charts 

14,500 

9,900 

9,900 

6,900 

3 900 

PFNIT 

Federal  Contacts 

5,500 

3,900 

3,900 

2,900 

1,500 

PFORG 

Federal  Organization  Charts 

12,500 

7,500 

7.500 

4,500 

2 900 

Non  Subscription  Offerinqs 

ALL  LEVELS 

E-commerce  Download  - One  Organization  chart 

99 

E-commerce  Download  - Packaqe  of  Organization  charts 

200  - 500 

ySFederal  Analysis 

PFMAP  1 Federal  Industry  Analysis 

17,500  | 17,500  | 17,500|  17,500  1 17  500  1 

US  State  & Local  Information  Services 

PSOIT 

State  & Local  ODDortunities 

19,900 

13,900 

13,900 

10,500 

5,900 

PSSAS 

S&L  Sales  Solution 

26,900 

16,900 

16,900 

12,500 

7,900 

PSCOM 

S&L  Complete 

42,500 

21,900 

21,900 

15,900 

9,900 

Federal  and  State  & Local  ODDortunities 

34,680 

25,330 

25,330 

19,040 

10,325 

Fed  Sales  Solution  and  S&L  Sales  Solution 

64,090 

40,630 

35,190 

24,990 

14,790 

Fed  ComDlete  and  State  & Local  ComDlete 

100,640 

59,330 

48,790 

34,340 

20230 
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Level  # 

Level  - Revenue  Range 


S&L  Vertical  Solutions 


SSTSV 

Justice  & Public  Safety 

19,900 

1 1 ,900 

8,900 

5,900 

SSTSV 

Homeland  Security 

19,900 

1 1 ,900 

8,900 

5,900 

SSTSV 

Health  Care 

19,900 

1 1 ,900 

8,900 

5,900 

SSTSV 

Social  Services 

19,900 

1 1 ,900 

8,900 

5,900 

US  State  & Local  Analysis 

PSMAP 

State  & Local  Industry  Analysis 

14,500 

14,500 

14,500 

14,500 

US  Capture  Management  Software  - Terms  & Conditions:  (18, 19) 

EBSHO 

CMS  Enterprise  Application  Rental,  Maintenance  & Support 

14,900 

9,500 

6,900 

3,900 

US  Web  Services  - Terms  & Conditions:  (15, 16,  17. 19) 

EBWPF 

Web  Services  - Federal  Technology  Opportunities 

See  Terms  & Conditions  for  Usage  Limits 

EBWPS 

Web  Services  - State  & Local  Opportunities 

(All  Levels) 

Price  for  1st  Product  (either) 

4,900 

Price  for  each  additional  Opportunities  Product 

2,500 

EBWDG 

Web  Services  - INPUT  Connector  for  Deltek  Govwin 

EBWSF 

Web  Services  - INPUT  Connector  for  Salesforce.com 

Non-Subscription  Products  & Implementation  Services 

ALL  LEVELS 

PFDLE 

Comparative  Rate  Analysis  - Existinq  Analysis 

4,900 

INPUT/Outputs 

495 

MarketViews  (All) 

3,900 

1 ^Analysis  Reports 

3,900 

Plndustry  Forecasts 

4,900 

INPUT  EXECUTIVE  PROGRAM 

ALL  LEVELS 

PEX01 

INPUT  Executive  Program  - Strategic  Perspectives  (12) 

25,000 

PEX02 

INPUT  Executive  Program  - Technology  Services  Forum  (12) 

9,900 

European 

Information  Services 

Annual  Fees  In  $US  (VAT  does  not  need  to  be  charged  to  US  customers  of  UK  prodi 

EUTED 

European  OJEU  Tender  Notices 

Full  Subscription  US 

2,600 

2,600 

2,600 

2,600 

Per  Country  US 

900 

900 

900 

900 

Strategic 

Enterprise 

Mid  Market 

Small  Business 

Named 

$>100M 

$20-100m 

$<20m 
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Slip  tie 


( 


ce  points 


Proposed  Slip  Tier  Pricing 


Strategic  Enterprise  Mid-Market  Small  Business 

Slip  Tier  Price  Point Slip  Tier  Price  Point Slip  Tier  Price  Point 


— 

Federal  Opportunities 

20,900 

18,400 

15,900 

13,900 

11,900 

9.075 

6,250 

Federal  Sales  Solution 

48,500 

39,700 

24,500 

20,700 

16,900 

13,200 

9,500 

Federal  Complete  includes  Ora  Charts 

75,900 

55,700 

35,500 

30,000 

24,500 

18,500 

12,500 

Federal  Information  Security  Solution 

14,500 

13,000 

11,500 

9,500 

7,500 

6,700 

5 900 

Federal  Information  Security  Solution  with  Federal  Opportunities 

9,900 

Enterprise  License  to  Contacts  and  Ora  Charts 

15,900 

13,900 

11,900 

10,400 

8,900 

6,700 

4 500 

Federal  Contacts 

6,900 

5,900 

4,900 

4,200 

3,500 

2,700 

1,900 

Federal  Oraanization  Charts 

13,900 

11,900 

9,900 

8,400 

6,900 

5,200 

3,500 

Enterprise  License  to  Contacts  and  Ora  Charts 

14,500 

12,200 

9,900 

8,400 

6,900 

5,400 

3,900 

Federal  Contacts 

5,500 

4,700 

3,900 

3,400 

2,900 

2,200 

1,500 

Federal  Oraanization  Charts 

12,500 

10,000 

7,500 

6.000 

4,500 

3,700 

2 900 

ALL  LEVELS 

E-commerce  Download  - One  Organization  chart 

99 

E-commerce  Download  - Package  of  Organization  charts 

200  - 500 

Federal  Industry  Analysis 

17,500  | 17,500  | 17,500  I 17,500  I 17,500  | 17,500  1 17  500 

State  & Local  Opportunities 

19,900 

16,900 

13,900 

12,200 

10,500 

8,200 

5,900 

S&L  Sales  Solution 

26,900 

21,900 

16,900 

14,700 

12,500 

10,200 

7,900 

S&L  Complete 

42,500 

32,200 

21,900 

18,900 

15,900 

12,900 

9 900 

Total  Price  US  S&L  IS  Products 

68,000 

59,500 

51,000 

42,500 

34,000 

25,500 

17  000 

Federal  and  State  & Local  Opportunities 

30,000 

26,250 

22,500 

18,750 

15,000 

12,663 

10,325 
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BYOB  Pricing 


Build  Your  Own  Bundle  Pricina 


20.900 


6.000 


US  Federal  Information  Sarvices 

PFOIT  Federal  Opportunities 

Federal  Opportunities  Database 
Federal  Contacts  Directory 
FPDS  Contracts  Database 
FPDS  Vendor  Profiles 
Small  Business  Directory 
MyINPUT 

Add-On  Products  (Price  Per  Product) 

Federal  Agency  Profiles 
Teaming  & Company  Profiles 
Federal  Task  Orders 
Federal  Labor  Pricing 
Comparative  Rate  Analyses 
Federal  Organization  Charts 
Federal  Contacts  Database 

Federal  Industry  Reports  (Includes  Market  Forecasts  & I/Os) 

Federal  Industry  INPUT/Outputs  + Annual  Briefing  (travel  costs  reimbursed) 

Federal  Information  Security  Industry  Reports  (Includes  Market  Forecasts  & I/Os) 

Federal  Information  Security  Industry  INPUT/Outputs  + Annual  Briefing  (travel  costs  reimbursed) 
CMS  Enterprise  Application  Rental,  Maintenance  & Support  - Terms  & Conditions:  (18.  19) 

Total  Price  US  Federal  IS  Products  92.000 

US  State  & Local  Information  Services 

State  & LQcal.Qpppriunities  19.900 

S&L  Tracked  Opportunities 

S&L  Opportunity  Alerts 

S&L  Grants  Programs  & Awards 

INPUT  S&L  Contacts  Database 

MyINPUT 

S&L  Government  Profiles 

S&L  Teaming  & Company  Profiles 

S&L  Industry  Reports  (Includes  Market  Forecasts  & I/Os) 

S&L  Industry  INPUT/Outputs  + Annual  Briefing  (travel  costs  reimbursed) 

S&L  Justice  & Public  Safety  Vertical 
S&L  Homeland  Security  Vertical 
S&L  Health  Care  Vertical 
S&L  Social  Services  Vertical 
Total  Price  US  S&L  is  Products 
US  Federal  and  S&L  Information  Services 

Federal  and  State  & Local  Opportunities 
Combination  of  Components  Listed  Above) 

Add-On  Products  (Price  Per  Product) 

Individual  Components  Listed  in  Federal  & S&L  Add-Ons  Above 
Total  Price  US  Federal  and  S&L  IS  Products 
Non  Subscription  Offerings 

E-commerce  Download  - One  Organization  chart 
Industry  Reports  (Federal,  S&L.  Federal  Informatin  Security) 

Industry  Market  Forecast  Reports  (Federal.  S&L.  Federal  Informatin  Se- 

INPUT  EXECUTIVE  PROGRAM 

PEX01  INPUT  Executive  Program  - Strategic  Perspectives  (12) 

PEX02  INPUT  Executive  Program  - Technology  Services  Forum  (12) 


15.900 


3.250 


2.000 


46.000 


3.250 


2.000 


68.000 

51 .000 

34,000 

17.000 

30.000 

22.500 

15,000 

7.500 

6.000 

4.500 

3.000 

1,500 

150,000 

ALL  LEVELS 

50 

3,500 

5.000 

112,500 

75.000 

37.500 

ALL  LEVELS 

25,000 

9.900 

US  Web  Services  - Terms  & Conditions:  (15,  16,  17.  19) 

EBWPF  Web  Services  - Federal  Technology  Opportunities 
Web  Services  - State  & Local  Opportunities 
Price  for  1st  Product  (either) 

Price  for  each  additional  Opportunities  Product 
Web  Services  - INPUT  Connector  for  Deltek  Govwin 
Web  Services  - INPUT  Connector  for  Salesforce.com 


EBWPS 


EBWDG 

EBWSF 


See  Terms  & Conditions  for  Usage  Limits 
(All  Levels) 

4.900 

2.500 


European  Information  Services 
EUTED  European  OJEU  Tender  Notices 

Full  Subscription  US 
Per  Country  US 


Annual  Fees  In  $US  (VAT  does  not  need  to  be  charged  to  US  customers  of  UK  products) 
ALL  LEVELS 

2.600 

900 
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INFORMATION  SERVICES  - Terms  & Conditions 
Price  Level  Definitions: 

Strategic  1 Named  Strategic  1 accounts  include:  Microsoft,  CACI,  Lockheed  Martin,  Northrop  Grumman,  AT&T,  SAIC,  CSC,  Accenture, 

Strategic  2 All  remaining  Strategic  accounts  not  listed  in  Strategic  1 
Enterprise  US  Revenue  greater  than  $100  million. 

Mid  Market  US  Revenue  greater  than  $20  million  but  less  than  or  equal  to  $100  million 
Small  Business  US  Revenue  less  than  or  equal  to  $20  million 

Grandfathered  Pricing 

If  a member  pays  less  than  list  price,  a minimum  10%  price  increase  must  occur  every  year  until  the  member  reaches  the 

Price  Level  Reduction  Qualification 

Companies  with  revenue  in  the  product  market  area  (US  Federal  or  US  State  & Local  Revenue)  in  a lower  price  level  qualify  for  one  price  level  reduction  to  the 
Slip  tier  pricing  is  detailed  on  the  Slip  Tier  tab  of  this  price  list 

(1)  Standard  Subscription  Term: 

Subscriptions  are  for  a 12  month  period. 

(2)  Prorated  Subscription  Terms: 

Existing  members  can  add  new  subscription  Programs  on  a prorated  basis  so  the  new  subscription(s)'  expiration  coincides  with  their  existing  subscription(s) 

(3)  Two-Year  Subscription  Terms: 

Two-year  subscriptions  are  acceptable  on  the  following  conditions. 

1 . Full  Contract  Upfront  A 15%  discount  off  the  full  value  of  the  contract.  (10%  for  two  years  plus  5%  for  paying  upfront) 

2.  Each  Year  Paid  Separately  A 10%  discount  off  the  full  value  of  the  contract. 

We  recognize  such  a sale  as  two  separate  sales  for  revenue  and  commission  purposes.  (Year  1 = New  or  Renewal,  Year  2 = Renewal) 

(4)  Minimum  Order  Size  (for  Field  and  Inside  Sales): 

The  miniumum  total  order  size  is  $500.  This  requirement  will  typically  only  affect  State  Profiles  (1  State)  or  State  & Local  Opportunities  (States  with  9 or  fewer  opportunities) 

(5)  Standard  Payment  Terms: 

Subscription  fees  are  due  and  payable  by  subscription  start  date. 

(6)  Alternate  Payment  Terms: 

Companies  in  the  Mid  Market  and  Small  Business  pricing  levels  may  have  split  payment  options  based  upon  the  results  of  the  credit  check  - see  P-F  346  Credit  Check. 

(7)  INPUT  Guarantee:  (Only  for  New  Product  Subscription  Orders) 

INPUT  OFFERS  CUSTOMER  A NINETY  (90)  DAY  MONEY  BACK  GUARANTEE  SUBJECT  TO  THE  FOLLOWING  CONDITIONS:  (1)  CUSTOMER  COMPLETES  TRAINING 
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(8)  Training  & Analyst  Support: 

Unlimited  training  is  included  with  each  subscription  order. 

Analyst  Support  is  offered  to  members  who 

(12)  INPUT  Executive  Program  (IEP) 

1)  IEP  Subscription  is  for  one  Individual  Member 

(13)  S&L  Vertical  Profiles 

S&L  Vertical  Profiles  may  only  be  purchased  by 

(14)  Business  Development  Acceleration  Program 

The  price,  duration  and  number  of  seats  for  the  BUSINESS  DEVELOPMENT  ACCELERATION  PROGRAM 
is  composed  of  both  subscription  fees  and  consulting  fees. 

Component  prices  are  for  a standard  12  week  consulting  component  and  standard  new  account  12  month  subscription  fees. 

Any  particular  client  situation  may  vary. 

Refer  to  the  applicable  Consulting  Services  Agreement  for  actual  prices  or  obligations  in  the  instance  of  any  given  client. 

BUSINESS  DEVELOPMENT  ACCELERATION  PROGRAM  (CONSULTING  COMPONENT)  may  not  be  purchased 
without  collateral  subscriptions  (PFOIT,  PFVTM,  PFBIT). 

This  is  due  to  the  fact  that  the  consulting  engagement  requires  the  data  in  the  prerequisite  subscription  databases  for  research. 

If  the  client  licensed  the  prerequisite  subscriptions 

previously  or  separately,  the  client  may  purchase  the  CONSULTING  COMPONENT  for  a minimum  of  $1 5,000. 

(15)  Web  Services  - Licensing  Requriemenf 

Opportunities  Web  Service  products  require  the  member  to  subscribe  to  the  Enterprise  License  version  of  the  corresponding  Opportunities  database  product. 

(16)  Web  Services  - Daily  Limit 

Maximum  daily  records  retrieved  through  Web  Services  is  1 ,000  records. 

(17)  Web  Services  - Custom  Pricing 

Needs  above  the  daily  limit  require  custom  pricing,  see  SVP  Sales. 

(18)  CMS  Application  Rental,  Maintenance  & Support  Per  Seat  Fee: 

Subscription  fees  are  due  and  payable  by  subscription  start  date. 

(19)  CMS  and/or  Web  Services  Customization  Fees: 

Customization  of  the  product  itself  will  be  carried  out  for  an  additional  initial  fee  that  is  calculated  on  a Time  & Material  basis. 

Product  customization  will  also  carry  an  annual  maintenance  fee  to  be  estimated  and  agreed  prior  to  starting  customization. 

(20)  Strategic  Account  Consolidations  and  Mergers: 

In  cases  where  a Strategic  Account  acquires  or  consolidates  other  member  organizations,  and  those  organizations  are  treated  as  a single  buying  center, 
the  acquiring  member  will  be  required  to  pay  one  half  of  the  current  value  of  the  subscription  for  all 
companies  being  acquired  or  consolidated. 

This  also  applies  to  Strategic  member  organizations  wishing  to  add  new  business  units  or  buying  centers. 

These  organizations  may  be  priced  at  one  half  of  the  list  price. 

(21)  Custom  Bundle  (Build  your  own  bundle)  pricing 

In  rare  instances  the  standard  bundles  will  not  address  the  unique  requirements  of  a prospect. 

At  sales  managers'  discrcetion,  a base  price  plus  add-on  price  per  service  can  be  proposed.  See  management  for  pricing  detail. 
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Information  Services  Product  Components 

Federal  Opportunities  (PFOIT) 

Federal  Opportunities  Database 
INPUT  Federal  Contacts  Database 
FPDS  Contracts  Database 
MyINPUT 


S&L  Opportunities  (PSOIT) 

S&L  Tracked  Opportunities 
S&L  Opportunity  Alerts 
INPUT  S&L  Contacts  Database 
MyINPUT 


S&L  Vertical  Solutions 

Components  within  Vertical  Sold 
S&L  Tracked  Opportunities 
S&L  Opportunity  Alerts 

Vertical  Profiles+  Program/Application  Profiles 

S&L  MarketView 

S&L  Grants  Programs  & Awards 

INPUT/Outputs 

Universal  Components 

S&L  Government  Profiles 

S&L  Teaming  & Company  Profiles 

MyINPUT 

Federal  Industry  Analysis  (PFMAP) 

Annual  Industry  Forecast 
Market  Views 
INPUT/Outputs 

On-site  Briefing  (1/year)  - travel  costs  reimbursed 


Produ 


/ 


finitions 


c 
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Federal  Sales  Solution 

Federal  Opportunities  Components 
Plus 

Federal  Agency  Profiles 
Teaming  & Company  Profiles 
FPDS  Vendor  Profiles 
Small  Business  Directory 


S&L  Sales  Solution 

S&L  Opportunities 
Plus 

S&L  Government  Profiles 
S&L  Teaming  & Company  Profiles 


S&L  Geographic  Solution 

Components  within  Vertical  Sold 

S&L  Tracked  Opportunities 

S&L  Opportunity  Alerts 

S&L  Government  Profiles 

Universal  Components 

S&L  Teaming  & Company  Profiles 

MyINPUT 


S&L  Industry  Analysis  (PSMAP) 

Annual  Industry  Forecast 

MarketViews 

INPUT/Outputs 

On-site  Briefing  (1/year)  - travel  costs  reimbursed 


Federal  Complete 

Federal  Sales  Solution 
Plus 

Federal  INPUT/Outputs 
Federal  Task  Orders 
Federal  Labor  Pricing 
-Comparative  Rate  Analyses 
Federal  Organization  Charts 


S&L  Complete 

S&L  Sales  Solution 
Plus 

S&L  INPUT/Outputs 
S&L  Vertical  Profiles 
S&L  Grants 


Federal  Contacts 

Federal  Contacts  Database 

Federal  Organization  Charts 

Federal  Organization  Charts 

Federal  Organization  Charts  & Contacts  Directory 

Federal  Contacts  Directory 
Federal  Organization  Charts 


Federal  Information  Security  Solution  (PFIIS) 

Segment  & Account  Profiles 
Government  Contacts 
Annual  Industry  Forecast 
Issue  Analysis  Reports 
INPUT/Outputs 

On-site  Briefing  (1/year)  - travel  costs  reimbursed 
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Switch 


Yes 


Switched  To 

Actual  Price  $K 

% of  Price 

# of  Switches 

% of  Switches 

FSI 

$395,408 

80% 

29 

74% 

Centurion 

$34,200 

7% 

4 

10% 

Onvia 

$19,324 

4% 

2 

5% 

Unknown 

$9,000 

2% 

1 

3% 

FedBid 

$11,584 

2% 

1 

3% 

Carroll's 

$12,400 

3% 

1 

3% 

E-pipeline 

$10,500 

2% 

1 

3% 

Grand  Total 

$492,416 

100% 

39 

100% 

Common  Reasons: 

Centurion  1 . Comparable  service  for  less  money 

2.  Track  more  than  just  IT  opportunities 

FSI  1 . Get  everything  from  FSI  for  less  money 

2.  Like  the  responsiveness  of  CDE's  (proactive  & reactive  research) 
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Competitive  Report 

Competitor 

AUG 

SEP 

OCT 

NOV 

DEC 

Total 

% of  Total 

Bid  Radar 

1 

1 

1 

0.4% 

BidNet.com 

1 

1 

3 

1.2% 

Carrolls 

1 

1 

0.4% 

Center  for  Digital  Government 

1 

2 

3 

1.2% 

Centurion 

1 

3 

2 

1 

10 

17 

6.8% 

CJIS 

1 

1 

5 

1 

3 

10 

4.0%  | 

E-Pipeline 

4 

5 

3 

12 

13 

32 

12.9% 

Federal  Sources  - Federal 

14 

22 

21 

28 

48 

134 

53.8% 

Federal  Sources  - S&L 

2 

1 

3 

1.2% 

Gartner/Dataquest 

1 

1 

0.4% 

Onvia 

2 

4 

6 

9 

11 

28 

1 1 .2% 

Other  Unknown 

1 

2 

4 

8 

3.2% 

Grand  Total  1 

24 

35 

41 

56 

93 

249 

Note:  Number  of  accounts  INPUT  has  identified  using  the  competition 


Analysis 

Activity 

1 21 

35 

37 

93 

Lead 

11 

12 

12 

35 

Proposal 

4 

9 

4 

17 

Won 

2 

6 

3 

11  j 

Loss 

1 

4 

1 

6 I 

Still  Pursuing 

17 

18 

31 

66 

Not  Interested 

4 

7 

6 

17 
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2008  Product  Initiative  - a;sdfh;ahsf 

1 . Status  - what  has  been  done  since  Jupiter 


2.  Plan  fasthc-next  quarter  - 


ft}  Ye°^r 

a.  What  will  be  done  by  the  Board  meeting  in  January 


b.  What  will  be  done  by  the  Board  meeting  in  April 


3.  Brief  description  of  the  products/services 


a.  Who  are  the  buyers  and  how  many  of  them? 


b.  What  are  the  needs  addressed 


c.  What  is  it  we  will  provide? 


d.  How  will  it  be  sold  and  marketed?  fiLLCo  QrPfZof.. 
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Strategies  for  Growth:  Turning  $100K  Accounts  into  $250K  Accounts 


1.  IEP/Consulting 

a.  IEP  Expansion  and  Best  Practices 

b.  Marketing  Services 


2.  Identify  and  Sell  to  Multiple  Buying  Centers 

3.  Software 

a.  Sales  Automation/Acceleration  through  Content  Integration  and  Productivity  Tools? 

b.  Proposal  Platform 


4.  Expand  Beyond  IT 

5.  Embedded  Analyst  Support 

6.  Market  Training 

7.  Capture  Support 

8.  Vendor  Analysis  - Assess  Partners 

9.  Coverage  of: 

a.  Education  Market 

b.  Health  Market 

c.  International  Government  Market 
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Expansion  in  Small  Business 

1)  Non-IT  Opportunities  Growth 

2)  Marketing  Assistance  (Kim  Hayward) 
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DATE:  November  6,  2007 

SUBJECT : Selling  services  instead  of  products 

TOPIC:  OFFERING  CUSTOM,  AUTOMATED  SERVICES 

PREPARED:  Ryan  Lukehart 

Summary 

If  INPUT  is  to  continue  to  be  the  authority  on  government  business,  we  must  add  value  to  the 
underlying  data  we  capture  by  analyzing  it  and  then  giving  it  context,  perspective,  and  expert 
opinion.  INPUT  does  this  on  a broad  level,  attempting  to  appeal  to  the  largest  possible 
audience.  My  idea  is  to  build  content  from  the  bottom  up:  we  allow  our  members  to  define 
their  markets,  competitors,  segments,  influencers  and  benchmarks-  and  then  we  use  software 
to  automate  the  packaging  and  delivery  of  highly  relevant  information  for  the  member. 

Opportunity 

The  most  immediate  and  tangible  opportunity  for  INPUT  is  that  offering  custom  services  will 
allow  us  to  earn  much  more  revenue  per  member. 

We  make  this  idea  a reality  by  interviewing  the  member  to  gather  information  about  their 
interests,  core  competencies,  relationships,  competitors,  etc.  We  then  feed  these  parameters 
into  a software  system  and  a set  of  reports  is  generated.  These  reports  can  then  be  augmented 
with  additional  information  and  analysis  provided  by  an  INPUT  staff  member.  Final  delivery  is 
given  as  a set  of  documents,  reports,  dashboards,  and  access  to  appropriate  INPUT  systems. 

There  are  a number  of  factors  that  outline  why  this  idea  will  be  successful: 

• Efficiency.  Because  the  service  will  be  as  automated  as  possible,  we  will  be  able  to  deliver 
better  results  than  the  competition  in  less  time,  for  less  money. 

• Economies  of  Scope.  Once  a research  project  is  completed  for  a particular  company  in  a 
defined  market,  vertical,  etc.-  we  can  market  and  resell  the  work  that  has  been  done. 

• Renewable.  By  offering  a service  that  includes  delivery  within  a software  system,  we  can 
easily  update  the  deliverables  that  are  generated  from  the  service  engagement. 

• Linear  Growth  = Exponential  Value.  With  every  project  we  do,  we  improve  the  underlying 
base  of  information  that  we  can  draw  from  for  future  projects. 

• Dynamic.  The  deliverable  of  this  service  will  be  able  to  be  interacted  with  and  potentially 
updated  by  our  members. 

I think  that  there  is  also  a great  opportunity  for  this  idea  to  help  change  the  image  of  INPUT 
from  a product  company  to  a service  company.  Consulting  can  be  hard  to  market  because  it  is 
so  open-ended:  "we  can  do  whatever  you  need  as  long  as  your  request  is  within  these 
parameters".  In  contrast,  the  deliverable  for  this  idea  would  be  easy  to  define  and  the  value 
could  be  more  easily  quantified. 
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DATE:  November  7,  2007 

SUBJECT:  Open  web  strategy  (aka  Project  Cape  Town) 

TOPIC:  EXPOSE  INPUT  CONTENT  TO  THE  WORLD 

PREPARED:  Ashlea  Higgs 

1.  Summary 

Vision:  INPUT  content  + public  search  engines  = corporate  objectives 


Gist:  Open  up  selected  INPUT  content  (and  context)  from  behind  logins  and  have  it  be  found  in 
the  major  search  engines.  At  the  same  time,  execute  new  sales  and  marketing  methods  for  lead 
generation  and  revenue  transactions. 

Detail:  We  have  untapped  potential  to  be  where  our  current  and  new  markets  start  their 
information  search  - on  the  open  web  at  major  search  engines.  Today,  INPUT  prospects  and 
members  search  for  information  on  the  web  and  they  don't  find  INPUT.  One-third1  of  current 
INPUT  members  search  the  web  hourly  and  daily  for  specific  market  information  on  contract 
numbers,  program  names,  and  RFP  numbers,  topics  on  which  we  have  the  best  content  and  the 
solution  to  their  pain.  Over  70%  of  members  search  weekly  or  more  often. 

I am  not  proposing  a SEO  or  SEM  project,  although  those  activities  will  be  required.  I propose  a 
reorientation  to  blended  revenue  streams  and  many  new  points  of  information  and  service 
delivery.  The  open  web  strategy  is  a key  component  of  the  Community  Expansion  Roadmap,  but  is 
also  much  larger  in  scope  and  impact  than  just  growing  our  community.  Let's  release  our  content 
to  where  people  can  find  it  and  capture  profits  everywhere  we  turn. 

2.  Opportunity 

2-1  -Lead  generation:  hyper-targeted  leads  — self-identified  prospect  with  immediate  and 
specific  information  need 

22  Revenue  generation:  ad-supported  content  and  e-commerce  transactions 
2 3 Member  satisfaction:  INPUT  Members  find  the  information  they  are  looking  for,  with 
greater  penetration  into  Member  organizations  as  new  users  find  INPUT 
2 4 Sajgs  and  marketing  expenses:  lower  costs,  greater  returns  on  investment 
2 5 Grow  the  community:  reach  the  buy-side  and  expand  all  audiences  from  tens  of 
thousands  to  hundreds  of  thousands 

2,6  The  unknown:  exposing  our  content  to  a global  audience  creates  an  opportunity  for  the 
unexpected 


1 INPUT  Member  Poll,  July  2007,  n = 130 
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3.  Specific  Areas  for  Comment 

3.1.  How  it  happens: 

• 1.  Member/prospect  uses  search  engine  to  find  information  related  to  government 
market 

• 2.  Member/prospect  finds  highly-relevant  INPUT  content  in  organic  results  and  goes  to 
our  ad-supported,  non-login-required  content 

• 3.  Member/  prospect  sees  the  initial  result  and  related  content  on  INPUT  site 

• 4.  User  exposed  to  INPUT  and  advertising 

• 5.  User  becomes  prospect  with  light  registration  to  access  certain  documents. 

• 6.  User  becomes  prospect  and  new  e-commerce  revenue  with  purchase  of  documents. 

• 7.  Members  granted  immediate  access  to  content,  removing  artificial  barriers 


4.  Observations 

4.1.  What  is  released  from  behind  logins? 

To  decide  on  what  is  "free"  we  have  to  have  clarity  about  what  constitutes  INPUT'S  value 
proposition  and  competitive  advantage.  What  are  Members  really  signing  on  and  paying  for? 
What,  if  exposed,  would  help  the  competition  but  serves  other  goals  which  outweigh 
competitive  concerns?  What,  if  not  exposed,  prevents  us  from  reaching  huge  revenue 
potential? 

Possible  "free"  content: 

1.  FPDS  spending 

2.  Grants  awards  (what  comes  from  grants.gov) 

3.  FBO enhanced 

4.  Blogs 

5.  FOIA  library  (some  or  all) 

6.  Solicitation  documents,  strategic  plans,  etc. 

7.  Summary  findings  from  surveys,  polls,  and  analysis 

8.  Lite  versions  of  company/vendor  profiles 

9.  Lists  - most-viewed  content  - Opps,  Vendor  Profiles,  Agency  Profiles 

10.  Samples  of  subscription  content  - like  one  org  chart 

11.  Article  tracking 

12.  Small  number  of  bid  notifications  (receive  X number  of  bids  per  criteria  for  a limited 
geographic  region) 

13.  sample  Labor  Rate  analysis  and  data;  all  the  data  for  one  common  (or  obscure)  labor 
category  like  "Program  Manager" 

14.  Industry  averages  for  labor  categories 

15.  Exhibit  53  wiki 

16.  Exhibits  300 

17.  TEDS 

18.  CMS  lite 

19.  Contacts  - a list  of  current  federal  and  state  CIOs  with  bios 

20.  Industry  event  calendar 

21.  Best  practices,  market  education 
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Beyond  releasing  free  content  as-is,  existing  technology  creates  teaser  content  which  the 
search  engines  can  index  but  doesn't  show  the  user  all  of  the  intellectual  property. 
Marketresearch.com  and  other  publishers  employ  such  methods. 

4.2.  Assumptions: 

• INPUT  Members  do  not  always  come  to  INPUT  when  looking  for  government 
technology  information 

• INPUT  Members  come  to  INPUT  but  do  not  always  find  the  information  they 
need 

• Members  and  prospects  use  major  search  engines  to  find  government  market 
information 

• Much  of  the  desired  content  is  not  available  to,  or  not  easily  found  in,  major 
search  engines. 

• INPUT  needs  more  targeted,  self-identified  prospects 

• INPUT  needs  new  revenue  streams 

• Login-protected  content  can  be  presented  externally  while  assuaging 
intellectual  property  concerns 

• INPUT  needs  to  reduce  Sales  & Marketing  costs 
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HedgeFund  Product 
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2008/2009  Hedge  Fund  Product 

Current  Solution: 


Proposed  Solution: 


Company  XYZ  Prediction 


□ Revenue 


2005  2006  2007  2008  2009  2010 

Fiscal  Year 


Year  Revenue 

2005  $150,000 

2006  $200,000 

2007  $250,000 

2008  $275,000 

2009  $350,000 

2010  $400,000 
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2008/2009  Hedge  Fund  Product 

^ 1 ) Build  a product  that  is  trend-based 

a)  Product  should  be  focused  at  the  non-government  savvy  user  to  relate  to  multiple  markets 


2)  Product  should  differentiate  stable  revenue,  at-risk  revenue,  and  projections 

a)  Utilize  contract  type  and  Opportunities  data  to  project  revenues  and  classify  as  stable  or  at-risk 

3)  Develop  forecasting/prediction  methodology  by  leveraging  expertise  across  company 

a)  Predicting  revenues/contract  wins  with  high  accuracy  adds  new  dimension  to  market  leadership 

Final  Result: 


A product  that  is  forward-looking  that  can  help  an  investment  firm,  systems  integrator,  small  or  large  government  contractor 

quickly  determine  the  future  health  of  an  organization  so  they  can  make  faster,  well-informed  investment  and  partnering  decisions. 
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2008-2010  Plan 
Income  Statement  Notes 


NOTES: 


XAi 


(B) 


JC) 


2006  includes  General  Bonuses  with  dept  Personnel  costs;  2007-2010  bonus  assumption  is  presented  before  EBITDA 

oenera  bonus  eve  S as  a % nf  haco  calarioe  fr»r  onno  on-m.  _ a rn/  » i J-Tw  r-N • — . — _ — : — 


JD) 


M 


.^Actual  &2007  Nov  Plan  numbers  for  "Other  Expense"  for  Cost  of  Sales,  Sales  & Mktq,  and  R&D  do  NOT  include  an  allocation 
of_G&A,  as  G&A  was^otjaNocated  in  the  2008-2010  Plan  “ i — 


2007  Nov  Plan  numbers  reflect  current  projections 


— , r , , ------ uunua  assumption  is  presentea  before  tail  [ 

Genera!  bonus  levels  as  a % of  base  salaries  for  2008  - 201 0:  Staff  = 1 .5%,  Mgrs  = 5%,  Directors  1 0%._Execs-5O% 
See_New  Product  Orders  sheet  for  timing  of  new  product  introductions 

.^aloC  A — — - - - - - - : I I _ _ a a ■ 7 


bee  New  Product  Orders^sheet^for_timing  of  jiew  product  introductions  / — ~ ' 

S|les  & Marketing  Personnel  expense  includes  outsourced  sales  force  cost  estimate  o<25%  of  Orq  Charts  and  Leads  orders  sold 
Annual  salary  escalation  of  4%  over  prior  year  levels  has  been  included  in  the  Plan  ^ r — — 

RpnPtA/al  Pa  to  nn  Px/ir-tir-,^  . nnnn  -rr\  — - - . _ — 


— — * — — | J II  ICIUVJCU  HI  UIP  r I 

Kenewal  Rate  on  Existing  Products:  2008  = 70.7%,  2009  = 72.5%,  2010  = 74% 
See  New  Product  Orders  sheet  for  detail  of  New  Product  renewal  rate  assumntinns 

Anmiol  Drnrlu/sflwlii.  A — . _ i. : r n i : : — 


— new  nuuuu  lenewdi  idle  assumptions 

Annual  Productivity  Assumption  for  New  Sales  account  managers:  2008  = $314k/experienced  rep,  $156k  for  1st  12  mn 
TOr  new  hires.  5 h compounded  productivity  improvements  are  applied  in  Jan  2009  and  Jan  2010 

Other  Reveniifis/rFynpnQoc'l  arc  nrimoriiw  „ — — — 


— i r 

Other  Revenues/fExpenses)  are  primarily  interest  income 
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2008-2010  Plan 
New  Product  Order*; 


11/6/2007 


. Health  IT — 

S&L  Leads 

Total  New  Orders 

Renewal  Orders 

- 


Health 


Renewal  rate  - Health  IT  & Org  Charts 


New  Orders 


Fed  + S&L  Org  Charts/Contacts 


65% 


$ 160,711 


160,711 


65% 


$ 802,000 
-500,000 


337,500 


1,639,500 


Fed  + S&L  Org  Charts/Contacts 


S&L  Leads 


Total  Renewal  Ore 


Total  Orders 


ers 


Fed  + S&L  Org  Charts/Contacts 


Health  fT 


S&L  Leads^ 

Grand  Total  Orders 


NOTES: 


(A)  Timing  of  new  product  introductions: 


160,711 


0 

160,711 


70% 


$ 1,054,213 


1,350,000 


1,676,524 


4,080,736 


104,462 
— -Q- 


50% 

74% 


$ 1,206,547 


*17822, 5U0 


4,658,453 


7,687,500 


634,524 


0 


104,462 


906,462 


“500^00- 


337,500 
$ 1 ,743,962 


-&5e^ocr 


168,750 


1,153,274 


1,249,665 


*1725^000’ 


922,637 


3,430,301 


1,688,736 
1.1 ,700,000- 


1,845,274 


5,234,010 


Fed  Org  Charts:  1st  release  Oct  2007,  additiona 


S&L  Leads:  April  2008 


2,456,21  f 


080, 500 


5,581,090 


$ 11,117,801 


Jan  2008 
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2008-2010  Plan 
Orders  Plan 


11/6/2007 
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2008-2010  Plan 
Balance  Sheet 


Date  Printed:  11/6(2007 


2007 

2008 

2009 

2010 

Dec 

Dec 

Dec 

Dec 

Assets 

Cl 

rrent  Assets 

Cash  and  Cash  Equivalents 

$ 5,042,674 

$ 7,217,124 

$ 11,711,110 

$ 19,751,032 

Accounts  Receivable,  net 

4,870,563 

5,515,981 

6,899,496 

8,890,388 

Deferred  Commission  Expense 

979,622 

1,021,491 

1,269,753 

1,505,867 

Other  Current  Assets 

251,864 

251,864 

251,864 

251,864 

lo 

tal  Current  Assets 

11,144,723 

14,006,460 

20,132,222 

30,399,151 

Fl> 

red  Assets 

Fixed  Assets 

2,629,135 

3,682,536 

4,535,936 

5,389,336 

Less  Depreciation  & Amort. 

(2,204,704) 

(2,624,704) 

(3,057,304) 

(3,502,882) 

Net  Fixed  Assets 

424,431 

1,057,832 

1,478,632 

1,886,454 

i 

ot 

her  Assets 

Promissory  Notes 

142,253 

142,253 

142,253 

142,253 

Other 

94,554 

29,554 

29,554 

29,554 

To 

tal  A 

ssets 

$ 11,805,961 

$ 15,236,099 

$ 21,782,661 

$ 32,457,412 

1 

Liabilities 

i i 

cu 

rrent  Liabilities 

Accounts  Payable 

169,043 

311,836 

356,518 

439,252 

Accrued  Guaranteed  Bonus 

101,875 

116,500 

129,500 

142,500 

Accrued  General  Bonus 

264,286 

632,043 

693,616 

758,261 

Accrued  Commissions 

139,652 

199,237 

228,432 

275,207 

Accrued  Miscellaneous 

179,500 

188,475 

197,899 

207,794 

Other  Accrued  Liabilities 

308,983 

322,643 

349,643 

376,643 

Accrued  Interest 

834 

500 

500 

500 

Capital  lease,  Current 

28,903 

12,460 

. 

Deferred  Revenue  (Net  of  Unbilled) 

12,585,877 

15,337,333 

19,865,033 

26,601,942 

l otal  Current  Liabilities 

13,778,953 

17,121,028 

21,821,141 

28,802,099 

-11 

NO 

n-Current  Liabilities 

Deferred  Rent 

- 

766,324 

774,181 

730,631 

Other  Long  Term  Liabilities 

- 

- 

_ 

l otal  Liabilities 

- 

766,324 

774,181 

730,631 

Sh. 

areholders'  Equity 

Common  Stock  & APIC 

97,730 

137,730 

178,930 

221,366 

Treasury  Stock 

(209,388) 

(209,388) 

(209,388) 

(209,388) 

Currency  Gain  (Loss) 

(262) 

(262) 

(262) 

(262 

Retained  Earnings  - Accumulated 

(1,441,484) 

(1,861,072) 

(2,579,332) 

(781,941) 

Retained  Earnings  - Current  Year 

(419,588) 

(718,260) 

1,797,391 

3,694,907 

i otai  bnareholders  Equity 

(1,972,992) 

(2,651,252) 

(812,661) 

2,924,682 

I otal  Liab  & Shareholders'  Equity 

$ 11,805,961  1 

$ 15,236,099 

$ 21,782,661 

$ 32,457,412 

NOTES: 

|(A)  |The  minimum  cash  balance  proie 

cted  for  2008  is  3 

5.4M,  in  January 

— 

— 
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20(f  J10  Plan 
Cash  Flow 


Date  Print! 


1 1/6/2007 
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© 


Dati*  J:  11/6/2007 


2 


0^  10  Plan 
oidffing 


1 

NUMBER  OF  STAFF 

2008 

2009 

2010 

1/1/2007 

Actual  as  of 
Nov  1 2007 

Dec 

Dec 

Dec 

SALES 

Exec  Mgmt  Sales 

1 

2.0 

2.C 

2.C 

2.0 

Sales  Support 

- 

6.0 

10.C 

11.0 

13.0 

Leads 

3.C 

8.0 

10.0 

New  Business  Sales 

Sales  Managers 

4 

3.0 

4.C 

4.0 

4.0 

Strategic 

2 

2.0 

1.0 

2.0 

3.0 

Account  Mqr 

31 

29.0 

32.0 

33.0 

41.0 

T IEP 

1 

- 

1.0 

1.0 

1.0 

Subtotal 

38 

34.0 

38.0 

40.0 

49.0 

Member  Services 

Exec  Mgmt  MS 

- 

1.0 

1.0 

1.0 

1.0 

Mbr  Svcs  Managers 

2 

2.5 

3.0 

3.0 

3.0 

^Strategic  Advisors 

4 

4.0 

5.0 

5.0 

5.0 

Advisors 

20 

18.0 

22.0 

26.0 

30.0 

FOIA 

7 

1.5 

3.8 

3.8 

3.8 

Subtotal 

33 

27.0 

34.8 

38.8 

42.8 

Marketing 

7 

3.0 

6.5 

8.5 

9.5 

Events 

2 

2.0 

2.5 

2.5 

2.5 

Subtotal 

9 

5.0 

9.0 

11.0 

12.0 

Total  Sales 

80 

74.0 

96.8 

110.8 

128.8 

OPE 

RATIONS 

Exec  Mgmt  Operations 

1 

1.0 

1.0 

i.oj 

1.0 

Subscriptions 

Federal  IT 

23 

25.5 

28.5 

30.5 

32.5 

S&L  IT 

15 

16.5 

18.5 

22.5 

23.5 

Health  IT 

- 

- 

5.0 

7.0 

7.0 

Org  Charts 

- 

- 

2.0 

3.0 

3.0 

S&L  Leads 

- 

- 

1.0 

2.0 

3.0 

Mkt  Analysis  & Exec  Pgrm 

8 

6.0 

10.0 

16.0 

18.0 

Subtotal 

46 

48.0 

65.0 

81.0 

87.0 

Research  & Development 

Software  Development 

12 

10.0 

13.0 

15.0 

16.0 

Subtotal 

12 

10.0 

13.0 

15.0 

16.0 

Consulting 

4 

3.0 

4.0 

7.0 

8.0 

Total  Operations 

62 

62.0 

83.0 

104.0 

112.0 

COR 

PORATE/CENTRAL 

Exec  Mgmt  Corp 

2 

1.0 

1.0 

1.0 

1.0 

Finance,  HR,  & Admin 

8 

11.0 

13.5 

15.5 

16.5 

IT/Internal  Development 

5 

5.0 

5.0 

6.0 

6.0 

15 

17.0 

19.5 

22.5 

23.5 

TOTAL 

157 

153.0 

199.3 

237.3 

264.3 
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Strategic  Plan  2008-2010 
Risks  and  Responses 

Market  Risks 


Recession  impacts  member  spending 
Slowed  growth  of  IT  (Fed  and  S&L) 

Increased  M&A  activity  as  we  emerge  from  recession 
Continuing  resolutions  delay  spending 

small  companies  go  out  of  business 
larger  companies  abandon  the  market 

Competitive  Risks 

Non-traditional  competitors  entering  the  market 
Search  companies 
Govt  themselves 

Traditional  players  very  aggressive  with  price,  just  as  we  raise  ours 


Operational  Risks 
Slow  Recruitment 

Marketing  Department  needs  reconstitution 

Org  charts,  leads  need  direct  marketing  machine 
Outsourced  Partner  Management 
Key  roles  empty  too  long 

No  formal  succession  planning 
Morale  level 


R 2008  2010  Risks  and  Responses  110707  MBC.xls 


■■sponses 


Print 


1/7/2007 


INPUT  Response 

Opportunity  to  respond  with  pricing  relief,  in  return  for  a longer  term 

Opportunity  for  consulting  and  analysis  as  sales  leads,  as  companies  re-evaluate  strategies 

Business  Unit  pricing  allows  us  to  preserve  CV 

Diligence  needed  with  credit  checks,  receivables 


INPUT  Response 

Redouble  our  commitment  to  software  product  sales;  invest  appropriate  in  app  dev  staff 
Must  document,  monitor  market  pressures  and  prepare  to  act  if  necessary 

INPUT  Response 

Support  staff  needed  to  accelerte  process 
Leadership  position  must  be  filled  ASAP;  staff  rebuilt 

Executive  leadersip  needed  to  select  and  manage  outsourced  content  and  sales  partners 
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( 


s Plan 


1 1/6/2007 


f 


Sales  - New  IS  Business 

Average  Performance 
(B)  % growth  in  avg  performance/productivity 

Avg  # of  Sales  Reps 
Strategic 
Account  Mgrs 
IEP 
Leads 

Total 

T otal  w/o  Leads 


New  Sales  = Avg  Perf.  x Avg  Non-Lead  Reps: 
Member  Services  Upsell: 
Total  New  Sales  (Not  Incl.  Org  Charts  & Leads) 
Org  Charts  & Leads  Sales 
Total  New  Sales 
% growth  in  new  sales 


Renewal  IS  Sales: 

Renewal  Rate 
Sales  = Rate  X base 

PLAN  IS  SALES 

% growth  in  total  IS  sales 


2007  Current  (A) 

2008 

2009 

2010 

($000s) 

$ 220  $ 

257  $ 

284 

$ 

285 

17% 

10% 

0% 

2.0 

1.0 

2.0 

3.0 

30.5 

32.5 

34.6 

38.6 

1.0 

1.0 

1.0 

1.0 

- 

2.8 

5.0 

19.5 

33.5 

37.3 

42.6 

52.1 

34.5 

37.6 

42.6 

$ 

8,880  $ 

10,668 

$ 

12,129 

C }$ 

1,210  $ 

1,496 

$ 

1,770 

$_ 

$ 


7,758 

161 


7,919  $ 


13,632  $ 


10,090 

1,140 


12,164 

2,731 


$ 

$ 


11,229  $ 
43% 

fe,o 

70.7% 
15,236  $ 


14,895 

36% 


72.1% 
19,076  $ 


21,551  $ 26,465  $ 33,971  $ 


23% 


13,899 
1-5,8651 — t 


19,764 
40% 

72.7% 

24,695 


28% 


44,459 

31% 


"V 


£ . CcT^n  untie 
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PLAN  IS  SALES  BY  TEAM 

New  Business: 

Strategic 


(C)  Account  Managers 

IEP  Sales 
Member  Services 
Outsourced  sales  force 


2,731 


2007  Current  (A) 

2008 

2009 

2010 

($000s) 

n 

800 

1,003 

1,400 

7,766 

9.335 

10,383 

<^314 

330 

346  J 

1*210. 

- 1.496 

T7770 

5,8657 


Subtotal 

11,229 

14,895 

19,764 

Renewals: 

(D)  Strategic 

Member  Services 

4,428 

10,808 

4,287 

14,789 

4,338 

20,357 

Subtotal 

15,236 

19,076 

24,695 

Total  IS  Sales 

$ 

26,465  $ 

33,971  $ 

44,459 

7 


NOTE:  (A):  2007  Current  reflects  current  projection.  2007  sales  headcount  is  projected. 

NOTE  (B).  Productivity  growth  reflects  the  mix  of  new  & experienced  salespeople  in  addition  to  the  5% 
compound  growth  in  each  individual's  performance.  Also,  the  calculation  does  not  include  Org  Charts/Leads 
sales,  as  these  are  planned  to  be  generated  by  a 3rd-party  sales  force. 

NOTE  (C):  Includes  100%  of  Health  IT  sales 

2008  2009  2010 

NOTE  (D):  Strategic  Renewal  Rate:  82.0%  82.0%  82.0% 
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7/2007 


Staffi 


analysis 


2008  Staffing  Requirements  Analysis 

Jan  Feb  Mar  Apr  May  June  July  Aug  Sept  Oct  Nov  Dec  Total 


Renewals 


Expiring  in 

99 

114 

118 

73 

88 

118 

74 

102 

107 

129 

136 

186 

1344 

At  66%  Renewal  Rate 

65 

75 

78 

48 

58 

78 

49 

67 

71 

85 

90 

123 

New  Accounts  in  2008 

44 

55 

53 

34.5 

34.5 

40 

39 

39 

37 

37 

47 

71 

S’*  I 

Total  Accounts 

109 

130 

131 

83 

93 

118 

88 

106 

108 

122 

137 

194 

1418 

T 

2 new  Member  Advisors 

**  67  Accounts  per  Member  Advisor  end  of  2007 
**  64  Accounts  per  Member  Advisor  end  of  2008 


( 


HS-’ 
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Systems  Initiatives 


11/7/2007 


2008  Systems/Productivity  Initiatives 

1)  Member  Advisor  Certification  Process 

2)  Knowledge  Base/CRM  Tool 
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Upsell  Potential 


11/7/2007 


Upsell  Potential 

Current  Subscription  Information 
% members  upsold 


25% 


Small  Business 


Opps  to  Solution 

$215,312.50 

Opps  to  Complete 

$414,062.50 

Mid-Market 

Opps  to  Solution 

$38,750.00 

Opps  to  Complete 

$97,650.00 

Enterprise 

Opps  to  Solution 

$ 49,450.00 

Opps  to  Complete 

$112,700.00 

$927,925.00 

$282,075.00 

Total  Upsell 

$1,210,000.00 

By  Count 

Opps 

Sales  Solution 

Complete 

Small  Business 

265 

228 

335 

Small  Business  (Exception) 

40 

27 

56 

Mid-Market 

31 

33 

49 

Mid-Market  (Exception) 

32 

41 

26 

Enterprise 

23 

22 

32 

Average  Price 

Opps 

Sales  Solution 

Complete 

Small  Business 

$5,997.92 

$8,647.18 

$11,010.04 

Small  Business  (Exception) 

$8,644.40 

$12,207.15 

$14,344.26 

Mid-Market 

$10,458.40 

$14,373.56 

$16,776.03 

Mid-Market  (Exception) 

$12,120.66 

$16,215.19 

$24,558.25 

Enterprise 

$11,467.26 

$ 18,299.27 

$28,161.95 

List  Price 

Opps 

Sales  Solution 

Complete 

Small  Business 

$6,250.00 

$9,500.00 

$12,500.00 

Small  Business  (Exception) 

$9,075.00 

$13,200.00 

$18,500.00 

Mid-Market 

$11,900.00 

$16,900.00 

$24,500.00 

Mid-Market  (Exception) 

$13,900.00 

$20,700.00 

$30,000.00 

Enterprise 

$15,900.00 

$ 24,500.00 

$35,500.00 
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Produd  ty  Model 


| 7/2007 


Productivity  Improvement  Calculation 

Assumptions: 

Assumed  Renewal  Rate  66% 

Average  New  Business  Quota  8% 


MS  Managemei 

Senior  Member  Advisors 

Fiona  Wass 
Sue  Grothoff 
Corinne  Jacques 
Brian  Kent 


2008  CV 

$ 15,010,612 


2008  Quota 

$ 9,907,003.94 


16,566 
91 1 
960,729 
1,060,529 


Katie  Carney 

$ 

916,702 

Kristen  Cohen  $ 

Member  Advisors  (full  quota) 

837,078 

Nick  Pontius 

$ 

754,548 

Andy  Caster 

$ 

776,335 

Jennifer  Hulvey 

$ 

837,978 

Rokas  Reipa  $ 

Member  Advisors  (half  quota) 

683,925 

Jennifer  Strand 

$ 

674,770 

Kate  Tayloe 

$ 

703,512 

Cathy  Roma 

$ 

613,080 

Ali  Omer 

$ 

717,543 

Alexa  Tsui 

$ 

304,271 

Susan  Harris 

$ 

729,734 

Stacey  O'Flaherty 

$ 

667,496 

Alissa  Bittner 

$ 

489,622 

MA  #1 

$ 

664,998 

MA  #2 

$ 

789,553 

Total 

$ 

45,031,836 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 

$ 


604,933.78 
601,683.49 
^634,081.02 
1949.42 
60E,  ^2 

552,471 


498,001.62 

512,380.98 

553,065.76 

451,390.40 


445,348.11 

464,317.99 

404,632.77 

473,578.35 

200,818.76 

481,624.31 

440,547.67 

323,150.63 

438,898.91 

521,105.24 


2008 

Sal+lncent 

ive 

$ 320,080 


72,200 

89,630 

85,649 

87,133 

73,240 

78,482 


2007 

Productivity 

(Current) 

17.94 


2008 

Productivity 

Factor 

34.70 


69,160 
61 ,880 
57,720 
70,200 
65,000 
75,400 
80,600 
61,360 


07-08 

Improvement 

16.77 


6.11 

1.98 

1.65 

2.78 

2.59 

2.02 


\0L 


94.32 


172.12 


77.80 
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Plan  Summary 


11/7/2007 


Key  Objectives  / 

1.  Increase  rep  productivity  by  17%,  from  $220K/rep  to  $257/rep. 

2.  Increase  competitive  win  backs  by  15%  • / 

3.  Control  employee  attrition  to  <25%  annual  (current  model) 

4.  Total  new  business  target  $1 1 ,229;  Renewal  target  $1 5,238  / 

5.  Remove  redundancy  in  the  Strategic  organization  through  specialization  and  reorganization 

6.  Strategic  New  Business:  $200K  in  win-back;  $600K  in  upseW.  Member  Advisors  carry  quota  for  upsell. 

7.  Strategic  Renewals:  2007  plan  77%.  2008  plan  83%. 

Key  Initiatives  / 

1.  Vertical  solution  selling  — / 

2.  University  intake  hiring  / 

3 Channel  programs  for  volume  / 

4.  Outsourced  sales  force  for  low-end  products  (org  charts,  leads) 

Required  Resources  / 

1.  Training  budget  flat  from  2007,  $l250/per  SR. 

2.  Travel  budget  flat,  $5K/field  ipfS 

3.  Cornerstone  consulting  estimates  need  to  be  confirmed 

4.  $10K  for  University  Intake'expenses  (participation  fees,  T&E) 

Key  Assumptions  / 

1.  Retention  remain#  under  control,  allowing  for  $314K+  productivity 

2.  Pricing  changes/are  supported  by  market;  FSI  strategy  of  renew  at  any  cost  seen  as  threat 

3.  Final  outsourced  model  fees  = +/-  25%  of  sales 
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Financial  Plan 


11/7/2007 


C 


Sales/New  IS  Business 

1 Average  Performance 

(B)  % growth  in  avg  performance/productivity 

\ Avg  # of  Sales  Reps 

\ Strategic 

\ Account  Mgrs 

\ IEP 

Leads 

$ 

220 

2.0 

30.5 

1.0 

$ 

257 

17% 

1.0 

32.5 

1.0 

2.8 

$ 

284 

10% 

2.0 

34.6 

1.0 

5.0 

$ 

285 

0% 

3.0 
38.6 

1.0 
9.5 

Total 

33.5 

37.3 

42.6 

52.1 

Total  w/o  Leads 

34.5 

37.6 

42.6 

New  Sales  = Avg  Perf.  x Avg  Non-Lead  Reps: 

$ 

8,880 

$ 

10,668 

$ 

12,129 

Member  Services  Upsell: 

$ 

1,210 

$ 

1,496 

$ 

1,770 

Total  New  Sales  (Not  Incl.  Org  Charts  & Leads) 

$ 

7,758 

$ 

10,090 

$ 

12,164 

$ 

13,899 

Org  Charts  & Leads  Sales 

$ 

161 

$ 

1,140 

$ 

2,731 

$ 

5,865 

Total  New  Sales 

$ 

7,919 

$ 

11,229 

$ 

14,895 

$ 

19,764 

% growth  in  new  sales 

43% 

36% 

40% 

Renewal  IS  Sales: 

Renewal  Rate 

70.7% 

72.1% 

72.7% 

Sales  = Rate  X base 

$ 

13,632 

$ 

15,236 

$ 

19,076 

$ 

24,695 

PLAN  IS  SALES 

$ 

21,551 

$ 

26,465 

$ 

33,971 

$ 

44,459 

% growth  in  total  IS  sales 

23% 

28% 

31% 

PLAN  IS  SALES  BY  TEAM 

New  Business: 

Strategic 

800 

1,003 

1,400 

(C)  Account  Managers 

7,766 

9,335 

10,383 

IEP  Sales 

314 

330 

346 

Member  Services 

1,210 

1,496 

1,770 

Outsourced  sales  force 

1,140 

2,731 

5,865 

Subtotal 

11,229 

14,895 

19,764 

Renewals: 

(D)  Strategic 

4,428 

4,287 

4,338 

Member  Services 

10,808 

14,789 

20,357 

Subtotal 

15,236 

19,076 

24,695 

Total  IS  Sales 

$ 

26,465 

$ 

33,971 

$ 

44,459 

2007  Current  (A) 

2008 

2009 

2010 

($000s) 

NOTE  (A):  2007  Current  reflects  current  projection.  2007  sales  headcount  is  projected. 

NOTE  (B):  Productivity  growth  reflects  the  mix  of  new  & experienced  salespeople  in  addition  to  the  5% 
compound  growth  in  each  individual's  performance.  Also,  the  calculation  does  not  include  Org  Charts/Leads 
sales,  as  these  are  planned  to  be  generated  by  a 3rd-party  sales  force. 

NOTE  (C):  Includes  100%  of  Health  IT  sales 

2008  2009  2010 

NOTE  (D):  Strategic  Renewal  Rate:  82.0%  82.0%  82.0% 
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Prospects  by  Type,  Size 


1 1/7/2007 


Enterprise 


SMB 


Enterprise 


iPrimarv  Ora  TvDe 

$20M  to  $100M 

< $20M 

> $100M 

Grand  Total  1 

(information  Technology  Industry 

6 

6 

\7 

12 

IT  - Computer  Equipment 

87 

364 

T04 

555 

IT  - Consultants 

45 

891 

/ 17 

953 

IT  - Other  (Including  Resellers) 

37 

303 

/ 28 

368 

IT  - Other  IT  Services  Organizations 

465 

4,265 

/ 210 

4,940 

IT  - Professional  Services 

378 

2,416/ 

216 

3,010 

IT  - Software  Products 

150 

1,172 

123 

1,445 

IT  - Systems  Integrators 

32 

/238 

33 

303 

IT  - Telecommunications  Equipment 

43 

/ 197 

59 

299 

IT  - Telecommunications  Services 

80 

/ 281 

86 

447 

IT  - Total 

1,323  / 10,133 

876 

12,332 

z 

IPrimarv  Orq  Type 

$20M  to  $100M 

< $20M 

> $100M 

Grand  Total 

None  Selected 

/ 24 

81 

16 

121 

O&M  - Operations  & Maintenance  Services 

/ 

3 

3 

Other 

/ 68 

249 

75 

392 

Other  - Aerospace  and  Defense 

/ 12 

21 

11 

44 

Other  - Biotechnology 

/ 1 

4 

3 

8 

Other  - Financial  Services  , 

/ 27 

75 

63 

165 

Other  - Industry  Consultant  / 

1 

28 

4 

33 

Other  - Legal  Services  / 

7 

13 

9 

29 

R&D  - Other  / 

5 

7 

9 

21 

R&D  - Universities  / 

2 

5 

3 

10 

Other  - Total 

147 

486 

193 

826 

z 
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es  by  Type 
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Fruited:  November  7,  2007 


Our  annual  ranking  of  the  top  distributors  is  based  on  their  worldwide  wholesale-only  revenue  from  IT 
computer  products  that  move  through  the  channel,  excluding  end-user  direct  sales.  / 

16  Rank 

Company 

(click  name  for  details) 

Location 

1 

Ingram  Micro 

Santa  Ana,  Catif. 

2 

Tech  Data 

Clearwater;  Fla. 

3 

Synnex 

Fremont,  Calif. 

4 

Avnet 

Tempe,  Ariz. 

5 

Bell  Microproducts 

Sdn  Jose,  Calif. 

6 

Arrow  Electronics  / 

Melville,  N.Y. 

7 

Westcon  Group  / 

Tarrytown,  NY 

8 

GE’s  Access  Distribution  / 

Westminster,  Colo. 

9 

eSvs  Distribution  / 

Chino,  Calif. 

10 

Briehtpoint  / 

Plainfield,  Ind. 

11 

Azertv  / 

Orchard  Park,  N.Y. 

12 

D&H  Distributing  / 

Harrisburg,  Penn. 

13 

ScanSource  / 

Greenville,  s.C. 

14 

Ma  Laboratories  / 

San  Jose,  Calif. 

15 

Agilvsvs  / 

Mayfield  Heights,  Ohio 

' 

ASI  / 

Fremont,  Calif. 

Si 

SED  International 

Tucker,  Ga. 

18 

The  Douglas  Stewart  Company 

Madison,  Wis. 

19 

Alternative  Technology 

Englewood,  Colo. 

20 

TSR  Silicon  Resources 

New  York,  N.Y. 

21 

Electrograph  Systems 

Hauppauge,  N.Y. 

22 

Info  X 

Randolph,  N.J. 

23 

Max  Group 

City  of  Industry,  Calif. 

24  / 

Tallard  Technologies 

Miami,  Fla. 

25  / 

Evertek 

Oceanside,  Calif. 

Six  Distributors  To  Watch 

_ / 

Nor-Tech 

Burnsville,  MN 

_ / 

Promark  Technology 

Annapolis  Junction,  Md. 

Interlink  Communication  Systems 

Clearwater,  Fla. 

Interwork  Technologies 

Ottawa,  Ont. 

Eastern  Data 

Norcross,  Ga. 

- 

Coast  Solutions  Group 

Irvine,  Calif. 
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Fed  IS-Plan  Summary 


11/7/2007 


HMJOfT 


access  information  on  government  buying 


Key  Objectives: 

INPUT  as  the  indispensable  “first : 

Mature  vendor  and  government  c^mfhunity 
Open  web  strategy  - expose  rpefe  content  to  external  search  engines 
Broaden  and  increase  poyverof  our  search  capabilities 
Increase  INPUT  stickipess  into  member  workflow 
Attract  members  apdusers  outside  of  our  traditional  base 
Expanding  our  coverage  of  the  government  marketplace  - beyond  technology 
Deeper  analysis  - more  than  just  the  facts 
Improving  operational  efficiencies 
Near>«noring,  off  shoring  efforts 

OjzJanizing  operations  around  concept  of  functional  teams  (data,  low-level  analysis,  high  level  analysis  etc.) 
•feeding  a single  solution  instead  of  individual  products 

Initiatives  jor  2008 . 

l-Vu  V w 

^Advisory  Groups  (Large  Businesses,  Small  Businesses,  Teaming,  Government  Users/Information  Sources 

Informs 


Expand  beyond  IT  — pH*  ttAiffr  % 

~o-  Pcteotially  build *out  oxioting  Professional  Ccrvicoc  typo  Opportunities 


O ti 

? 


Increased  tracking  of  the  Task  Order  market  (pre  solicitation)  through  agency  relationships  - — 
Expanding  relationship  with  SPi  for  routine  tasks  to  improve  cost  effectiveness  J^6»0  f-uuJU.  ^ . 
Analysis 

• Agency  profile  dynamic  account  profiles 


o In  useable  format  (powerpoint)  . U>t+^KJ 

o Customizable  . — . 

■jAnalyticsJor  INPUT  - Empower  mpmhprg.tn  r-ua-analytine  nn  INPI  IT  rintruhases 
Additonal  Analysis 

o More  proactive  pushing  of  results  (2  short  subject  proactives  a month  on  a variety  of  topics) 
o INPUT/OUTPUTS  from  Senior  Analysts  (2  a quarter) 
o Agency/high  profile  opportunity  webinars  (1  a quarter  w/  current  staff) 

o Focus  on  complex  member  requests  (and  reduce  2,500+  hotlines  handled  a year  by  Fed  Opps) 

Personalization  y 

Guided  search,  MyINPUT  Dashboard  — 

Community  ? 

• Qpeg-Web  Strateqv4n  draw  visitors  to  sitp  hased  nn  thp  relevence  of  INPUT  content  in  their  search  of  Google, 

C Implement  Government  Community  — U Wvrv) 

Expand  Uscr-Qcnorated-Geateiit  v_  Vj  > l-Vo-cO? 


Workflow 

• .Expand  integration  w/  CRMs  (Salesforce,  Deltek,  etc.)  and  Outlook 
INPUT  toolbar  for'TE  "and  FirefoxTH  uTka/  ( y+oo  . 

Sales  Triggers  on  News 
•*»»  CMS  for  Oaleafuiuu.bom  und  MS  CRM"1 


7 ? 
— US  t+TX/  - • 
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FedlS-Financial  Summary 


2007 

2008 

% Change 

red  Complete 

7,918,961 

9,149,172 

16% 

Fed  Sales  Solution 

3,842,925 

4,304,076 

12% 

Federal  Opportunities 

5,429,922 

6,081,513 

12% 

Total 

17,191,808 

19,534,760 

14% 

Expenses 

Staffing  Costs 

2,889,663 

Other  Resource  Expenses 

224,800 

Total  Direct  Expenses 

3,114,463 

Contribution  Margin  ($)  16,420,298 

Contribution  Margin  (%)  84% 


K0( 
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SL  Plan  Summary 


Key  Objectives: 

* Achieve  25%  growth  inXV  (2007  vs.  2008)  in  S&L  Product  Line 

* eve  $10  million^flstate  & Local  CV  by  2010 

* >^5fiiieve  produol^tne  profitability  by  year  end 


Key  Initiatives  for  2008: 

Information 

* Launch  State  & Local  Leads  product  to  target  Onvia's  business 
^Expand  coverage  of  Opportunity  Alerts  beyoncTTT  ~ 

* Launch  State  & Local  Contacts  and  Org  Charts  product 

Analysis 

L-ActlWftlu  p-jrtiripntp.  in  NGA  to  better  al'Qn  gnalyeic...iA;ith 
J,4fU:lllrin  mtfwhpr  nf-blng-antripc  ac  ctaff  poi-fni-map^  measure. 

*^Vntc  dnJ  adll  Via  dlebtlOliic  uuinmeree  analysis  reports  to  yuveminent  cominumfy 
Personalization 


Co  l-l/fr 

Ct  as  JUS*.  • 


t Enhance  MRS-to-fnrther  indirate  areas  of  State  ft  I oral  Interest  (not  just  homeland  occwity.-tout  ReaHD) 

* Guided  search,  MyINPUT  Dashboard,  expand  Ajax  usage  for  usability 
Community 

* Implement  an  ad-supported  government  community  ^ 2*o*\ . 

* Write  analysis  targeted  to  government 
^Associate  memhpmhjp  *7 
Workflow 

* Salesforce.com  application  integration 

* Dynamic  account  plan  templates  in  Powerpoint  W **] 

* INPUT  Toolbar  for  IE  and  Firefox  1 

* ImplementSales  triggers  on  news 

R.  _ red  Resources  antUifvestments: 

* hoadcmint  for  existing  products  flat  ■)  ? 

* Outsource  prodpetfon  of  contacts  anTTorg’charts V|  OCM^  U)VW>^ 

* Add  one  pepscfn  every  6 months  to  bids  outsourcing  due  to  increased  volume  of  bids  to  be  processed  " 
-A^FraVel^vent  registration,  and  association  membership  costs  remain  the  same  (plus  NGA  membership) 

* StaffTfaining  budget  based  on  $1,250  per  person 


Key  Assumptions: 

* End  2007  with  $2.72  million 

* 66%  renewal  rate  for  all  S&L  offerings  except  Leads 
**50%  renewal  rate  for  S&L  Leads 

* Pricing  for  new  products  (used  mid-market  price  as  averaqe): 

- $2,000  Leads 

- $8,900  Contacts  & Org  Chargs 

- $3,500  Contacts 

- $6,900  Contacts 


$■  M OmPfai iv*i 
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SL  Financial  Summary 


11/7/2007 


Existing  Products 

2007 

2008 

% Change 

State  & Local  Complete 

911,965 

995,777 

State  & Local  Sales  Solution 

479,020 

545,363 

State  & Local  Opportunities 

1,148,203 

1,236,332 

State  & Local  Vertical  Solutions 

136,856 

352,956 

Total 

2,676,043 

3,130,428 

17% 

New  Products 

State  & Local  Leads 

- 

290,000 

State  & Local  Org  Charts/Contacts 

Total 

“ 

399.800 

689.800 

Total  S&L  IS 

Expenses 

Staffing  Costs 

Other  Resource  Expenses 

Total  Direct  Expenses 

Contribution  Margin  ($) 
Contribution  Margin  (%) 

2,676,043 

3,820,228 

1,464,375 

534,007 

1,998,382 

1,821,846 

48% 

43% 

IkJiti  PCVfc' 

K vl 

fate  1*1) 
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IEP  Plan  Summary 


11/7/2007 


Key  Objectives: 

* Establish  IEP  as  the  premier  peer  group  program  for  the  government  industry 

* Deliver  high  quality,  high  impact  IEP  research  and  events. 

* Grow  IEP  contract  value  by  a factor  of30X  over  three  years  while  growing  gross  margin  to  ove 

Grow  contract  value  from  approxirpbtely  $100,000  to  over  $3,000,000 
Key  metrics  for  growth  include;/ 

Average  CV  or  revenue  perTnembership 
Total  number  of  member  companies 

Participation  penetration  - number  of  members  per  member  company 
Achieve  renewafrate  of  over  75%  over  three  years 


Key  Initiatives  for  2008 
Information 

0 .Continue  delivery  nf  high-quality  rpsoarrh  to-c^ntinnp  improving  memh01'  gatisfaction  and  renewaj 
J evflrage  .solid-delivery  of  high  quality  research  and  neWTenthusiastic  members~To~'build  momenturrTin 

Analysis 

Offer  one  new  BD  analytical  tools  (similar  to  Innovation  Readiness  tool)  - * 


Personalization 

‘ Lovoraqe-folo  of  Relationship  Manager  to  develop  deep  cuntnmnr  inlimar.y  with  IFP  memhpi-s  and 
Offer  member  profile  feature  on  mylEP  site  to  enhance  relationship  building 

Community 

Launch  additional  council  in_Q3  ee-Q4  when  critical  mass  is  reached  in  the  existing  group.  ^ 

Introduce  government  and  other  experts  (think  tanks,  commercial  industry)  to  the  IEP  community  ^ - 
Implement  "recommended  affiliate"  section  of  mylEP  site  to  promote  service  providers  (revenue  or 

Workflow 

T-Offer  pafticipatiofHrr  rrigmbgrsfritegy  sessions~arig''abcount  reviews,  agrequested 
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IEP  Financial  Summary 
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2007 

2008 

% Change 

Orders 

222,528 

810,050 

264% 

Expenses 

Staffing  Costs 

Other  Resource  Expenses 

Total  Direct  Expenses 

685.544 
198,000 

883.544 

Contribution  Margin  ($) 
Contribution  Margin  (%) 

(73,494) 

-9% 
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IEP  Assumptions 


11/7/2007 


2008  Revenue 

Key  components  are  the  number  of  orders  per  month  and  the  average  cost  per  order: 


We  forecast  that  we  will  begin  2008  with  13  members,  and  we  will  end  2008  with  40  members. 

Due  to  slower  product  momentum  and  expected  sales  capacity,  orders  will  come  in  at  the  rate  of  2 
per  month.  Momentum  is  expected  to  build  over  the  year  and  should  increase  to  4 new  members  per 
month. 

Traditional  marketing  is  often  ineffective  for  a product  such  as  IEP.  Therefore,  we  will  promote  the 
product  through  introductory  pricing  and  allowing  them  to  join  certain  meetings  as  a guest  to 
demonstrate  value.  Our  average  order  size  targets  throughout  2008  are 
Q1 -$15,000 
Q2  -$16,500 
Q3  -$17,500 
Q4  -$17,500 

Without  price  increases,  we  assume  two  price  levels:  the  fixed  cost  of  the  program  is  $25,000. 
However,  we  will  use  a second  tier,  $9,900  for  small  businesses  and  in  very  limited  circumstances  for 
promotions.  Even  as  we  gain  momentum  and  no  longer  need  promotional  discounts,  we  expect  that 
40%  of  new  members  will  fall  into  the  small  business  ($9,900)  category,  making  achievement  of 
average  CV  over  $18,000  difficult. 

In  2008,  given  the  small  number  of  members  at  the  beginning  of  the  year,  renewals  are  forecast  on  a 
case-by  case  basis  and  at  a very  high  success  rate.  We  base  this  on  our  confidence  that  we  have 
proven  value  to  the  members  who  have  stayed  with  us.  Renewals  will  likely  revert  to  lower  levels 
(75%)  in  out  years. 

2008  Costs 


Marketing  Initiatives 

In  addition  to  promotional  pricing,  we  anticipate  a quarterly  open  prospect  meeting  to  generate 
interest  in  the  program  and  fill  our  pipeline  with  qualified  prospects.  These  meetings  will  demonstrate 
the  value  of  the  program  to  a larger  audience  and  more  effectively  than  briefings  or  sales  calls.  In 
addition,  we  anticipate  advertising  of  these  meetings  in  the  month  prior  to  drive  attendance 
Given  past  experience,  we  anticipate  $1000  per  month  in  expenses  to  maintain  high  quality  collateral 
for  the  program 

Product  Initiatives  - these  are  the  costs  of  delivering  our  services  not  related  to  labor  or  materials 
Monthly  meetings  and  retreats  - we  assume  10  monthly  meetings  and  1 retreat  in  2008,  just  as  in 
2007.  However,  in  2008  we  also  anticipate  a smaller  event  in  December,  likely  in  conjunction  with  the 
holiday  party. 

Professional  Services  - Elizabeth  Smith  has  been  a key  advisor  to  the  program  and  its  members. 

We  anticipate  keeping  her  actively  involved  early  in  the  year.  After  the  addition  of  full  time  staff,  we 
expect  her  involvement  to  be  cut  by  50%. 

Miscellaneous  Research  costs  represent  costs  incurred  with  the  preparation  of  our  research 
materials,  primarily  printing. 
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IEP  Assumptions 


11/7/2007 


Staff 

We  anticipate  keeping  current  staff  level  constant  until  late  in  the  year,  coinciding  with  our  expected 
first  split  of  the  program  into  separate  councils.  We  base  this  split  on  an  optimal  council  size  of  25-35. 
Since  we  will  surpass  35  members  in  the  Sept./Oct.  timeframe,  we  will  hire  just  prior  to  this  point. 
Research  - One  of  the  additional  staff  will  be  in  research.  While  research  represents  the  highly 
scalable  portion  of  our  model,  we  anticipate  needing  separate  monthly  deliverables  for  each  council. 
The  3 Blue  books,  however,  should  be  targeted  at  all  IEP  members  and  will  require  the  participation 
of  all  research  staff 

Relationship  Management  - We  will  hire  an  experienced  person  to  manage  and  grow  the  2d  council. 
This  person  should  be  highly  incented  on  new  sales  and  renewals. 

Miscellaneous  Expenses 

Given  the  newness  of  the  program,  these  costs  are  generally  rough  estimates. 

We  do  not  anticipate  any  IEP  standalone  memberships  in  the  first  half  of  the  year 
Travel  includes  meals  and  entertainment  expenses,  primarily  used  in  sales  and  renewals 
Conference  costs  would  include  our  goals  to  speak  at  conferences,  as  well  as  attend  them 
Training  costs 

In  general  our  2008  contribution  margin  is  most  significantly  affected  by  the  small  size  of  our  current 
membership  base.  Our  worst  margin  months,  February,  April,  June,  and  July,  coincide  with  the  months 
in  which  we  have  no  eligible  renewals.  This  is  the  last  vestiges  of  the  IEP  stall,  and  we  should  see 
improving  contribution  in  2009  and  beyond. 
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Org  Charts  & Contacts-Plan  Sum. 


11/7/2007 


Key  Objectives: 

INPUT  as  the  indispensable  “first  stop"  for  key  government  decision-making  contacts  and  organization 

Comprehensive  list  of  key  decision-maker  points  of  contact  in  Federal  and  State  & Local  government 
800  detailed  organization  charts  of  key  agencies  and  offices 
Timely  verifications  and  updates  of  contact  and  organization  chart  information 
Attract  members  and  users  outside  of  our  traditional  base 
Expanding  our  member  base  beyond  our  typical  prospects  - beyond  technology 
Access  to  INPUT  information  and  analysis  by  organization  and/or  contact 
Dynamic  Organization  charts  that  allow  a user  to  access  other  INPUT  information  and  analysis  - it  becomes  a 

Initiatives  for  2008 
All 

'^Advlserv  GrotiP3  (Contacts  and  Qraonizotion  Charts') 

Information 

• Timely  verifications  and  updatps  of  org  chart  otructuros  and  point  ofranT^TThTS'fmafion 
_Qj.iarte4y  vcrificaliun/updates  ot  all  the  40,000  key  points  of  contact  (Federal  and  S&L) 

x^Tiniely  updates  on  organizational  stiucluie  changes  (Federal  and  S&h)^ 

Analysis 

^ — Ability  lu  understand  tne  types  ot  contacts  that  are  most  useful  fur  DD  effoils — 

-Ability-to  access  other  INPUT  analysis  related  to-that  organization — » 

Personalization 

• -Ability  tf)  1'iwk  iM-?rmill  nii|^ni7ntionn;  infnrmntinn  parcorl  hy  that  nrganj7ati0n 

Community  „ 

■ "Open  Web  Strategy  tu  diaw  visiluisTcTsite  based  orTcontact  and  org  chart  information 

Workflow 

Expand  integration  w / CRWs~(SaTesTorce,  Deltek,~eKT)  and  Outlook 
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Org  Charts  & Contacts-Fin  Sum. 


11/7/2007 


2007 

2008 

Fed  Complete 

100,000 

461,137 

Fed  Org  Charts 

50,000 

187,500 

Fed  Contacts 

25,000 

43,938 

Fed  Org  Charts/Contacts  Bundle 

25,000 

83,938 

S&L  Org  Charts 

275,000 

S&L  Contacts 

42,000 

S&L  Org  Charts/Contacts  Bundle 

82,000 

Total 

- 

1,175,512 

Expenses 

Staffing  Costs 

218,213 

Other  Resource  Expenses 

501,415 

Total  Direct  Expenses 

719,628 

Contribution  Margin  ($) 

455,884 

Contribution  Margin  (%) 

39% 

G 
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Industry  Anal-Plan  Summary 


Printed:  11/7/2007 


Key  Objectives: 

Achieve  at  least  16%  growth  in  Industry  Analysis  products  in  2008 
Establish  thought  leadership  posiiton  in  the  market  for  INPUT'S  analysis. 

Key  Initiatives  for  2008:  r . 

* Implement  weekly  analysis  of  the  news  in  a newsletter 

* Expand  coverage  of  opportunity  analysis  as  it  has  demonstrated  much  broader  appeal 

*1ko&>omont-wnolv3io  tomn1-^00  (rsr  hv  memher  ^pruirpg  ^ 

* Renlaoe  terminatad  staff  with  solid  Pirmlytral  taiant  tn  prnpnriy-'-Tl[i|»  iim  | .| ■ ..ji  huts 

.*  Implement  INPUT  analysis  reading  program  armcc  impi  it  caiac  -anH  mamhor  gon/jr'oc;  ^rgani/athns. 

Required  Resources  and  Investments: 

* Add  ono  nnnlyr.t  tn  si  ippnrt  .the  implpmpntatinn  of  the  News  Analysis  weekly  e-letter 
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Industry  Anal-Financial  Summary 


11/7/2007 


Existing  Products 

2007 

2008 

% Change 

Federal  Industry  Analysis 

899,992 

1,022,994 

S&L  Industry  Analysis 

299,175 

359,423 

Total 

z0o,o4t> 

1,465,713 

1,721,271 

17% 

Expenses 

Staffing  Costs 

651,292 

Other  Resource  Expenses 

60,350 

Total  Direct  Expenses 

711,642 

Contribution  Margin  ($) 

1,009,630 

Contribution  Margin  (%) 

59% 
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2008  Consulting  Plan 
Plan  Summary 

Key  Objectives: 

2008  stretch  goal  of  $1 M. 

Start  a Coleman/GL  type  of  business;  build  a 400  person  expert  pool. 

Make  Consulting  profitable  — more  cost-effective  headcount,  strategic  outsourcing 
Develop  three  specific  types  of  projects  and  become  recognized  as  experts  in  the 
Strategic  Market  Assessments,  Account  Reviews,  Marketing  Services 

Brand  projects  to  drive  leads  and  repeatability 


11/7/2007 


Strategies 

Move  price  points  upward,  with  a REALISTIC  starti 
Develop  a consultant  competency/skills  databa: 

Establish  a solid  reference  and  testimonial  program 
Use  proactive  research  by  the  Member  Advisors  to  drive  leads 
Use  Strategic  Member  Advisors  in  Consulting  sales 


point  based  on  2007  actual 
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2008  Consulting  Plan  11/7/2007 

Consulting  Project  Plan  2008 

# Of  Projects  AverageSize  ($000)  Total  Sales  ($000) 


Strategic  Market  Assessments 

10 

35000  / 

350000 

Account  Planning 

7 

32000  / 

224000 

Marketing  Services 

7 

31500 

220500 

Other 

1 

i. 

co 

33000 

Total 

25 

33100 

827500 
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200tJ  jlting  Plan 
Key  Assumptions 


11/7/2007 


Orders  Plan 

Consulting  Engagements 

Project  focus  will  be  on:  strategic  market  assessments,  account  planning,  and  marketing  services.  Branding  and  marketing  will  be  built  around  these  types  of  projects. 

Average  2007  project  size  is  $27,000.  Plan  is  to  begin  2008  at  a $30,000  average  size  and  end  the  year  at  an  annualized  average  of  $33,000 

Order  size  will  gradually  be  ramped  through  2008.  As  the  brand  is  developed  around  the  key  types  of  projects  and  repeatability  is  established,  price  points  will  move  upward 

Seasonality  has  been  factored.  ProjectN/olume  increases  at  the  end  of  the  first  calendar  quarter  (after  leads  generated  from  December  subscription  sales  move  through  the  sales  cycle) 
and  at  the  end  of  the  government  fiscal  year  ii 


Small  Consulting  Engagements  (QAD  - Quick  and  Dirty  For  these  projects  thdrejs  one  code  (Y-QAD)  no  need  for  a code  for  each  one  and  no  need  for  schedules,  etc,  ) 

Focus  in  2008  will  include  projects  driven  by  the  Member  Advisor  that  are  relatively  smalt  in  effort  (one  day,  one  average)  and  can  be  contracted  via  letter  proposal  (in  standard  format). 
Member  Advisors  will  play  a billable  role  in  fulfilling  the  work,  in  concert  with  the  Consulting  t 

Maximum  size  of  these  engagements  is  $10,000  (one  billable  week,  on  average) 


Staffing 

Management  of  the  "operations"  will  be  done  by  Senior  Consultants  The  group  will  be  small  enough  for  this  model  It  ensures  a higher  degree^f  billable  activity  organization-wide 
Staffing  levels  in  2008  will  be  maintained  at  the  2007  level  until  growth  in  orders  materializes 

One  new  Analyst  and  one  new  Senior  Analyst  to  be  added  at  mid-point  of  2009  to  address  capacity  and  an  additional  Analyst  to  be  hired  for  2010 
Bonuses  factored  at  7 5%  of  base  salary  for  Director  and  2 5%  of  base  salary  for  all  other  positions 


Billable  rates  are  based  on  2007  actual  Increases  in  these  rates  over  time  is  factored  into  the  increase  in  overall  average  project  size 


R Consulting  Plan  2008  Book  Version  (3)  1 10607  BMH  xls 


Page  1 of  1 


Confidential  - INPUT 


9 


Marketing  Budget  2008 
2008  Summary 


1/4/2008 


Component 

2007  Budget 

2008  Budget 

% Change 

Comments  vs.  Prior  Year 

Media  Relations 

60,000 

39,885 

-34% 

Consolidating  media  activities  to  Vocus  for  better  quality  and  lower  price 

Web  Collateral/Sales  Tools 

78,000 

140,200 

80% 

Expansion  of  Webinar  capability,  redesign  of  Web  site  fore-commerce,  & automated  sales  demos 

Mailing  Lists/  Directories 

48,000 

55,500 

16% 

Acquiring  more  lists  to  reach  outside  of  'technology'  for  Org  Charts  & S&L  Leads 

Advertising 

205,500 

258,700 

26% 

Expand  on-line  advertising.  Assumes  we  get  a lot  of  "free"  OLA  from  Open  Web  strategy 

Marketing  Events 

147,000 

118,700 

-19% 

Focus  on  electronic.  Drop  Golf  Tournament,  GIT  Rockin  and  a couple  other  physical  events. 

Total 

538,500 

612,985 

14% 
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Plan  Summary 


11/7/2007 


Key  Objectives: 

Drive  events  that  establish  INPUT  brand  as  a thought  leadership  organization 

Leverage  INPUT  events  to  brand  INPUT  in  the  community  and  provide  opportunities  to  feature  INPUT 
analytical  capabilities. 

Develop  events  that  are  profitable  and  drive  sales 

Events  put  on  by  INPUT  should  be  profitable  and  drive  sales  leads  to  the  sales  organization. 

Grow  INPUT  events  as  INPUT’S  overall  business  grows 

While  INPUT  does  not  want  to  be  regarded  as  an  events  company,  we  do  want  our  events  business  line 
to  grow  as  the  overall  organization  grows  and  should  therefore  grow  roughly  proportionate  to  the 
business. 

Develop  at  least  one  major  new  revenue  stream. 

Develop  Electronic  Events  particularly  training. 

Strategies  for  New  Year: 

Improve  quality  of  events  to  improve  attendance  and  value  of  sponsorships 

We  are  planning  for  a 5%  increase  in  attendance  that  will  be  captured  by  leveraging  our  expanding 
member  and  prospect  base,  executing  on  marketing  and  providing  high  quality  event  programs. 

Dedicate  sales  capacity  and  execute  on  sponsorship  sales 

In  2007,  we  lacked  dedicated  sales  capacity  and  clarity  on  sponsorship  sales  ownership  which  led  to 
underperformance  on  the  sales  of  sponsorships.  We  believe  we  can  better  execute  on  sponsorship  sales 
in  2008. 
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Assumptions 


11/7/2007 


Orders  Assumptions 

Attendance 

Sponsorships 

Total 


2007  Est  Orders  2008  Planned  C Growth  Rate 

$ 682,000  $ 750,000  10% 

$ 146,000  $ 208,500  43% 

$ 828,000  $ 958,500  16% 


Types  of  Events 

Federal  CXO  Breakfasts 
Federal  Conferences 
Federal  Half  Day  Seminars 
S&L  CXO  Breakfast 
S&L  Conferences 
Total  Events  Planned 


# Per  Year 


10 

2 

4 

4 

2 

22 


250 

2.5 

$ 

3,500 

300 

3 

$ 

5,000 

175 

3 

$ 

3,500 

150 

2 

$ 

3,500 

150 

3 

$ 

3,500 

Federal 

S&L 


Location 

DC  Outside  DC 

16  0 

1 5 


Staffing 

Headcount  Required 

Marketing  Director 
Events  Analyst/Spon.  Sales 
Events  Associate 

Benefits  Costs 
Incentive  Bonus  Costs 


0.5  Half  of  time  allocated  to  Events 
1 Sells  sponsorships  and  supports  events  planning  & logistics 
1 Supports  event  logistics 

15%  percent  of  salary 
5%  percent  of  salary  (average) 


Per  Event  Hotel/Facilities  Rental  Costs 


Federal  Conference  Costs  $ 
S&L  Conference  Costs  $ 
Fed  Breakfast/Seminar  Cosl  $ 
S&L  Breakfast  Costs  $ 

Other  Costs 

Training  Budget  $ 

Travel  Budget  $ 

Consultant  Support  $ 


44.000  Based  on  last  year's  average 

22.000  Based  on  last  year's  average  plus  increment  for  stronger  attendance 

1 1 ,600  Based  on  last  year's  average  plus  increment  for  stronger  attendance 

8,000  Based  on  last  year's  average  plus  increment  for  stronger  attendance 


1.000  per  employee 

4.000  per  employee 

16,000  per  month  to  support  event  planning  and  logistics 


R Events  Plan  2008  (02)  102507  KMP.xls 


Page  1 of  1 


Confidential  - INPUT 


9 


2008  Compensation  Plans 
Bonus  Plan  Summary 


Printed  1/4/2008 


Revenues 

EBITDA  After  Bonuses 

Sales 

($) 

Growth  (%) 

($) 

Rate  (%) 

($) 

Growth  (%) 

2007  Actual 

22,130,000 

1% 

(307,938) 

-1% 

23,160,694 

5% 

2006  Actual 

21,898,276 

7% 

328,000 

1% 

22,045,177 

4% 

2008 

Growth 

2008/2007 

(%) 

Growth 

2008/2007 

(%) 

Growth 

2008/2007 

(%) 

Proportion 

of 

Company 

Plan 

Nl  for  Exec 
Bonuses  ($) 

Nl  for  Staff 
Bonuses  ($) 

Nl  for  All 
Bonuses  ($) 

Nl  (Before 
Bonuses)  ($) 

2008  Threshold 

23,065,121 

24,602,796 

25,627,912 

4% 

- 

0% 

26,055,781 

27,792,833 

28,950,867 

13% 

94% 

165,900 

82,950 

248,850 

248,850 

2008  Target 

11% 

(1,000,000) 

-4% 

20% 

100% 

572,700 

286,350 

859,050 

(140,950) 

2008  Stretch 

16% 

(1,000,000) 

-4% 

25% 

104% 

784,050 

392,025 

1,176,075 

176,075 

Notes: 

1 

This  is  an  Annua 

Bonus  Plan: 

Performance  is  measured  annually 

Bonuses  are  paid  at  year  end  (no  later  than  the  last  payroll  in  February) 

2 

Bonuses  are  based  on  Revenues  and  Net  Income  except  Cockerham  (new  Sales),  VP  Marketing  (Events  & EC)  and  Haney  (Upsales  and  Renewals). 

3 Each  Individual's  Bonus  is  tied  to  performance  against  personal  objectives  and  is  awarded  by  the  Board  of  Directors  after  Executive  Recommendation. 
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2008  Sales  Responsibility 
Sales  Levels 


Printed  1/4/2008 


Executive 

Sales  Responsibility  ($) 

New 

Renewals 

Events  and  EC 

Total 

Threshold 

Cockerham 

- 

Haney 

- 

Other 

- 

Total 

- 

- 

- 

- 

Target 

Cockerham 

- 

Haney 

- 

Other 

- 

Total 

- 

- 

- 

- 

Stretch 

Cockerham 

- 

Haney 

- 

Other 

- 

Total 

- 

- 

- 

- 
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Department  Description 

Sales  Acct  Mgr  SB  - Local 

Acct  Mgr  SB  - Remote 
Sr  Acct  Mgr  SB  - Local 
Sr  Acct  Mgr  SB  - Remote 
Acct  Mgr  Enterprise 
Sr  Acct  Mgr  Enterprise 
Sr  Strategic  Acct  Mgr 

Sales  Mgr  SB 
Sr  Sales  Mgr,  Enterprise 

Events  Sponsorships 

Member  Svcs  Manager,  Mbr  Svcs 
Member  Advisor 
Member  Advisor,  Small  Terr 
Sr.  Member  Advisor 
Sr.  Member  Advisor,  Small  Terr 
Mbr  Advisor,  FOIA  Mgr 
Mbr  Advisor,  FOIA 
Sr.  Mbr  Advisor,  Training 

Strategic  Mbr  Advisor 

Other  Executive 

Non-Exec  VP 
Directors 
Managers 
Staff 

Subtotal  Other 


(B) 

Planned 

(B) 

2008 

Annual 

Annual 

Bonus 

Target 

Target 

Avg 

Total 

Number  of 

Base 

Bonus  Pay 

Pay  %age 

Sales 

Sales 

Total 

Bonus 

Employees 

Salary 

at  Target  ($) 

of  Base 

Incentive 

Incentive 

Target 

in  Plan 

at  Yearend 

(Avg) 

(Avg) 

(Avg) 

(Avg  $) 

%age  (Avg) 

Comp 

($) 

6 

$ 45,000 

n/a 

n/a 

$ 37,000 

45% 

$ 

82,000 

13 

$ 45,000 

n/a 

n/a 

$ 37,000 

45% 

$ 

82,000 

/nfa 

2 

$ 50,000 

n/a 

n/a 

$ 40,000 

45% 

$ 

90,000 

n/a 

0 

$ 50,000 

n/a 

n/a 

$ 40,000 

45% 

$ 

90,000 

n/a 

7 

$ 66,000 

n/a 

n/a 

$ 54,000 

45% 

$ 

120,000 

n/a 

5 

$ 77,000 

n/a 

n/a 

$ 63,000 

45% 

$ 

140,00£K 

n/a 

1 

$ 91,520 

n/a 

n/a 

$ 60,000 

40% 

$ 

15Jt520 

n/a 

3 

$ 68,000 

n/a 

n/a 

$ 58,000 

45% 

126,000 

n/a 

1 

$ 96,000 

n/a 

n/a 

kX 

n/a 

1 

$ 54,080 

n/a 

n/a 

$ 20,850 

/ 39% 

$ 

74,930 

n/a 

2 

$ 73,500 

n/a 

n/a 

$ 18,000/ 

20% 

$ 

91,500 

n/a 

4 

$ 55,500 

n/a 

n/a 

$ 1X000 

20% 

$ 

68,500 

n/a 

10 

$ 52,563 

n/a 

n/a 

$/T3,000 

20% 

$ 

65,563 

n/a 

6 

$ 63,515 

n/a 

n/a  , 

X 15,000 

20% 

$ 

78,515 

n/a 

0 

$ 

n/a 

n/a  / 

$ 15,000 

20% 

$ 

15,000 

n/a 

1 

$ 50,000 

n/a 

n/a 

$ 11,000 

18% 

$ 

61,000 

n/a 

3 

$ 38,814 

n/a 

/n/a 

$ 1,500 

4% 

$ 

40,314 

n/a 

1 

$ 65,000 

n/a  > 

' n/a 

$ 3,600 

5% 

$ 

68,600 

n/a 

5 

$ 75,000 

nfas 

n/a 

$ 40,000 

35% 

$ 

115,000 

n/a 

6 

$187,500 

%/ 56,500 

30.1% 

$ 

339,000 

$ 

339,000 

2 

$202,800 

X 52,260 

25.0% 

n/a 

n/a 

$ 

255,060 

$ 

104,520 

10 

$112,94$/ 

$ 11,295 

10.0% 

n/a 

n/a 

$ 

124,241 

$ 

112,946 

17 

$ 92, Ml 

$ 6,941 

7.5% 

n/a 

n/a 

$ 

99,482 

$ 

117,990 

2.5% 

n/a 

n/a  jj 

$ 

97,544 

Annual 

Total 

Sales 

Incentprds 

atQuota 


($) 

Employee 

$ 

37,000 

$ 

367,000 

$ 

37,000 

$ 

305,550 

$ 

40,000 

$ 

385,000 

$ 

40,000 

$ 

320,000 

$ 

54.000 

$ 

420,000 

$ 

63,000 

$ 

475,000 

$ 

60,000 

$ 

800,000 

$ 

58,000 

$2,155,754 

$ 

- 

$2 

?, 954,081 

$ 

20,850 

$ 

208,500 

$ 

36,000 

$5 

i, 505, 113 

$ 

52,000 

$ 

600,000 

$ 

130,000 

$ 

300,000 

$ 

90,000 

$ 

600,000 

$ 

- 

$ 

300,000 

$ 

11,000 

n/a 

$ 

4,500 

n/a 

$ 

3,600 

n/a 

$ 

200,000 

$1 

,016,400 

n/a 

n/a 

n/a 

n/a 

n/a 

n/a 

n/a 

n/a 

n/a 

n/a 

$ 772,000 


(C) 


NOTES:  (A)  Sr  Str  Acct  Mgr  quota  ipdiudes  overlay/shared  upsell  with  Strategic  Mbr  Advisors 

(B)  Bonuses  tn  Plan  mfbe  lower  than  Total  Employees  at  Yearend  multiplied  by  Avg  Bonus  at  target,  due  to  start  dates  after  Jan  1 (ie  avg  bonus  pay  at  target  is  annualized) 
(O)  Executive  includes  $140k  that  is  accounted  for  in  the  Plan  as  Sales  Incentives,  therefore  General  Bonuses  in  the  Plan  are  $632k.  Assuming  that  Managers  through 
Executives  meet  plan,  $97,544  would  be  available  for  Staff  bonuses  assuming  $632k  is  the  target  level  (this  assumption  was  made  for  the  Plan). 
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